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Pat Weaver 
Resigns as NBC 
Board Chairman 


New York, Sept. 7—The much- 
publicized team of Pat & Bob! 
broke up this week as Sylvester L. | 
(Pat) Weaver Jr. resigned as 
chairman of the board of the Na-| 
tional Broadcasting Co. 

His resignation was announced 
“with personal regret” by the 
younger member of the team, Rob- | 
ert W. Sarnoff, president of NBC, | 
in a memo to the network’s em-| 
ployes. It was effective immediate- | 
ly. Mr. Weaver could not be} 
reached for comment. 

One of the best-known and most 
colorful names in _ broadcasting, 
Mr. Weaver 
transformed the) piece Sag 5 


National Broad— | oo ccm iaoslasngnesperenie | {ATS ; 


casting Co. from : 
a fairly conserva-| Hats (Straw) are Cool, Refrigerators Also; 
It's a Natural for Knox and Westinghouse 


cooL COMBO— 
Knox Refriger- 
ated Straws are 
perched ina 
Westinghouse re- 
frigerator in this 
summer ad slated 
to appear in mag- 
azines in mid- 
May. Henry Bach 
Associates is the 
agency for Hat 
" Corp. of Amer- 
KN >< ica; McCann- 

Erickson for 

Westinghouse. 


we tere 


ie aan 


tive operation to 
apioneering 
force in televi- 


sion. He con- 
stantly plugged 
for new program- 
ming concepts— 
many of which 
ran roughshod 
over the traditional advertising 
patterns; he repeatedly warned 
(Continued on Page 129) 


Pat Weaver 


New York, Sept. 5—An ad cam- 
paign linking Knox hats and West- 
|inghouse refrigerators has been 
|developed, with emphasis on its 
| window display potential. 
| The campaign is built around a 


collection of nine Knox straw hats | 


|displayed in a Westinghouse 
| “Cold-in-Motion” refrigerator in a 


Need to Pre-Sell Its Brands Led 
Sears into National Ads: Houser 


WasuHincTton, Sept. 5—Sears, 
Roebuck & Co. has entered the na- 
tional advertising arena because 
of (1) the trend to closer integra- 


Washington. Sears kicked off its 
| national campaign last month with 
ads in seven consumer magazines. 
|The company announced that it 


tion of producer and distributor,| would become a national advertis- 


with the producer making a real 
effort at pre-selling, (2) the ap- 


|er four months ago (AA, May 7). 
| Mr. Houser called the company’s 


lush tropical setting—a situation 
that can be readily translated into 
window displays, the companies 
believe. Page ads will break in 
mid-May in Esquire, Sports Illus- 
trated and The New Yorker. 

As further incentive, Westing- 
house refrigerators will be offered 
as prizes to display managers of 
men’s wear and department stores 
achieving the best windows drama- 
tizing the theme, “You can be sure 
of coolness ...if it’s a Knox.” 


= Knox has prepared window dis- 
play cards, posters, direct mail 
materials and newspaper ad mats, 
while Westinghouse is furnishing 
| life-size cut-outs of Betty Furness, 
| who is pictured in the ad. 

Another tie-in aspect, the com- 
|panies point out, is that Westing- 
|house is featuring Choose-and- 
Change color panels in _ its 


|Who’s for Vel? Fab? Brisk? ... 


Who'll Get Esty’s 


Eight Present Agencies 
Keep Fingers Crossed; 
Three Others Mentioned 


New York, Sept. 6—The biggest 
question on Madison Ave. this 
week was: “Who'll get the Colgate- 
Palmolive billings that used to be 
handled by Esty?” 

News of the separation broke 
last Friday (AA, Sept. 3). 

In the wake of the terse an- 
nouncement (“William Esty Co. 


Fresh Complaint 
Revives Suit by 
“Model-in-Bed’ 


$4,000,000 Is Asked 
from Springs, Marboro, 
2 Agencies, 3 Magazines 


New York, Sept. 4—The Springs 
Mills “model-in-bed” lawsuit ad- 
vanced another notch this week 
with the filing of a new complaint 
by Mary Jane Russell, fashion 
model, who charges she was li- 
beled and ridiculed in a Spring- 
maid bedsheet advertisement. 

The new complaint was entered 
in compliance with the ruling by a 
New York state supreme court 
justice, Felix Benvenga, that the 
original complaint was improperly 
drawn (AA, July 23). 

In her latest statement of charg- 
es, Mrs. Russell asserts that one 
of the “keystones” of the modeling 

(Continued on Page 125) 


plication of research to develop- ad program the result of a “‘neces- 
ment of new features and (3) the sary re-examination of our poli- 
rise of tv as an ideal medium for cies.” The “period of experimenta- 
advertising of product features. |tion,” he appeared to imply, was | 

This explanation was made yes- entered to strengthen competitively | 
terday by Theodore V. Houser, Sears’ own brands. “We have noted | 
Sears board chairman, in a talk|a fundamental change occurring in| 
before the Advertising Club of|the production and distribution of | 
so called durable items—refrigera- | 
tors, freezers, home laundry equip- | 
|ment and similar merchandise,” 
Mr. Houser said. 


|}@ “Just as Sears, a distributor, 
[| some years ago, in a move to re- 
m™iduce the cost of distribution, 
|reached back to the manufacturer 
|to integrate production with dis- 
| tribution, so today the major pro- 
ducers are reaching forward to the 
distributor to integrate the same 
elements. 

“The advertising effect of this 
change is a real attempt by pro- 
ducers to pre-sell their products, 
|with particular emphasis on fea- 

: tures rather than on price. 
STEWART D. WATSON, advertising and| “This emphasis on features has 
merchandising director of S. C..come about of course as a result 
Johnson & Son, Racine, will join of — pear end yoy on 
McCann-Erickson, New York, in|@evelopment activity oF mousy 
“an important executive capacity” and it has been abetted by the 


|universal adoption of television— 
early in October. Mr. Watson . medium which lends itself al- 


joined Johnson in August, 52. Be- most ideally to the exposition of 

fore that he was assistant ad man- features in merchandise.” 

ager of Standard Oil Co. (In-| Mr. Houser underlined the im- 
diana). (Continued on Page 125) 


refrigerators, while Knox is doing 


Colgate Business? 
Madison Ave. Mutters in Muted Tones 


and the Colgate-Palmolive Co. 
have mutually agreed to terminate 
their advertising agreement as of 
Dec. 31, 1956’), speculation boiled 
as to (1) why Esty dropped the 
$15,000,000 chunk of soap and 
dentifrice billing and (2) who 
would pick it up. 

Not participating in the discus- 
sion were present Colgate agencies, 
which studiedly refrained from 
comment or competition, although 
each of them presumably had a 
good chance of being awarded 
some of the business. 

The present Colgate lineup in- 
cludes: Bryan Houston Inc., Ted 
Bates & Co., Street & Finney, 
Charles W. Hoyt Co., Carl S. 
Brown & Co., Cunningham & 
Walsh, Lennen & Newell and John 
W. Shaw Advertising. All are New 
York agencies except for Shaw, a 
Chicago outfit, whose Colgate bill- 
ing has been zooming since June, 
when it was named for the first 
time. 


® Shaw then got Colgate-Palm- 
olive trade and overseas armed 
forces advertising,\and in July was 
awarded in addition all Colgate 
brand shaving products from Len- 
nen & Newell and Bryan Houston 
Inc. 

Affected by the Esty switch 
were these products: Fab, Vel, Vel 
Liquid, Vel Beauty Bar, Rapid- 
Shave, Brisk toothpaste, Charmis 
Beauty Bar and some unnamed 
test products. The $15,000,000 total 
may be high; Esty spokesmen have 
said Colgate accounted for from 
10% to 15% of the agency’s bill- 
ings, now moving at a $60,000,000 
clip. That would mean $9,000,000 
at the outside for Colgate’s loss. 
But observers were unkind enough 


(Continued on Page 128) 


the very same thing in hat bands 
for its Refrigerated Straws. 

Henry Bach Associates is the 
agency for Knox, a division of Hat 
Corp. of America. McCann-Erick- 
son is handling for Westinghouse 
refrigerators. 


Last Minute News Flashes 


Ralph Jones Co., Mumm, Mullay May Merge 

Cotumsus, O., Sept. 7—Discussions which have continued over a 
period of months regarding the possible merger of Mumm, Mullay & 
Nichols, Columbus, and the Ralph H. Jones Co., Cincinnati, were in 
progress here today between C. M. Robertson Jr., president and treas- 
urer of Jones, and John P. Kelley, vp of Mumm, Mullay. Mr. Robert- 
son indicated to AA that a decision on the move may be reached next 
week. 


U. S. Advertising Regains Wilson Sporting Goods 


Cuicaco, Sept. 7—U.S. Advertising Corp. will regain the Wilson 
Sporting Goods Co. account Nov. 1. It lost the account two years ago to 
Needham, Louis & Brorby. The account bills between $500,000 and 
$1,000,000. C. E. Rickerd, president of U.S. Advertising, told AA that 
the agency expects to add an additional $500,000 in new business this 
month, and plans to hire 12 to 14 additional people. 


Texas Co. Agency Decision Is Expected Soon 

New York, Sept. 7—~Texas Co.’s long-awaited decision on who will 
get its $12,000,000 account is expected to be forthcoming in about ten 
days. Now shared by Kudner Agency, Cunningham & Walsh and Er- 
win, Wasey & Co., this business may be assigned to a single agency. 
At least nine agencies, including the three current assignees, have 
pitched for the account. 

(Additional News Flashes on Page 129) 


Leading Advertisers’ 6-Month List 
Shows Trend to New Peak in 1956 


(Detailed tabulation of 100 lead- 
ing advertisers for first six months 
of 1956 appears on Page 128.) 

New York, Sept. 6—According 
to figures compiled by Publishers 
Information Bureau on leading ad- 
vertisers in magazines, network tv 
and newspaper sections, there’s no 
doubt that advertising will hit a 
record volume again this year. 

For the January-June period, 
Publishers Information Bureau 
shows, the 100 leading advertisers 
in the media mentioned above 
(newspapers, outdoor and other 
media are not included, and net- 
work radio no longer is measured 
by PIB) invested an aggregate of 
$378,319,096 this year, compared 
with $365,444,667 for the 100 lead- 
ing advertisers during the first six 
months of last year. 

This is an increase of $12,874,429 
—about 3%%—despite the omis- 
sion of network radio, which 
would undoubtedly swell the in- 
crease considerably. 

A comparison of this year’s fig- 
ures with last year’s establishes a 

(Continued on Page 128) 
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‘To Help Newcomers Get Started’... 


India Law Would Make Dailies Hike : 


Newsstand Price as Pages Are Added 


Measure Sets 40% Limit 
on Ads; Press Freedom 
Not Periled, Says Official 


BomsBay, Sept. 4—A bill de- 


plements and by _ undercutting 
prices. 
The legislation has been bitterly 


opposed by India’s big English-| ; 
language dailies. They naturally] | 


stand to lose the most. The bill, 


signed to regulate the size, price | frankly aimed at giving small pa- 
and advertising space of newspa- |}pers a break, stems from a recom- 


pers was passed by the Indian 
Parliament last week and is ex- 
pected to be signed into law soon 
by the President. 

The legislation empowers the 
government to formulate a sched- 
ule which would relate copy price 
to copy size and also determine 
how much advertising a paper can 
carry. 

The effect of the bill is to force 
newspapers publishing large issues 
to charge a higher price for them. 
Newspapers also may be prohibit- 
ed from allotting more than 40% 
of their space to advertising. 

Dr. B. V. Keskar, minister for 
information and broadcasting, as- 
sured Parliament last week that 
the newspaper bill does not pose 
any threat to freedom of the press. 


e Dr. Keskar said government 
regulation would safeguard the in- 
terests of independent and small 
newspapers. These papers have 
protested in the past that the big 
national newspapers competed un- 
fairly by issuing free special sup- 


Canada Retailers 
Brace for Influx 
of Trading Stamps 


Gold Bond Calls Debut 
impressive; Seeks to 
‘Stay Ahead of Field’ 


Ottawa, Ont., Sept. 4—The 
great trading stamp experiment in 
Canada is over—and now mer- 
chants in all 10 provinces are 
bracing themselves for the on- 
slaught of popular retail store 
stamps which will soon be flood- 
ing the rich Canadian market. 

Gold Bond Stamp Co., of Min- 
neapolis, whose pilot scheme with 
95 Ottawa Valley grocers has 
proven extremely successful, is 
now hurrying to tie up other retail 


outlets across the country as US. | 


trading stamp competitors start 
sniffing at this lush, untapped 
market above the 49th parallel. 


' Curtis Carlson, Gold Bond presi- | 


dent, in a flying visit to Canada 
last week, said the company 


planned to invest “a lot of money | 


in Canada.” 


mendation by the Press Commis- 
sion, which was appointed by the 
government in 1952 to suggest 
press reforms. 

The Press Commission report 
said: 

“As matters stand at present, 
a paper with a large circulation 
has, because of its lower cost of 
production per copy, certain ad- 
vantages over other papers with 
smaller circulations. 

“Similarly, a paper with large 
capital resources behind it is free 
from certain handicaps which af- 


-|fect another paper with limited 


capital. Papers of long standing 
which have been able to build up 
a large and stable volume of ad- 
vertisement revenue are in a very 
advantageous position as compared 
to others who have just entered 
the field. 


s “Such economic advantages and 
handicaps exist in a number of in- 
dustries, but their presence in the 
newspaper industry is not condu- 
cive to healthy development. 

“Newspapers serve as media for 
the free exchange of information 
and of ideas. The proper function- 
ing of democracy requires that 
every individual should have equal 
opportunity, in so far as this can 
be achieved, to put forward his 
opinions. 

“Measures should therefore be 
adopted to reduce the differences 
due to economic advantages or 
other causes and to enable new- 
comers to start with a fair chance 
of achieving success. To fix a 
minimum price at which papers 
of a particular size can be sold 
would be the most effective meas- 
ure to bring about this end. 

“Though ultimately it is the 
readers who pay the net cost of 
the paper, partly as its price and 
partly through the advertised 
goods that they purchase, a rea- 

(Continued on Page 131) 


“The first trading stamp com- ¢* 
pany in the field is the most suc- :°,. \\: 


cessful. Canada is a better market 
than the U.S. because Canadians 
are more thrifty,” Mr. Carlson 
said. 


# One of the reasons for Mr. Carl- 
son’s enthusiasm is the 13-week 
trading stamp experiment with 95 
IGA food stores in this area which 
netted grocers an average 68% in- 


crease in sales. He now plans to 


build five 50,000 sq. ft. warehouses 
in this country to supply premi- 
ums to new stamp users. 


This us the Big Deal 

big moment. He is the first fellow 

on the Avenue te sport contour 

socks of Tycora yarn. Their color, softness and absorbency herald 
a happy future. Their way of comvim ing a man they were 
Laahioned solely for hes feet bespesks @ multitudinous fellow ing. 
Asa trend setter. the Bog Deal has arrived. Smooth going for s lad 
who came in second with the grey flannel. (Trick knee, you know.) 
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TUPPENCE—Full-color page ads in 

Sunday supplements in early Octo- 

ber will announce Armour & Co.'s 

2¢ off per can offer on its Dash dog 

food. N. W. Ayer & Son handles 
the Dash account. 


Overweening Mouse 
Is Hero (?) of Ads 
for Tycora Socks 


New York, Sept. 4—A man or a 
mouse? To sell Gentlemen’s Hose 
of Tycora, the client and agency 
chose the latter. 

He’s not a lovable, laughable 
mouse, in the old tradition of 
Mickey, however, but a rascally 
rodent type: a little pompous, a 
little testy. 

“Every mother’s son of us, in all 
the guises that make us only hu- 
man after all,” he is characterized 
by Hockaday Associates, which 
created the new salesman for Pop- 
lar Textiles, manufacturer of Gen- 
tlemen’s Hose of Tycora. Tycora is 
a product of Textured Yarn Co. 

Starting in mid-September, the 
new character will be featured in 
monthly half-pages in the New 
York Times Magazine and The 
New Yorker. Dubbed “The Big 
Cheese,” “The Big Deal,” “The Big 
Shot” or “The Big Wheel,” he is 
shown in his “big moment,” when 
he discovers contour socks of Ty- 
cora. 


® In the first ad, for example, The 
Big Cheese distractedly greets his 
wife. “If the kiss seems rather per- 
functory, pray forgive the Big 
Cheese. His mind is on his socks of 
Tycora Yarn,” the copy says. 

“He accepts readily the fact that 
they are soft, colorful and absorb- 


The Big Shot 


T \ 1 


presse 
all to bw comtowr socks of Tycors yarn. Soft. colorful 
ainorbent — eminently fit lor every foot in the land 


Advertising Age, 


Got $25,000,000 in ‘28... 


Armour Offer Cuts 
2¢ Off Can Price 
of Dash Dog Food 


Cuicaco, Sept. 4—Armour & 
Co.’s Dash dog food will be of- 
fered at 2¢ off per can during a 
national promotion slated to begin 
in late September or early October 
and continue for about a month. 

Advertising on the campaign will 
be pushed in 17 major markets 
with color page ads in independent 
Sunday supplements, Parade and 
The American Weekly. Totally 90 
newspapers will carry these ads. 


|# Meanwhile, in a move to perk 
‘up Dash sales in several eastern 
_markets, Armour is offering one 
can of Dash free with the purchase 
of two cans at the regular price. 
Coupons from Dash newspaper ads 
are required to get the third can. 
(See picture on Page 16.) 

The promotion is limited to sev- 
eral markets in the New York 
City-Philadelphia area, plus parts 
of North Carolina and Virginia 
where Armour says Dash sales 
have been off recently. The offer 
expires Sept. 24. 

Promotion on the free can offer 
is being done by one-third page 
b&w newspaper ads in the problem 
market areas. 

N. W. Ayer & Son, Chicago, han- 
dles the Dash account. 


ent beyond compare. But he can- 
not fathom the reason they put not 
the slightest pressure to bear on his 
toes though one size fits all man- 
ner of men,” the ad explains. 

In the past few weeks, Poplar 
Textiles has tested retailer reac- 
tion to the campaign, and with the 
help of the ads, prepared well in 
advance of insertion dates, sales- 
men have tripled their business 
over the similar period last year, 
the company reports. 

To follow up the ad campaign, 
a mailing piece will be sent to re- 
tailers coast to coast. Starting with 
the envelope query, “Is he a man 
or a mouse?” and all through the 
fan-fold brochure, the spotlight is 
on Mr. Mouse. 


The Big Wheel 


thers cantert 


avd steer beney. (Letthe dees he kine that 


men have been wearing sorks af Tyeora yarn since payday Last 


September 10, 1956 


‘OF Fabulous Advertising Success Story 
of Listerine Told by 


Gerard Lambert 


New York, Sept. 5—Gerard B. 
Lambert has led an active life. At 
various times he has been head of 
Lambert Pharmacal Co., head of 
the Gillette Co. and head of his 
own advertising agency, Lambert 
| & Feasley. 

Now he has written a boek, ti- 
pecere “All Out of Step.” It will be 
| published next month by Double- 
day & Co. In its current issue 
Fortune has condensed several 
episodes from the book. These epi- 
| sodes tell the story of the Lambert 
| Pharmacal Co. from the time that 
| Gerard Lambert joined the com- 
;pany in 1922 until the time that 
|he sold the company in 1928 for 
| $25,000,000—in cash. 


® In his opinion, at least, he has 
been “retired” ever since that date; 
he thinks of his stint from 1931 to 
1935 as head of the Gillette Safety 
Razor Co. as “non-business.” 

“I did it for fun at no salary,” 
he told AA. 

He considers the introduction of 
the one-piece razor and the blue 
blade as one of the biggest things 
he did while at the Gillette helm. 
The other important thing done at 
that company, he said, was the 

(Continued on Page 110) 


House Unit Will 
Probe ‘Bowels’ 
of TV Industry 


WASHINGTON, Sept. 6—Top offi- 
cials of four big film producing 
organizations will be called Thurs- 
day, as the House anti-trust sub- 
committee begins what has been 
described as an effort to “dig down 
to the very bowels” of the tv in- 
dustry. 

Before the hearing is over, ac- 
cording to Rep. Emanuel Celler 
(D, N.Y.), chairman of the in- 
vestigation, the subcommittee 
intends to explore all phases of tv 
network operations, including re- 
lationships with stations, film pro- 
ducers, talent, the FCC and “the 
extent and amount of any dis- 
counts afforded network adver- 
tisers.” 

During an earlier set of hearings 
in July, the committee explored 
the profits of networks and FCC’s 
handling of the NBC-Westing- 
house station swap. When those 
hearings were suspended July 13, 
Rep. Celler warned that the tv 
inquiry would continue until the 
subcommittee explored every as- 
pect of the industry’s operations 
that might indicate any breakdown 
in anti-trust enforcement. 


@ The new series of hearings will 
be held in New York and will last 
10 days. In addition to the four 
film producers, Rep. Celler has re- 
vealed, the witness list includes 
anti-trust chief Victor Hansen, the 
presidents of the three networks 
‘and representatives of “various 
‘segments of the tv industry.” 

| While the subcommittee is only 
one of three congressional com- 
mittees which have been interest- 
ed in tv this year, trade sources are 
saying the current investigation 
may be the most far-reaching ever 
faced by the industry. 


He also is working on a scheme 
for saturation promotion of trading GENTLEMEN’S HOSE 
stamps in the new areas chosen, 
including direct mailing of free 
stamps, premium catalogs and sav- 
ers’ books to every householder. 
Gold Bond’s general manager 
here, Robert H. MacLennan, hint- 


(Continued on Page 70) 


GENTLEMEN’S HOSE 


or TYCORA 


by Poplar Tentibes, Ine . 0 Eau: 34 Street, MBw York 16.8.9 


In preparation for the hearing, 
the subcommittee is known to have 
gathered information from top 
advertising agencies indicating the 
amount of tv time purchased for 
leading sponsors. 

Industry sources report the sub- 

(Continued on Page 126) 


GENTLEMEN’S HOSE 


or TYCORA 


by Popter Textiles, Ine , 40 Fast 34 Street, New York 16,8 ¥ 


® 


by Popter Textiles, Inc, 40 Faw 34 Street, New bork 16,8. 7 
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me: 
RASCALLY RODENT—The wheeling, dealing, big shot 
here, is a better mouse because he wears Gentle- 
men’s hose of Tycora. The ads are scheduled, left 


the New York Times Magazine and The New York- 
er. 
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Big Ben, Baby Ben 
Present New Faces 
in Westclox Drive 


La SALLE, Itt., Sept. 5—The 
Westclox division of General Time 
Corp. will climax a $150,000 Sep- 
tember drive for its Big Ben and 
Baby Ben clocks in new faces with 
a unique spread in The Saturday 
Evening Post Sept. 22. 

The ad, occupying the inside 
front cover in full color and Page 
1 in b&w, is the first in that posi- 
tion by any advertiser, according 
to the Post. 

Westclox is also using color 
pages in this month’s American 
Home and Better Homes & Gar- 
dens, a b&w page in Sunset Mag- 
azine and pages in The Metro 
Group, Parade and 16 independent 
newspaper supplements Sept. 9 
and 16 to round out the Ben drive. 

A trade campaign in jewelry, 
drug and electrical publications 
preceded the consumer campaign, 
which also will be supported on 
the Westclox participations on 
“Today” (NBC-TV), starting Sept. 
17. 

The new Ben line has added a 
second Big Ben—an electric model. 
All retail for $6.95—$7.95 with 
luminous dial—the same price as 
before the restyling. 

The Big Ben campaign is in ad- 
dition to the regular Westclox ad 
program. Batten, Barton, Durstine 
& Osborn is the agency. 


emrsoly wee roomed 1s lows 
¥ Kunde: Chae King Chackor Chew 
Mein, Ret Chep Suey amd Murtruee 
Ober Mera 


CANTONESE DELIGHT—This Reader’s 

Digest ad touches off a new Chun 

King fall ad drive for its Chinese 
canned and frozen foods. 


Chun King Drive 
Boosts Duluth-Made 


Oriental Delicacies 


DututH, Mrinn., Sept. 5—Chun 
King Sales Inc., maker of Chun 
King American-Oriental food prod- 
ucts, kicks off a new advertising 
campaign for its canned and frozen 
foods with a color page in the Sep- 
tember Reader’s Digest. 

A total of eight insertions is 
planned in the Digest. In addition, 
This Week Magazine and r.o.p. 
color ads in newspapers in 19 mar- 
kets will be used. 

J. Walter Thompson Co., Chi- 
cago, is the agency. 


Dresser Acquires Guiberson 

Dresser Industries, Dallas, sup- 
plier of equipment and technical 
services to the oil, gas and chemi- 
cal industries, has completed ne- 
gotiations for the acquisition of 
Guiberson Corp., Dallas, manufac- 
turer of oil well production and 
drilling equipment. The considera- 
tion is reported to be approxi- 
mately 110,000 shares of Dresser’s 
common stock. Gordon Guiberson 
will become a member of Dresser’s 
board of directors and will remain 
president of Guiberson Corp. No 
change in personnel or general 
policies is planned. 


ornia the 


Wextrios prowdly pre 


all-new Big Ben and Baby Ben 


and freak new fecture 
tig... perfect geeeng! 
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NEW FACES—The Westclox division of General Time Corp. is ex- 

ceeding its own advertising record in The Saturday Evening Post 

with this ad, scheduled to run Sept. 22, on the inside cover and 

Page 1, to introduce its redesigned Big Ben and Baby Ben clocks. 

Westclox has been a Post advertiser 47 years and occupied Page | 
13 times a year for 46 years. 


Studebaker Plans 


Churchill Says It Can 
Break Even on Share It 
Had in Ist 4 Months of ‘56 


New York, Sept. 5—Studebaker- 
Packard Corp. will pitch its 1957 
sales program around a snob ap- 
peal theme intended as a rebuke to 
the big Detroit producers. 

It will be an appeal calculated to 
win over the consumer who wants 


TV Antenna Maker 
Uses Magazines in 


Ist Consumer Push 


(Picture on Page 76) 

BURLINGTON, Ia., Sept. 4—Wine- 
gard Co., manufacturer of televi- 
sion antennas, will launch an ad- 
vertising drive for its products this 
fall that will include major con- 
sumer magazines for the first time 
since the company began opera- 
tions four years ago. 

Trade advertising starts this 
month with pages in 20 publica- 
tions. The consumer drive begins 
in October with four-color pages | 


uled in Better Homes & Gardens, 
Farm Journal, House Beautiful, 
The Saturday Evening Post, Sun- 
set Magazine, Town Journal and 
TV Guide. 

The ads will feature Winegard’s 
full line of antennas, with special | 
emphasis on Color ’Ceptor, the’! 
$29.95 volume model, and the Col- | 
or ’Ceptor with optional power | 
pack, at $44.90. 

Potts-Woodbury Inc., Kansas 
City, is the agency. 


|'Benton & Bowles, 
|agency, is understood to be the 


and large two-color units sched- | 


‘Non-Mass Buyer’ 


Appeal in Aiming at 1.5% of Market 


to be different—who wants a car 
thai will not be like every other 
car on the road. 

This appeal “away from the 
mass product buyer” was enunciat- 
ed here today by Harold E. 
Churchill, president of Studebaker- 
Packard, at a press preview of the 
1957 Studebaker line. 

In a talk punctuated by caustic 
references to the other members 
of the industry, Mr. Churchill 
outlined Studebaker-Packard’s 
“comeback” plan. 

He said the company, which re- 
ported a loss of $35,000,000 for the 
first six months of 1956, hopes to 
get on a profitable basis by the end 
of 1957. It can reach this enviable 


All to Benton & Bowles? 

A plan to consolidate the adver- 
tising for Studebaker and Packard 
cars into one agency has been 
under discussion at Studebaker- 
Packard Corp., AA learned this 
week. Officials are said to feel this 
plan would bring about a general 
reduction in advertising costs. 
Studebaker 


likely candidate for the entire ac- 
count; Puc § Advertising Co. han- 


position, he claimed, merely by 
maintaining the 1.58% share of 


|market Studebaker had during the 
|first four months of this year, be- 


|fore S-P’s financial difficulties be- 
jcame widely publicized in the 
|press. (Mr. Churchill conceded that 
this publicity hurt sales.) 


® Since the auto industry is now 
(Continued on Page 127) 


‘What's Said, What's Actually Said’... 


FTC Finds Ad Ethics 
Better Except in TV 


Staff Members Tell AA 
High Hopes for Codes 
Like Cigaret Industry's 


By Stanley E. Cohen 
WasuHIncTon, Sept. 4—While 
they agree that there has been a 
Substantial improvement in the 
morality of national advertising in 
recent years, the men who have 
made lifetime careers enforcing 


WGN-TV to Conform 
to NARTB TV Code, 
Effective Nov. 15 


Cuicaco, Sept. 5—WGN-TV will 
subscribe to the television code of 
the National Assn. of Radio & 
Television Broadcasters, effective 
Nov. 15, 1956, Ward Quaal, who 
recently rejoined WGN Inc. as 
general manager (AA, June 11), 
has announced. 

The tv station became a member 
of the NARTB on July 1, Mr. 
Quaal said, but did not subscribe 
to the code at that time. 

The station will conform to the 
code in two easy stages, he said, 
at the same time pointing out that 

(Continued on Page 131) 


laws against false advertising are 
far from pleased with all they see. 

In the course of a series of in- 
formal interviews with a substan- 
tial sample of staff unit heads and 
other veteran personnel of the 
Federal Trade Commission, one 
responsible official observed: “In 
recent years, lots of companies and 
advertising agencies have come to 
recognize they have a sacred trust 
to protect the believability of ad- 
vertising. 

“In the recognized media, ad- 
vertising as a whole is good. And 
considering the great increase in 

volume, an amazingly small per- 
cubuae is questionable,” he de- 
clared. 


e “But there are always sharp- 
shooters and tricksters. Even 
among the big national advertisers 
there is a new subtlety which 
bothers us. They no longer tell 
flagrant lies which we can knock 
down. By innuendo, and by clever 
writing or illustration, they achieve 
their purpose while managing to 
stay just this side of the law.” 
Although the commission is roll- 
ing up an impressive statistical 
showing in its endless war against 
false advertising, examination of 
the docket of complaints since the 


(Continued on Page 56) 


Oft-Again, On-Again Newsprint Shortage 
Appears to Be No Threat—at the Moment 


New York, Sept. 4—An AA re- 
porter was stopped on the street 
today by a newsprint broker. 
Times change. It used to be the 
other way around. 

“Well, well,” the broker said 
with a grin, “what’s become of the 
newsprint shortage you were so 
worried about a few months ago?” 

“That’s what I was going to ask 
you,” parried the reporter. 

“I asked first.” 

“Well,” we ventured, “supply 
seems to be keeping ahead of de- 
mand—.” 

“There isn’t any real shortage, 
and, unless I’m greatly mistaken, 
there isn’t going to be,” the man 
said. “The so-called shortage last 
winter was grossly exaggerated by 
the newspapers.” 


= Maybe the broker is right also 
about the current newsprint sit- 
uation. Maybe there isn’t going to 
be another acute shortage. But 
there are those who disagree. 
Although at the end of July, 
newsprint production for the first 
seven months was running ahead 
of consumption by about 3%, some 
newspaper publishers and adver- 


Higntighis of This Week's Issue 


Madison Ave. replaces Wall St. as 
Democratic bugaboo, claims 
Reporter 

Skeletons in the corporate (or per- 
sonal) closet can lead to proxy 
wars, says Karrbook ...Page 32 

Vision, in 7 years, takes big strides 
in communications line—in U. S. 
and abroad 

Amana offers United Science Fund 
stock as dealer incentive Page 43 

Variety chains’ move into self- 
service has mixed results, says 
Harvard study 

DuMont predicts annual sales of 
5,000,000 replacement tv sets, 
4,000,000 new 

Screen Actors Guild members are 
sharply warned against gifts to 
casting personnel 

Laurel Springs bucks trend, 


promotes new bonded bour- 


al Curtis gets head start in 
anti-dandruff shampoo market- 
Oat Isis .0. kas cacews Page 88 
American Management Assn. re- 
ports on salesmen’s incomes, 
benefits 
Department of Agriculture surveys 
family food expenditures, finds 
them rising 
Fatties run, not walk, to get aboard 
Fabulous Formula diet train; 
doctors worry 
Sew-it-yourself booms business 
for pattern makers, fashion 
stressed 
Viking Sloane asks $500,000 of Ca- 
die Chemical for ad infringe- 
ment 
MacManus, John finds Hartmann 
porters under surprising 
hats 


Christmas is coming; True gets 
most-wanted gift list 
WORRY 66 newts aeeas cs Page 119 


Agency vp takes leave to play lead 
in a Broadway play ..Page 121 
Muzak sues Tel-A Tune; charges 
receivers pirate Muzak’s pro- 
grams 


REGULAR FEATURES 


Advertising Market Place 
Coming Conventions ......... 


Creative Man's Corner . 106 
Drawthinks 108 
Editorials 12 
Getting Persenal 28 
Lookimg mt Badd BTV iicccccccccccccceeeeeene 106 
Obituaries 72 


On the Merchandising Front .................. 108 
Photographic Review . 


Looking at Retail AGS op... .c..109 
Rough Proofs o 12 
Salesense in Ads 109 


This Week in Washington .... 
Voice of the Advertiser . 
What They’re Saying .............. 


tisers believe increased holiday 
advertising linage during the last 
quarter will use up whatever sur- 
plus newsprint supply has been 
built up so far this year. 

The Wall Street Journal reports 
some newspaper publishers appre- 
hend a newsprint squeeze late 
this fall. Automobile manufactur- 
ers are reported planning to put on 
the biggest ad drive they’ve ever 
undertaken to introduce 1957 mod- 
els. Christmas advertising this year 
is expected to be larger than in 
55. 


® But the records show newsprint 
production is running ahead of 
consumption. Newsprint Service 
Bureau reports U.S. and Canadian 
production during the first seven 
months (latest available figures) 
totaled 4,715,295 tons, which was 


(Continued on Page 126) 


Bay State Uses 
Page in ‘Journal’ 
to Extol ‘Livability’ 


Boston, Sept. 4—Massachusetts 
has “gone to the women” with its 
story about all the advantages of 
living in the Bay State. 

Richard Preston, of the Massa- 
chusetts department of commerce, 
has announced that the state is 
running a haif-page ad in the 
October issue of Ladies’ Home 
Journal to assert that the state of- 
fers the ultimate in culture, gra- 
cious living, educational facilities 
and economic opportunities. 

This will be the first industrial 
ad ever carried in the Journal. It 
also is the first time this state has 
used a women’s publication for its 
advertising. The previously used 
theme of “livability” will be con- 
tinued in the Journal ad. 

Industrial advertising has been 
used by the state for several years 
in such publications as Barron’s 
Weekly, Business Week, Fortune, 
Newsweek, The New Yorker, the 
New York Times, Steel, Time, U.S. 
News & World Report and Wall 
Street Journal. 

Sutherland-Abbott, Boston, is 


the agency. 
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Curtis Offers | 
Advertisers Four 
Split-Run Plans 


PHILADELPHIA, Sept. 5—The Sat- 
urday Evening Post, Ladies’ Home 


Journal and Holiday are now ac- 


cepting advertisements on a split- | 
run basis. Edward C. von Tress, 
vp and executive ad director of| 


Curtis Publishing Co., said four | colors, $1,000; b&w, 


different split runs have been set) 
up to “provide our advertisers 
with greater flexibility in meet- 
ing their selling requirements and 
to give them additional opportuni- 
ties for copy testing.” They are: 
_1, East-West split run—an ad- 
vertiser may run one ad in the 
East run and a different ad in 
the West, but must use both runs. 
West run covers Arizona, Califor- 
nia, Colorado, Idaho, Montana, 
Wyoming, Nevada, New Mexico, 


Oregon, Utah and Washington, as 
well as Alaska, western Canada, 
Hawaii and armed forces person- 
nel whose mail goes through West 
Coast post offices. All other places 
are in the East run. 

This split run is available in 3 
issues of the Post remaining in 
1956 and 13 issues in ’57; in the 
November, 1956, issue of the 
Journal and six issues in ’57; and 
in the December, 1956, issue of 
Holiday and six '57 issues. Premi- 
ums for ads in the East-West runs 
of the Post and Journal are: Four- 
color page or fractian, $1,800; two 
. Respec- 
tive prices for Holiday are $800, 
$500 and $400. 


s 2. Alternate-copy split run in- 
volving use of two different ads in 
alternating copies distributed 
throughout total circulation, giv- 
ing advertisers the opportunity to 
test two different copy appeals or 
to run ads on two different prod- 
ucts with approximately equal 
distribution in each town, city or 
marketing area. 


This is available in all issues of 
Holiday and most issues of the 
Post and the Journal. Premiums 
for handling ads on this basis for 
all three publications are: Four- 
color page or fraction, $400; two 
colors, $200; b&w, $100. 

3. Every-third-copy split run 
involving use of two different ads, 
one appearing in every third copy 
and the other in two out of three 
copies, distributed in this propor- 
tion throughout total circulation. 

This is available in the Post and 
the Journal only, with premiums 
the same as for alternate-copy 
split run. 

4. Every-third-copy split run 
involving use of three different 
ads, with each one in every third 
copy distributed in this proportion 
throughout total circulation. 

This split is available in the Post 
and the Journal. Premiums for 
both are: Four-color page or frac- 
tion, $800; two colors, $400; b&w, 
$200. 

Ads in all split runs may feature 
different copy for the same prod- 
uct or different products. 


’ 


- 


the U. 


— 
gol 
|e 
cS 
—— 
Ci 
= 
—_> 


YOUR brand 
was advertised ~ 
in 39 cities 


Yes--some brand names were advertised in newspapers published in more 
than 39 cities today . . . and some have been “‘skunked” all season. It pays 
the sales department and the salesman to know just how well accepted their 
brand is with dealers. And it pays the adman and the agency to know, too. 
It’s a simple matter to find out. More than 1100 firms do it with ACB 
Reports like these: 


Advertising Age, September 10, 1956 


ep — papel cooking 


po ees os range! 


SHOCK ER—This 
one-third page ad 
in the Sept. 8 is- 
sue of The New 
Yorker was used 
by Tappan Stove 
Co., Mansfield, 
O., to introduce 
its new “cold- 
oven” electronic 
range. Five other 
consumer maga- 
zines will carry 
Tappan copy on 
the innovation 
this year, as the 
company follows 


with cooking — avotlable 
write Dept. NY-6, The Tappen Stove Co., 


TAPPAM. .. firs: with electronic cooking for the home 


Tappan Opens First 
Consumer Push for 


Its Microwave Range 


MANSFIELD, O., Sept. 6—Using 
“shocker treatment” ads, Tappan 
Stove Co. today launched its first 
consumer campaign for its elec- 
tronic range. 

In a small-space campaign run- 
ning in five magazines this fall, 
Tappan aims to (1) play up the 
amazing cooking feats possible 
with microwave cooking, (2) es- 
tablish brand preference and (3) 
emphasize that electronic ranges 
are now readily available. 

The first ad, breaking in the 
Sept. 8 issue of The New Yorker, 
is headlined “Paper-plate_ cook- 
ing,” and copy reads: “Cook on 
paper plates. You'll never scrub 
another pan. Never need a pot- 
holder, nor suffer in a hot kitchen. 
The remarkable Tappan electronic 
oven stays cold. Only the food 
gets hot—and ready in record 
speed. Be first with microwave 
cooking—available now.” 

Subsequent ads will feature such 
startlers as six-minute cakes, 22- 
second eggs and “hot food from a 
cold oven.” The schedule calls for 
square quarter-page or one-third- 
page insertions in Gourmet, Holi- 
day, Sunset, The New Yorker and 
Time from September through 
December. 

The electronic range also will be 
mentioned in a color spread in the 
October Better Homes & Gardens, 


up an introduc- 
tory business pa- 
per schedule used 
last spring. 


which pushes all three of the Tap- 
pan ranges, gas, electric and elec- 
tronic. 


® The electronic range was first 
advertised last spring in a trade 
campaign aimed at home builders. 
This campaign will be continued 
in September and October in 
American Builder, House & Home 
and Practical Builder, in ads which 
also feature Tappan gas and elec- 
tric ranges. 

One thing none of the ads men- 
tions is the price of the cold-oven 
electronic marvel—a cool $1,200. 

Ketchum, MacLeod & Grove, 
Pittsburgh, is the agency. 


‘Register & Tribune’ Boosts 
Rates, Adds Discounts 

The Des Moines Register & 
Tribune has issued a new rate 
card, effective Jan. 1, which in- 
creases general advertising rates 
and expands its discounts. Rate in- 
creases will amount to slightly less 
than 5% on Sunday advertising, 
approximately 10% on weekdays. 

The newspaper will grant a 2% 
discount on national advertising, 
and, for the first time, will grant 
discounts on full-page units of na- 
tional advertising. Discount scale 
goes from 5% to 10% on schedules 
of from 10 to 40 pages per year. 


Windett Joins ‘Daily News’ 
Arthur Windett, former adver- 
tising director of Newsweek, has 
joined The Chicago Daily News as 
director of sales development. 


When You're Placing 


RETAIL STORE REPORTS Grocery Advertising 


x 


Provide accurate check-up of 
dealer tie-in advertising covering 
your own and/or competitive ac- 
counts. A widely-used service 
for determining sales policy and 
directing salesmen’s efforts. Re- 


ports can show lineage; cost of 
space; city; publication; sales ter- 
ritory; dealer name; product and 
price advertised; mats used; totals 
and percentages. ACB Reports 
are better than 95% essueate. 


MAT ANALYSIS SERVICE 


Gives you a detailed report, plus prevent mat wastage by showin 
tear sheets of all your mats u ou the type of advertising whic 
by dealers and thereby helps is most popular with dealers. 


SOUTH BEND, DES MOINES, 
OMAHA, NASHVILLE 


TEAR SHEET SERVICE 


Tear sheets are the basis of all complete 
research in newspaper advertis- tion, full headline information; 
ing. ACB can furnish tear sheets Gives you competitor activity; 
containing advertising of a napebateatiee dealers: test cam- 
specified , or national ~ 4 paigns; current pricing policies; 
vertising. ACB tear sheets are competitive claims; etc., etc. 


SELL THIS 


$86,243,000 


and show posi- 


- 
BRUSH-MOORE 
NEWSPAPER 
represented nationally 
by Story, Brooks & Finley 


11 additional services are available. Described in ACB Catalog sent 
free on request, or contact nearest ACB office. 


ADDITIONAL 
SERVICES: 
The Advertising Checking Bureau, Inc. : —- (= 

A New York (14) 79 Madison Ave. + Chicege (3) 18S. Michigan Ave. * Colombes (15) > count % rasa VEX oF koung: 
‘ B 20 South Third St. + Memphis (3) 161 Jeflerson Ave. * Sem Framcisce (5) 51 First St. ae : — en 
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This Wee 


MAGAZI Te 


The Baltimore Sunday Sun 
The Birmingham News 
Boston Sunday Herald 
The Charlotte Observer 
Chicago Daily News 
The Cincinnati Enquirer 
Cleveland Plain Dealer 
The Dallas Morning News 
*The Denver Post 


; Des Moines Sunday Register 


Pie aie, fee ale 
Pita eases eS a 


US 


MAGAZIN & 


The Detroit News 

The Houston Post 

The Indianapolis Star 

The Jacksonville Florida Times-Union 
Los Angeles Times 

The Memphis Commercial Appeal 
Miami Daily News 

The Milwaukee Journal 

Minneapolis Sunday Tribune 

New Orleans Times-Picayune-States 


CIRCULATION 
11,783,542 


‘ef 


New York Herald Tribune 

Norfolk Virginian-Pilot and Portsmouth Star 
The Philadelphia Sunday Bulletin 

The Phoenix Arizona Republic 

The Pittsburgh Press 

Portland Oregon Sunday Journal 

Providence Sunday Journal 

Richmond Times-Dispatch 

Rochester Democrat and Chronicle 

St. Louis Globe-Democrat 


SHARES THE POWER AND PRESTIGE OF THESE 37 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Salt Lake Tribune 

San Antonio Express and Sunday News 
San Francisco Chronicle 

The Spokane Spokesman-Review 

The Syracuse Post-Standard 

The Washington Sunday Star 

The Wichita Sunday Eagle 


*As of October 7, 1956 
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Winius-Brandon Names Six 


Halpern was appointed assistant 


Winius-Brandon Co., St. Louis, | radio-tv director, and Jim Spencer 
has added six men to its staff fol-| was named to the creative staff. 
lowing “increased advertising ap-|The agency also has named Vin- 


propriations from present clients 
and an increase in new business.” 
Alan FitzGibbon, formerly with 
D'Arcy Advertising Co., has been 
named assistant director of re- 
search, and Paul E. Jones, also 
formerly with D’Arcy, was ap- 
pointed assistant media director. 
Earlier this year, Howard E. Smith 
was named field director of mer- 
chandising-research, Herbert P. 


cent Price Gay assistant mechanic- 


al production manager. 


Graflex Markets Ampro Line 
Graflex Inc., Rochester, N.Y., 
has begun marketing the Ampro 
tape recorder line and its Stylist 
16mm sound projector. The re- 
corders and projector are manu- 
factured by Ampro Corp., Chicago. 
Both companies are subsidiaries of 


General Precision Equipment 
Corp., New York. In addition to 
distribution through present Graf- 
lex outlets, the Ampro tape record- 
er line will continue to be mar-| 
keted through outlets which have 
handled these products in the past. 


Bentley Joins F&S&R 

George Bentley has been ap- 
pointed an associate account ex- 
ecutive in the Chicago office of, 
Fuller & Smith & Ross. Mr. Bent-| 
ley has operated his own agency | 
| for the past five years. 


ithe weekly 
,Champions” telecast on NBC-TV. 


A 


dvertising Age, September 10, 1956 


Viewers Can Compete with Bowling Stars 


in 
New York, Sept. 6—General 
Cigar Co. has concocted a scheme 


to get more bowlers interested in 
“National Bowling 


The scheme: Direct appeal to 
the competitive spirit of the coun- 
try’s 22,000,000 bowlers, who will 
be given a chance to pit their skills 
against those of the U.S. cham- 
pions. The top ten winners will get 
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well-calculated to 
increase southeastern sales 


Today in the Carolinas a massive television market is alive and throbbing 
with the progress of active people. 


Nerve center of this Southern industrial-distribution crossroad is Television 
Station WBTV, Charlotte. From the beginning, WBTV vision spearheaded 
the development of this vital market. 


Now! 1956 Sales Management Market Data reports the population in 
WBTV's 100 uv/m area to be 2,552,000. Retail sales are $2,085,430,000. 
Effective buying income $2,971,773 ,000. 


Exercise your vision in the Carolinas and schedule increased sales for your 
product. Contact CBS Television Spot Sales or WBTV. 


JEFFERSON STANDARD BROADCASTING COMPANY 
“VISION IN THE CAROLINAS” 


General Cigar’s Promotion of TV Show 


Mexican vacations-for-two. 

| This contest will climax the Na- 
tional Bowling Day celebrations to 
be staged by General Cigar in co- 
operation with the American Red 
Cross and the Bowling Proprietors 
Assn. of America. Oct. 14 has 
been designated as National Bowl- 
ing Day. 

A would-be contestant can get 
in on the fun by visiting any Bowl- 
ing Proprietors Assn. alley and 
rolling three games, using his es- 
tablished handicap. He records his 
score on an entry blank furnished 
‘by the proprietor, leaving the 
finished form with him, along with 
/a 50¢ entry fee, and taking the 
i home. All entry fee proceeds 
go to the Red Cross. Deadline for 
entries is Oct. 13. 


® The next day, all-star title hold- 
ers Bill Lillard and Anita Canta- 
line will roll three games each on 
the White Owl sponsored telecast. 
They will be competing, not 
against each other, but against the 
viewer-contestants. Male bowlers 
who outscore Mr. Lillard will re- 
ceive a key chain medal; women 
'bowlers who outrank Miss Canta- 
| line will be given a charm bracelet. 
| The top 600 bowlers will be in- 
| vited back to the alleys to compete 
he a bowl-off. The ten winners in 
|this round will be awarded free 
trips to Mexico City; the 300 next- 
best bowlers will get bowling balls 
and bags. In the preliminary round 
of competition, a contestant can 
enter as many times as he wishes. 

Through Young & Rubicam, its 
agency, White Owl soon will start 
beating the drums for National 
Bowling Day. Mr. Lillard and Miss 
Cantaline will make a tour of 
major cities to demonstrate their 
style in tv appearances and to talk 
up the event to the press and pub- 
lic, 


® NBC-TV will finance a closed 
circuit telecast to help General 
Cigar alert its representatives in 35 
cities. Members of the Bowling 
Proprietors Assn. also will be in- 
vited to this meeting to hear Frank 
Lacy, president of the group, out- 
line their role in the promotion. 
Among other things they will be 
asked to set up displays in their 
recreation centers. The material 
will be provided by the cigar mak- 
er, who also will shower retailers 
with point of sale material. 

Three manufacturers of bowling 
equipment will lend their assist- 
ance to the campaign. They are 
planning to build special bowling 
day displays for department and 
sporting goods stores. 

Even in the planning stages, this 
campaign has proved productive 
for General Cigar: An agency rep- 
resentative said it has already 
lined up a goodly number of new ~ 
retail outlets for White Ow! cigars 
among bowling alley proprietors 
who weren’t stocking the brand. 
Lots more are expected to be 
added as the big day nears. 


Borden Offers New Premium 

Borden Food Products Co., a di- 
vision of the Borden Co., is offer- 
ing a do-it-yourself kit for making 
a pair of leather Indian Trail moc- 
casins as a premium with Borden’s 
instant hot chocolate. The offer, 
running through Oct. 12, offers the 
moccasin kit by mail for 50¢ and a 
label from the product. The ad- 
vertising and display allowance to 
the trade is 50¢ a case. Point of 
purchase displays include mail or- 
der blanks. 


‘All’ Is Not a Liquid 

In a story in last week’s issue 
of AA, Monsanto Chemical’s new 
“super-rinse all” was described as 
a “liquid” detergent. This is in- 
correct; “all” actually is a “con- 
‘trolled suds detergent in dry 
form,” according to Monsanto. 
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A great sales message will fall flat 
if it falls on deaf ears. An out- 
standing ad won't produce if 
people skim past it. The fact is: 
advertising works hardest when 


“There's a lot about big-time boxing 
that doesn’t come over the TV set,” 
Rocky claims. ““There are the early 
fights the fans don’t remember. There 
are the years of being told what to 
do... what to eat... even when you 
can see your wife and kid. There’s 
how your family feels about having 


“These things I never told 
anybody - not even my own wife!” 
—says ROCKY MARCIANO 


ROCKY MARCIANO'S OWN LIFE STORY STARTS IN THIS WEEK'S ISSUE. DON'T MISS IT! 


it is most welcome. 

This fact alone goes a long way 
toward explaining the unique 
performance of advertisements 


See 


your brains beaten out—or seeing you 
beating out somebody else’s brains. 
“And, in my case, there were things 
I had to hide from my wife and man- 
ager as well as the sportswriters or my 
career would have been all washed up. 
Now that I’ve retired I’m telling the 
whole story with no holds barred!” 


ar ; ied 
are es 


that appear in The Saturday 
Evening Post. More people go 
out of their way to buy it than 
any other weekly magazine. (See 
chart, below.) They spend more 
hourswith a singleissue. (Actually, 
about 3 hrs. on the average.) And 
they say they pay more atten- 
tion to the advertising in the Post. 
(They say they have more con- 
fidence in it, too!) 

As a result, the Post has set a 
record for building brand names 
that is unrivaled by any other 
magazine or by any other adver- 
tising medium. 

It gets to the heart of America. 


Audit Bureau of Circulations 


January 1 — March 31, 1956 
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‘No Help’... 


Canadas Ad Tax 
Hurts Canadian 
Media, ACA Says 


Protesting Ad Group 
Hits ‘Misquotation’ of 
Its Stand by Government 


ToRONTO, Ont., Sept. 5—In the 
recent debate on the tax imposed 
on foreign magazine’s special Ca- 
nadian editions in Parliament, the 
government apparently misquoted 
the Assn. of Canadian Advertisers. 

Merle Schneckenberger, House 
of Seagram, chairman of the ACA 
tax committee, has formally pro- 
tested Finance Minister Harris’ 
quotations as carried by “Han- 
sard,” the official government 
publication. 

A special press release put out 
today by Frank Healey, ACA ex- 
ecutive director, said: “News- 
papers, radio, television and other 
media, as well as magazines—and 
eventually the Canadian consumer 
—will feel the impact of the new 
20% tax on advertising in the Ca- 
nadian editions of foreign maga- 
zines, the association has _ told 
Finance Minister Walter Harris. 

“The 170-member ACA, repre- 
senting all segments of Canadian 
business, again urged the govern- 
ment to establish immediately an 
advertising advisory committee to 
study the situation and bring forth 
recommendations designed to help 
rather” than hinder Canadian 
media. 

The letter followed last week’s 
announcement of a 13.5% adver- 
tising rate increase by Reader’s 
Digest and referred to a similar 
one being announced by Time In- 
ternational’s Canadian edition. 


8 “In view of this first advertising 
rate increase announcement and 
those pending,” ACA said, “we are 
convinced that such a committee is 
now imperative. And we reiterate 
our offer to sit on it or assist you 
in any other way. 

“ACA is tremendously concerned 
with the welfare of all publications 
in Canada. As business men, how- 
ever, we are buying audience and, 
despite rate increases, the Cana- 
dian editions of foreign magazines 
are still essential to many nation- 
al advertisers. 

“Every indication points to the 
fact that budget re-allocating, be- 
cause of this tax, will draw adver- 
tising dollars away from Canadian 
magazines. Last May we produced 
figures to show that even higher 
advertising rate increases than 
have been announced would have 
little effect on the amount of space 
bought in the Canadian editions by 
national advertisers. 

“We are convinced now, more 
than ever,” ACA continued, “that 
your new tax will harm not only 
Canadian magazines, but, in time, 
daily newspapers, radio, television 
and other Canadian media as well. 

“We respectfully urge you, 
therefore, to immediately establish 
an advertising advisory committee 
to review the distribution of Cana- 
dian advertising dollars over the 
next few months and to develop 
recommendations that will be in 
the best interests of all concerned. 


@ “We would like also,” ACA said, 
“to take this opportunity to point 
out that the Aug. 7 ‘Hansard’ 
quoted you as saying that ACA 
‘expressly disavowed any intention 
or desire, or perhaps ability, to 
solve the problem with which we 
were contending.’ 

“With all due respect, we think 
there has been a grave misunder- 
standing. Our strong recommenda- 
tion to the government was a ‘de- 


ferment of this proposed tax legis- 
lation and the appointment of an 
independent fact-finding commit- 
tee to study every aspect of this 
complex matter.’ We further stated 
that ACA would be more than 
happy to serve on such a commit- 
tee. 
“ACA now feels that the sen- 
sible course open is the one we 
suggest, a committee to watch 
trends in media selection as a re- 
sult of the tax. The committee can 
then study the situation as to how 
this tax adversely affects Canadian 
magazines, newspapers and other 
media and bring forth healthier 
and more constructive recom- 
mendations.” 


CANADIAN MAB IS 
CASUALTY OF TAX 

Toronto, Sept. 6—In the rum- 
bling aftermath of the Canadian 
government’s 20% tax on foreign 
magazines in Canada, the Maga- 
zine Advertising Bureau of Canada 
has folded. 

Time and Reader’s Digest left 
the bureau just recently, causing a 
serious blow to the structure. The 
final straw came, however, when 
Canadian publisher Dave Crombie 
(Mayfair) also withdrew. Mr. 
Crombie said he felt that the tax, 
which had the backing of the 
fourth member, Maclean-Hunter 
Publishing Co., was wrong. 

Now it appears that Maclean- 
Hunter has been left holding the 
bag—and an empty one at that. 
However, it claims it will re-form 
the bureau under the Magazine 
Publishers Assn. in an amalgama- 
tion with the Periodical Press 
Assn. Neither the MPA nor the 
PPA has voiced approval or dis- 
approval of this move. — 


8 Dave Catton, formerly president 
and manager of the Magazine Ad- 
vertising Bureau, is now with 
Vickers & Benson, Toronto, as ac- 
count executive on the Mercury- 
Lincoln-Meteor division of Ford 
Motor Co. of Canada. Mr. Catton 
continued handling the bureau’s 
affairs until the middle of August, 
when pressure of his new job 
forced him to let its affairs go by 
the board. 


Christopher Agency < 
Adds New Account; 
Hires 4, Boosts 2 


Cuicaco, Sept. 6—The Robert 


Christopher Agency this week 
picked up its eighth new account 
in two weeks, added four new per- 
sons to the staff and promoted two 
others. 

The last of the former Ross Roy 
Inc. clients to enter the Chris- 
topher shop is the Champion Bag 
Co. Seven other companies started 
the move to Christopher two weeks 
ago when Ross Roy closed its local 
office (AA, Aug. 27). 


# James F. Quinn, former Ross 
Roy vp and head of the local of- 
fice, has joined Christopher as vp 
in charge of research and market- 
ing. Other new additions to the 
agency are Hayes Smythe, public- 
ity director, Edwin M. Duzan, pro- 
duction manager, and Frieda M. 
Knott, space buyer—all formerly 
with Ross Roy. 

T. W. Blakeslee, formerly an ac- 
count exec, has been elected a vp 
and will head radio and television 
activities; Robert L. Stump, for- 
merly manager of art and produc- 
tion, has been made art director. 


Ben Potts Forms Agency 

Ben Potts has formed his own 
agency, Ben Potts & Associates, 
with offices at 3468 N. Knoll Dr., 
Hollywood. Mr. Potts, who re- 
signed as a vp of Lennen & Newell 
in May, also has been with N. W. 
Ayer & Son, Erwin, Wasey & Co. 
and McCann-Erickson. The new 
agency will be organized to service 
small advertisers. 
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TIED-IN—On the left is the cover 


page of the ad section—two separ 


Advertising Age, September 10, 1956 


of the 32-page ad being run by 


Union Carbide & Carbon Corp.’s silicones division in the September 
Architectural Record and Masonry Building. At right is a typical 


ate ads of silicone product formu- 


lators plus editorial copy about Union Carbide silicones. 


Cuicaco, Sept. 4—A_ growing 
tendency of advertising researchers 


is warranted is giving rise to con- 
siderable skepticism about the ulti- 
mate value of psychology to ad- 
vertising, Bertrand Klass of 
Stanford Research Institute told 
the American Psychologica! Assn. 
here today. 

“If we don’t make clear the 
weaknesses of whatever research 
we undertake,” Mr. Klass warned, 
‘it may not be long before we are 
no longer asked to do advertising 
research.” 

Addressing an APA session on 
the psychologist’s role in advertis- 
ing, he said that risky conclusions 
are often drawn from psycholog- 
ical research because the advertis- 


to draw more conclusions out of | 
psychological research results than | 


Oversold Psychological Research May Wear 
Out Welcome in Agencies, Klass Warns APA 


lenges that he says demand partic- 
ular attention: 


e Print copy and tv commercial 
effects on consumers—Exactly 
|what is the meaning that the ad 
evokes that makes the difference 
as to how good or effective it is? 
Mr. Root asserted that popular 
methods of testing largely show 
only the relative strengths of sev- 
eral ads, but they do little to con- 
clusively show the meaning that 
an ad evokes in people that really 
determines its goodness or effi- 
ciency. 


e Media strategy—Basic research 
is needed, he said, to show the real 
effects of “blitz” media use com- 
pared with consistent and steady 
advertising. And in this regard, 
Mr. Root added, more study is 


er or agency for whom the re- 
search is conducted often insists 
on very specific eaten sum 


needed to discern how much a tv 


|program or magazine reflect a 


mood that influences the consum- 
er’s reaction to sponsoring ads. 


# “Since the psychologist is usually e Premiums and _ promotions 

just as interested in the problems | «Nobody really knows whether to- 
of influencing human behavior as | gay any of these devices actually 
in the problems of understanding | are sales producers. But even more 
behavior,” Mr. Klass explained,| important,” he said, “is the ques- 


somewhat further with his results| whether a given premium or pro- 
than the data warrant. But,” he) motion is going to be successful.” 


emphasized, “his decision on how 
to influence human behavior is|* Packaging and label design— 


|This has become intensely impor- 


“he finds it relatively easy to 80/tion of determining ahead of time | 


only another hypothesis or hunch | 
and should be looked on as such.” 

“There does not seem to be 
enough recognition of the fact that 
mere knowledge about people’s at- 
titudes, habits or reactions to a 


tant in these postwar years, Mr. 
Root asserted, because of the 
tremendous growth of supermar- 
kets. He estimated that about 90% 
of packaged foods now are sold 
through self-service markets. 


product or service is not sufficient | 


to allow us to predict how people : 
will react to a specific appeal,” he | ® Meanwhile, several new ad test- 


added. |ing experimental devices being 
| tried by Needham, Louis & Bror- 
s Taking exception to Mr. Klass’ | by, Chicago, were explained by 
assertion about naivete among ad- Steuart H. Britt, vp and research 
vertisers, H. P. Longstaff of the director for the agency. 
|University of Minnesota insisted, In a move to develop more ways 
\that “there is increased sophistica- °f testing the psychological effect 


vertising practitioner, particularly 48ency has set up an experimental 
advertising agency people,” about | !aboratory including these devices: 
psychological research. __|@ A reverse telescope apparatus 
Specifically, Mr. Longstaff said, through which an observer can tell 
‘the criteria of goodness [in ads] | how well his product shows up and 


tion on the part of the average ad- Of ads before they are used, the! 
|GE appliances at other stores be- 
|low fair trade prices. Although GE 


that psychologists and others set 
up some years back are in very 
great doubt and very much reject- 
ed; therefore, the psychologist who 
is working in this field has got to 
be far more sophisticated than 
psychologists were 25 years ago. 


® The psychological group’s adver- 
tising session also heard an outline 


is identifiable at various distances. 
e As a “blur” test arrangement 
designed to help design packages 
and point of purchase material 
effective even with people too vain 
to wear the glasses they need. 

e A tv commercial tester that 
duplicates both the audio and vis- 
ual aspects of the commercial as it 


of four major problem research | W°Uld appear on the tv screen in 
areas that psychologists and other | the home. Purpose of this is to see 
researchers are currently groping the ad in context before it is used. 
with. A. R. Root, vp and director of |e An “early eye camera” testing 
research and media for Knox| apparatus that records just how 
Reeves Advertising, put the prob-| long a casual reader’s eye spends 
lems before the group as chal-|on a given piece of copy. 


32-Page Ads on 
Union Carbide’s 


Silicones Planned 


New York, Sept. 6—What is be- 
lieved to be the largest ad ever run 
in the building products field will 
appear in the September issues of 
Architectural Record and Masonry 
Building—32 color pages on Union 
Carbide silicones and masonry wa- 
ter repellent products made from 
them. 

Sponsors of the ad are the sili- 
cones division of Union Carbide & 
Carbon Corp. and 76 independent 
formulators of masonry water re- 
pellent products made with Union 
Carbide silicones. The 76 formula- 
tors bought 20 of the pages and 
Union Carbide bought the other 12. 

Purpose of the king-size ad is to 
help architects and construction 
specifications people identify Un- 
ion Carbide silicones with the lo- 
cally available products that con- 
tain them. Studies made by J. M. 
Mathes Inc., New York, one of 
Union Carbide’s agencies, indicated 
that although architects, builders 
and contractors have been aware 
of Union Carbide’s silicones, they 
generally have no idea what brand 
names of formulators’ products 
were made with Union Carbide 
silicones or where to buy them. 


@ The gigantic ad began to take 
shape when Union Carbide bought 
up 32 pages in each of the two 
magazines and then offered to re- 
sell some of the pages to its formu- 
lators. Its only stipulation was 
that each formulator’s ad should 
prominently identify its territory 
for the convenience of architects, 
builders and contractors. . 

To resell the space, Union Car- 
bide’s silicones division turned its 
product salesmen into space sales- 
men for the menth of June. They 
sold 20 pages of space to 76 formu- 
lators, who contracted for 78 ads 
ranging from 1/16th page inser- 
tions to full pages. 


Court Restrains 
Hess in Price 
Hassle with GE 


ALLENTOWN, Pa., Sept. 4—Hess 
Bros. Inc. has been restrained 
temporarily from selling General 
Electric appliances below fair 
trade prices. 

The order was handed down to- 
day by Judge Francis L: Van Du- 
sen. Hearings have been held in 
U.S. district court, Philadelphia, 
for the past week. 

Hess, charged by GE with sell- 
ing its appliances below fair trade 
prices, defended its action by re- 
ferring to an amendment to the 
Pennsylvania Fair Trade Act ap- 
proved by the legislature last May. 
The law provides that retailers are 
not bound to comply with the act 
if manufacturers, who have notice 
that competing area stores are 
selling below established price, 
refuse to take action. 


s Orrin E. Boyle, Hess’ attorney, 
stated that store employes bought 


was notified within the seven days 
specified in the amendment, GE 
took no action, it was alleged. 

GE contended that it took action 
against all violations reported 
within the past two years. 

Judge Van Dusen said a further 
hearing will be held Sept. 18 to 
give Hess a chance to reverse the 
injunction. 

The temporary injunction is the 
third court action in the past sev- 
eral months in its drive against 
price-fixing fair trade agreements. 
In July Hess was enjoined from 
selling Swiss-made Omega watches 
at less than fair trade; last month, 
the store was fined for selling Cas- 
co irons below fair trade (AA, July 


2, et seq.). 
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THROUGH INVESTIGATION ff 


George Thiem wouldn't let go! He's concealed records, and Hodge's own blustering defense: “It's purely 
the Pulitzer Prize winning reporter who politics." It was politics, all right, but far from pure. ‘ 


is the eyes and ears of the Chicago Daily Finally on July 6, 1956, while other papers continued to dodge the fall- 
News in the State Capitol at Springfield. out, the explosive proof was frontpaged by the News. Then, the other 


; t out with the grim facts. 
He's the nose, too, because he was the Chicago newspapers had to come out wi grim 


first to sniff one of the most odorifer- The Hodge case became news of national importance and the individual r 
ous scandals ever uncovered in a state journalistic feat of the Daily News became big news from coast to coast. . £ 


government . . . the massive misappro- Trapped by the ensuing investigation, Hodge admitted thefts on 276 : 
priation of more than $1,500,000 of public funds in the office of State counts, pleaded guilty and has been sent to jail. 


Auditor Orville E. Hodge. 
3 vs In the Hodge investigation, as in many others, action by the Chicago - 


Thiem started digging. But he was met with pious denials, blind alleys, Daily News rendered forthright and faithful service to the public. 


Advertisers in the News get action, too, because ® 


THE CHICAGO DAILY NEWS HITS HOME. 
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In WICHITA, Kansas 


Wichita’s young crowd has been busy this Au- 
gust with school outfitting. Eagle clothing ad- 

vertisers report a new high in sales of color 
match and mix match ensembles for both sexes. 


In WESTCHESTER COUNTY, New York 


Every year The Westchester Group News- 
papers offer youngsters a unique way of dis- 
covering the power of advertising through Free 
Want Ad Week. Gerry Byrne, of Mamaroneck, 


is typical of the thousands of young people 
using the service. He writes: “I sold my bike!” 


In WAUKEGAN, Illinois 


A recent Father’s Day essay contest in the 
Waukegan News-Sun drew hundreds of entries 
from Waukegan teen-agers. No prizes were 
offered, yet response was overwhelming. This 
kind of respect and attention from Waukegan 
youth is commonplace for the News-Sun. 


In WATERLOO, Iowa 


Weekly school-year feature of Waterloo Daily 
Courier is popular column “High Society.” 
Hundreds on hundreds of items are sent in 
from teen-agers in Waterloo’s trading area. Re- 
sult: High personal and direct interest in the 
“teen scene.” 


In SOUTH BEND, Indiana 

Surveys show that 97.7% of the girls and 83.5‘; 
of the boys in high school read The Tribune’s 
weekly High School Page. The page is devoted 
exclusively to high school news which is writ- 
ten by high school reporters, Parents like the 


page, too. 


In SHREVEPORT, Louisiana 
“Teen-agers read with avid interest school, so- 
cial, and recreational activities in the Shreve- 
port Times and Journal. Local merchants in- 
fluence these grown up youngsters through the 
Times and Journal. 


In ST. PETERSBURG, Florida 

The town’s new teen-age rage is The Times new 
teen-age page . .. “Teentime Turntable” . 
read by the junior and senior high school set 
in 9 out of every 10 Sunshine City homes 
reached every day by the St. Petersburg Times! 


aed 


ee eae ie . 


Gums Byrne was user of a Westchester Group 
want ad during free week for kids, sold bike 


In ST. JOSEPH, Missouri 

In the past year 1,227 children . . . 720 from St. 
Joseph, 507 from the area . . . have joined the 
Orbil Club, a feature of the Saturday News- 
Press Boys and Girls Page. 


In ROCHESTER, New York 

Teen-agers are eager readers of The Times- 
Union and Democrat and Chronicle. These 
newspapers feature youth news and promote 
youth readership. Survey conducted by school 
teachers revealed 72°% in Democrat and Chron- 
icle homes read youth news “regularly.” 


Swing. man, swing! These os are getting free golf instruction—an 5 Gioia Journal project 


In ROANOKE, Virginia 


Whether it’s the Soap Box Derby, Marbles 
Tournament or Western Virginia Science Fair 
—all sponsored by The Roanoke Times and The 
Roanoke World-News—area youngsters re- 
spond in droves, because they read these news- 
papers daily! 

In PORTLAND, Oregon 


Portland’s annual junior golf school, co-spon- 
sored by the Oregon Journal, Oregon PGA and 
Bureau of Parks, brings out hundreds of golf- 
minded youngsters for a series of free lessons 
from experts . . . a spectacular example of the 
response by young readers to their newspaper. 


In OGDEN, Utah 

The younger generation, as everywhere, loves 
to read newspaper comics, and that’s what the 
Ogden Standard-Examiner gives them plenty of 
—with two pages of comics daily and a special 
full-color comic section on Sunday. 


In NEW YORK, New York 

The Winged Skates roller racing champion- 
ships, sponsored annually by the New York 
Journal-American, draw 25,000 boy and girl 
contestants from all five New York boroughs— 
another outstanding example of enthusiastic 
participation in Journal-American activities. 


How newspapers are gett 


From fishing rodeo to spelling champ, it's the Memphis newspapers for the big kid events! 


In PORTLAND, Maine 

Ninety-five per cent of Maine’s sixth, seventh 
and eighth grade pupils spell for five months 
every year in a Bee sponsored by the Portland 
Sunday Telegram, the only newspaper com- 
pletely covering the state’s 16 counties. 


In PITTSBURGH, Pennsylvania 

Votes from 5,000 teen-agers per week result 
in most talked-about column among the rock ’n’ 
roll generation—or the one they dig the most: 
The Sun Telegraph “Tele Turntable of Top Re- 
cordings,” listing current popular platters across 
the nation. 


In PEORIA, Illinois 

Teen-age readers of the Peoria Journal Star en- 
joy Society Editor Ellen Derges’ weekly “Date- 
book” column .. . to the tune of about 960 calls 
and letters about their doings from June ’55 to 
May ’56. During the same period, 1,305 young 
people responded to the syndicated Ask Andy 
feature, and 1,768 to the Cappy Dick column. 


In OKLAHOMA CITY, Oklahoma 

The Daily Oklahoman and Times are a recog- 
nized part of the teen scene, continuously doing 
a creative and thorough-going job of reporting 
the important activities and accomplishments 
of Oklahoma teen-agers in their schools, 
churches, clubs, and sports. 


In NEW ORLEANS, Louisiana 

"Round about this time high school students are 
taking their typewriters in hand to enter the 
Biggest News of the Week Essay Contest— 
with results appearing every Sunday in The 
Times-Picayune New Orleans States. 


In MUNCIE, Indiana 

The Muncie Star’s School News feature section 
published 761 stories, written by grade and high 
school pupils—representing 300 columns of 
space during the school year 1955-56. All stories 
were written by grade and high school pupils 
in the various schools. American Press Institute 
Seminar said this was one of the best edited 
school features in the U.S. 


In MEMPHIS, Tennessee 

Mid-South Spelling Bee Champ Irvin Belz gets 
a tough one, and young anglers try their luck 
at Memphis fishing rodeo—two newspaper- 
sponsored events that get lively response from 
youthful readers of the Memphis Press-Scimitar 
and The Commercial Appeal. 


In LYNN, Massachusetts 

The Daily Evening Item conducted a young 
people’s fishing derby at Buchanan Bridge 
Pond. Nearly 600 boys and girls participated, 
and 150 fish were caught. Two thousand spec- 
tators watched the fun, and a four-year-old 
copped the grand prize! 
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In LUBBOCK, Texas 


The Avalanche-Journal’s “Lou to Louella” col- 
umn keeps the “Hep Cats” in the groove on the 
goings-on in the high school set. To miss the 
Avalanche-Journal is to be lost, strictly—so 
with advertisers on sales. 


In LOWELL, Massachusetts 


Visualize students, families, friends of 20 high 
schools, agog over Lowell Sun All-Star football 
classic and All-Starette drill competition. They 
devour reams of news and pix. Tension mounts. 
Stadium overflows on game night. They cheer, 
they scream, they love it! 


Lehigh Valley spelling winners with trophies: 
35,000 take part in Call-Chronicle event 


ing young people excited 


In HUNTINGTON, West Virginia 


This year 1,070 boys on 64 teams that play on 
nine city fields enjoy Little League and Babe 
Ruth baseball sponsored by the Huntington 
Publishing Company. 


In HONOLULU, Hawaii 


One of the most widely-read editorial special- 
ties designed to interest the young people of 
Hawaii is the twice-weekly column in, the 
Honolulu Star-Bulletin, written by the teen- 
agers themselves, about activities on the cam- 
pus of the University of Hawaii. 


In GREENVILLE, South Carolina 


Teenage Mail, Junior Editors, school news, 
sports news and awards, coloring contests—all 
these and more are enjoyed by young folks in 
The News & Piedmont. Teen-agers say “The 


so 


News & Piedmont are the ‘most’. 


University of Hawaii students read of campus 
events in column appearing in Star-Bulletin 


In GREENSBORO, North Carolina 


First on the list of “required reading” for teen- 
agers is The Greensboro Record. Its original 
and exclusive “City School News,” reported by 
high school students themselves, reaches more 
teen-agers than any other feature. 


New York Journal-American Winged Skates 
competitors come down the home stretch 


In GRAND JUNCTION, Iowa 


Five regional high school student bodies each 
elect their own “Sentinel Editor” whose job it 
is to send news stories about teenage activities 
to the weekly teen-age page in the Grand 
Junction Sentinel. 


In FORT SMITH, Arkansas 


The Southwest American and the Fort Smith 
Times Record are on the Teen Scene the first 
with the most. Here teen-agers find the news 
about themselves and their activities. 


They're most valuable player & All-Starette 
Queen in Lowell Sun’s All-Star grid classic 


In ELGIN, Illinois 


Every youngster’s birthday is an open book to 
47,565 citizens, thanks to an editorial page fea- 
ture in The Elgin Daily Courier-News which 
congratulates, by name, an average of 7,373 
boys and girls of school age each year. Reader- 
ship? Just ask 7,373 kids! 


In DUBUQUE, Iowa 


Names, activities are news to teen-agers, too. 
Students in 12 schools have their own reporters 
and columns they read, contribute to, and strive 
to “make” in The Telegraph-Herald .. . read by 
14 out of every 15 Dubuque families. 


In DETROIT, Michigan 


Big event of the year for Detroit teen-agers— 
following Free Press articles on local teen-agers’ 
achievements—was a Free Press-sponsored 
Youth Rally. 16,000 youths gathered at Olympia 
Stadium and pledged themselves to a brighter 
future. 


In DAYTONA BEACH, Florida 


Newspaper co-sponsorship of the Daytona 
Beach Soap Box Derby, a special page for 
“kids” and a page of school news written by 
students each Sunday make local youth keen 
for the Daytona Beach News-Journal. 


In COUNCIL BLUFFS, Iowa 


—and Southwestern Iowa, teen-agers turn to 
the Nonpareil for news about their friends and 
school. Grade and high school! sports stories are 
of top interest for the boys, while the girls find 
“Teen Topics,” a section written Jocally by 
student correspondents, their first choice. 


In CHICAGO, Illinois 


When the kids have problems in the Windy 
City, they write to the “Sincerely, Edan Wright” 
column in the Chicago Daily News, and they 
get practical, prompt advice. Miss Wright is one 
big reason for Daily News youth appeal. 


In CALGARY, Alberta, Canada 


The Calgary Herald creates outstanding interest 
in young readership by offering beginners swiin 
classes, ski classes, car driving competitions, 
and scholarships for petroleum and chemical 
engineering, nursing and music. 


In BILOXI-GULFPORT, Mississippi 


Big thing on the sports pages is kid baseball 
backed by the Daily-Herald—and young peo- 
ple, too, eagerly catch Daily Herald school news 
and features. 


In BECKLEY, West Virginia 


There’s not only “exciting” reading for young 
people in the Beckley Post-Herald & Raieigh 
Register but young people also write “exciting” 
signed articles for teen-agers captioned “What 
Young People Think.” 


In BATON ROUGE, Louisiana 


Teen-agers eagerly follow pages of State-Times 
& Morning Advocate where school, club and 
private activities are fully reported both on reg- 
ular society and news pages and on the popular 
page “On the Teen Age Party Line.” 


In BANGOR, Maine 


Youngsters came 150-200 miles for the 9th an- 
nual Bangor News Soap Box Derby. Now ranks 
10th in country with 480 entries. Win kids, and 
win Pa, Ma, relatives and neighbors, too. Noth- 
ing else sells northeastern Maine like the 
Bangor Daily News. 


In ALLENTOWN, Pennsylvania 


More than 35,000 junior and senior high school 
pupils annually participate in the Lehigh Valley 
Spelling Bee sponsored by the Call-Chronicle 
Newspapers and avidly read these newspapers 
for the results and other news about schools 
and teen-agers. 


Have a member of National Newspaper Promotion Assn. show you ‘Teen Scene’ study! 
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Gladys the beautiful receptionist 


We Need Better Postal Service 


Five or six weeks ago, at the tag end of a vacation which took us 
to the American and Canadian Northwest and as far as Alaska, we 
sat down one Saturday afternoon in Estes Park, Colo., to dash off 
some editorials for this column. 

One. of them made the point that, in the continuing furor over 
postal rates, everyone seems to have lost sight of the fact that postal 
service in this country is not notable for its increasing efficiency. In 
fact, we said: 

“In simple, plain, unmistakable language: Postal service is no 
good. It is the only important public service which is not better now 
than it was 20 years ago; and it is definitely not as good now as it 
was 20 years ago.” 

You may assume, if you want to, that the airmail envelope in 
which that derogatory discussion of postal efficiency was mailed 
was opened by the U. S. gestapo and therefore deliberately delayed; 
for our part, we believe that this airmail letter, put into the Estes 
Park, Colo., post office on Saturday evening and not delivered in 
Chicago until Tuesday morning, is a typical example of the fifth 
class service our post office is providing. And it was also moderate- 
ly annoying, upon returning to Chicago on July 23, to be chided for 
not sending the conventional postcards from Alaska. The fact was 
that we had mailed scores of postcards from Juneau, Ketchican and 
Skagway, on July 4, 5 and 6—and they reached their destinations 
on July 25 and 26, and a couple as late as July 30! 

With this kind of domestic mail service to recall, it is no wonder 
that the article by Robert Bendiner in Collier’s, reprinted in part in 
last week’s AA, should strike an unusually responsive chord. Mr. 
Bendiner tells about one-day mail service in London, Paris, Amster- 
dam, Dublin, Munich—and one-hour guaranteed delivery mail serv- 
ice in most of these places. 

Most of this is done, apparently, with the aid of pneumatic tubes. 
Pneumatic tubes are not a modern invention, as modern inventions 
go. Yet, aside from a relatively small tube installation in New York, 
we have never heard of their use in the postal service in America. 

The importance and value of such service in our major cities is so 
easy to demonstrate that it is amazing no one has been really 
screaming for such service. As an example, translate one-hour mail 
service in New York to advertising terms: 

You have a rush job being set at a typographer’s—he can get 
proofs to you and you can get revises back to him, all within a 
morning or afternoon, and probably faster than it can now be done 
if he or you keeps a special messenger standing by. Or you have 
placed an ad with all the New York dailies, and at nearly the last 
minute a change must be made—a change which can be better seen 
than explained. Or haif a dozen people, all over town, have got to 
see and approve a change in script for a commercial. 

We need better postal service. We ought to have better service. 
Maybe we could get it if we complained loudly and often enough. 


Industry Promotion for Direct Mail 


We have observed, with a great deal of interest, the action of the 
Mail Advertising Service Assn. in voting to set up the mechanism 
for a direct mail advertising foundation whose principal duty will 
be the promotion of direct mail. 

The promotion includes plans for an industry advertising cam- 
paign, and this is certainly sensible. But we should like to remind 
ihe direct mail industry, as we have on occasion reminded others 
who were sponsoring industry campaigns, that such campaigns are 
of no practical value if the members of the industry assume that 
they take the place of individual advertising and promotion. 

Industry campaigns provide an excellent and important backdrop 
for individual promotion; they do not replace such individual pro- 
motion. And the direct mail industry must bear this in mind. 
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—Keith Frazine, Meidrum & Fewsmith, New York. 


“Just tell him right off that he can’t figure you on a cost per 
thousand basis.” 


What They're Saying 


Advertising’s Role meeting of minds between the 
With the necessity for speeding | Contracting parties. How, they un- 
up the process of distribution, |doubtedly ask, can one who has not 
management must promptly recog- | Signed a contract be held subject 
nize the need of increasing the | to the terms? 
salesman’s efficiency in every pos-| So the court, which is funda- 
sible way. Thus advertising has an | Mentally opposed to fair trade 
opportunity to assume a greater | from the outset, declares the acts 
responsibility and become a more in violation of due process or an 
important part of the marketing Unlawful use of the police power 
team. Advertising should be judged ©r what have you. If the court 
by management, not on its ability | ‘turns thumbs down, there are any 
to sell but on its ability to tell; not| Umber of pegs upon which to 


on its ability to make a sale but on | hang its decision. 
its ability to create a more effi- This is about as charitable as we 


cient salesman. can be over the matter. 
—David F. Austin, executive vp— —Editorial in Drug Trade News, Aug. 


commercial, United States Steel Corp., oo 
speaking at the annual a 
National Industrial Advertisers Assn.| Standard for Newspapers 

I would like to see American 
newspapers more concerned with 
content than with the circulation 
figure and the rate card. 


I would like to see newspapers 


Fair Trade Bias 

Much pondering has been done 
over the tendency of the state 
courts to strike down the state fair 
trade acts. What, in fair trade|so demanding of their recruits 
cases, motivates the judicial mind?! with regard to education, appren- 
Why, for instance, do the Supreme | ticeship and regimen that only 
Court and the state courts differ so men of dedicated fibre could as- 
radically as to the meaning of “due! pire to the priesthood of journalis- 
process” as it applies to fair trade| tic service. These men would 
matters? command the kind of salaries paid 

‘aking a realistic approach to|in the jobs for which only the few 
the state court rulings, it would | are chosen. We have enough of 
seem that the state courts simply | culls. 
are not in sympathy with the eco- | meh ee ——— — 
nomic aims and purposes of fair | Pema pond ro mange by , emaae 
trade legislation. In plain English, | ism, Northwestern University, Evans- 


they want none of it, and thus pro- | ton, Ti. 
ceed to strike it down. 
These courts doubtless feel that Copy Conference Item 

price restraints of any kind are An American scientist is said 

bad per se. They are probably of to have isolated the three reasons 

the view that once a dealer has ‘Mat cause a new-born baby to cry. 

title to an article he should be free They are: (1) it is hungry; (2) it 
is cold; (3) it has just discovered 


to dispose of it to anyone on any 
'terms he pleases. They were all pan its share of the national debt 
| is $1,600. 


'trained in the basic law of con-| 
—Caskie Stinnett in “Speaking of 


\tracts which is predicated upon the Holiday,” August, 1956. 


Rough Proofs 


The Chicago Tribune keeps talk- 
ing about a guy named Joe, and 
he may turn out to be the Repub- 
lican convention’s mysterious Joe 
Smith. 

- 

With the Republican platform 
backing Postmaster Genera] Sum- 
merfield’s postal rate increase, and 
the Democrats favoring a public 
service approach to postal prob- 
lems, publishers may find it diffi- 
cult to decide which way to throw 
their support. 

e 

General Mills is promoting 
Mickey Mantle in magazine ads 
this month, and if an extra sup- 
ply of Wheaties will help him 
break Babe Ruth’s home-run rec- 
ord, Mickey is as good as in. 


* 

This isn’t the season for eggnogs 
and Tom and Jerries, but judging 
from dissension in the American 
Dairy Assn., they may be adding 
something special to their milk 
drinks. 

. 

Leslie Gould says Americans re- 
fuse to give up smoking, just as 
they cling to those other aids to 
relaxation, wine, women and song. 

Under pressure, some of them 
will agree to quit singing. 

a. 

“Commercial tv nations have 
96% of world’s sets,” the headline 
says. 

Advertisers seem to have a bet- 
ter idea of what the public wants 
than government bureaucrats. 


* 

AA’s Washington editor com- 
ments on the protectionist leaning 
of the Democratic platform. 

Grover Cleveland said it first: 
The tariff is a local issue. 

o 

Mrs. Rosalie Parkinson is quoted 
as saying she reads the Muncie 
Star & Press “from the weather re- 
port clear through to the cross- 
word puzzles.” 

Everybody is interested in the 
weather, and editors guess that 
nearly everybody is interested in 
crossword puzzles. 

e 

“The old story about eager cus- 
tomers beating a path to the 
mousetrap maker is a pleasant 
story,” remarks Don Mitchell. 

Today there just aren’t enough 
mice. 

* 

Maurice Needham describes the 
“complete advertising man” as one 
who has the wide range of inter- 
ests that comes only from a deep 
knowledge of people and things. 

The proper study of advertising 
mankind is man. 

* 

Station WTVJ made some pleas- 
ant and interesting advertising 
news by publishing a page wel- 
coming Niles Trammell and his 
new tv station to the Miami mar- 
ket. 

Brunswick-Balke-Collender is 
starting its fall drive, and now it 
has the help of those exciting 
championship bowling films to 
persuade more people to find out 
how easy it is to blow a spare. 

® 

Tom Lewis, who produces “The 
Loretta Young Show,” is going 
back to the agency business, but 
Mrs. Lewis may still want him to 
keep an eye on Loretta’s tv ad- 
ventures. 

Copy Cus. 
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| . place more linage 
in THE INQUIRER 


than in any other 


Philadelphia newspaper 


Advertising linage is the final measure 
of a newspaper’s sales power 
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Fee Chie Philadelphia Inquirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: West Coast Representatives: 4% 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 

ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. Dix FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 

342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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rrrr-rrr attention 
in the center ring...” 


To a lot of people, the advertising business is the closest 
thing to a circus that a man who doesn’t do triple-flyaways 
or swallow swords could be in. The people who think this, 
as we all know, usually aren’t in advertising themselves. 

Problem is, the vast majority of those who misunder- 
stand advertising, shouldn’t. Some of them may be clients 
of yours. And you know what it means to sit down at a 
meeting with a man who doesn’t really believe in advertis- 
ing or in the people who create it. 

In the September issue, FORTUNE begins a four-part 
series on ““The Amazing Advertising Business.”’ It may not 
bury forevermore the Madison Avenue myth nor strike the 
word ‘“‘hucksters’’ from the layman’s lexicon, but when the 
series is completed, a lot of important people will have a 
much clearer idea about this amazing ten-billion-dollar 
business and about what professional advertising men do. 
Things ad men darn well couldn’t do if they fell into the 
gray-flannel stereotype ascribed to them. 

If you haven’t already done so, read it. It’s about you 
and your business. You’ll want to see the other articles 
that follow, too. You may even want to accidentally leave 
your copy on a client’s desk. 
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The right 
to look 


CITY/ 


. New Jersey’s best 


way 
at 


ATLANTIC 


Take food, for instance, and 


you'll quickly notice Atlantic City’s 
superiority in year round food sales ( — $43,370,000). That’s 


New Jersey’s second metropolitan area, and first per family for 
the entire U.S.A. 

pe pred ig + to look, and leap, into A 140,000 year 
round mark oy mye! it can be reached AF t' one paper 
that really 4 into the home—the Atlantic City Press! 


Nothing succeeds like the — 


Atlantic City Press 


Rolland L. Adams, President; Gallagher-DeLisser, Inc., National Representatives 


A 


Booklet Explains Need of 
Annual Reports to Employes 

| The Chamber of Commerce of 
|the U.S. has published a 36-page | 
‘booklet on “Better Business Rela- 


tions through Employe Annual) © 


Reports.” The publication advises: 
| “Don’t try to conceal profits” and 
gives suggestions on how to make 
‘the profit picture clear to em- 
| ployes. 

| The booklet, prepared by Robert 
|Newcomb and Marg Sammons, 
‘employe communications consult- 
' ants and ADVERTISING AGE column- 
|ists, is available from the cham- 
‘ber’s business relations depart- 
/ment, Washington, at 50¢ a copy. 


_K&E (Mexico) Gains Account 

Holzer 'y Cia, S.A., importer and 
| distributor in Mexico for Omega, 
| Tissot and Patek Philippe watches, 
has moved its advertising account 
| from Grant Advertising to Kenyon 
_& Eckhardt, effective Sept. 1. K&E 
‘opened its Mexico City office on 
June 1 with the Radio Corp. of 
America account (AA, June 4). 


“THE OHIO FARMER Is a Reliable Guide,’’ 


says Rex Long, Ashland County, Ohio 


Right! THE OHIO FARMER is a dependable guide for 
\ Obio farmers. It’s matched to their particular methods 
: of farming, designed to help them get the most from 
their crop varieties, livestock and soil. 


So, it’s easy to see why THE OHIO FARMER is the 
favorite of almost everyone in rural Ohio. It reaches 
4 out of 5 families twice every month. 


And, here’s why Ohio is the right place to sell your 
products. Statewide diversification provides an amaz- 
ingly steady farm income the year around . . . makes 


Cleveland 14, Ohio. 


ke Ouro FARMER 


MICHIGAN FARMER, East Lansing 


Cleveland, Ohio 


Ohio a top-third state in volume. 


Here’s the right way to sell—with THE OHIO FARM- 
ER. It’s read by families (4 out of 5, remember) with 
exceptional buying power. It’s rotogravure printed (in 
full color, too) to save you the cost of plates. 


While you're about it, add MICHIGAN FARMER and 
PENNSYLVANIA FARMER. They cover equally pros- 
perous, steady-income states. It will pay you to get 
the facts on all three. Write 1010 Rockwell Avenue, 


PENNSYLVANIA FARMER, Harrisburg 


dvertising Age, September 10, 1956 
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AW PLEASE—Armour is offering a 

third can of its Dash dog food 

free with purchase of two other 

cans to stimulate sales in several 

eastern markets. N. W. Ayer & 
Son is the agency. 


Ad Push in Britain 
Tells of Overseas 
Move by ‘Reporter’ 


New York, Sept. 4—The Re- 
porter, bi-weekly opinion maga- 
zine, announced last week it is 
going on sale in Great Britain for 
the first time. 

Beginning with the current issue, 
the magazine will be distributed 
in Britain by Trans-World Ltd., 
a subsidiary of Curtis Publishing 
Co. It will sell on newstands for 
2s (28¢). 

To promote sales in Britain, The 
Reporter is launching a_ three- 
month ad campaign through Clif- 
ford Martin Advertising, London. 
Display ads, based on the theme, 
“Do American politics baffle you?,” 
will run in The Economist, Lis- 
tener, London Observer, Man- 
chester Guardian and New States- 
man & Nation. 

“Personals,” a traditional pro- 
motional medium in England, will 
be used in The Economist, London 
Times, New Statesman & Nation 
and Spectator. 

Now seven years old, The Re- 
porter currently is guaranteeing a 
circulation of 115,000 and claims 
its readership is concentrated 
among “mass communicators, 
ranking government officials, lead- 
ers in education, religion and in 
business, finance and industry.” 


@ The magazine, which takes fre- 
quent potshots at Madison Ave., 
has had little success in selling 
space to Madison Ave. Book club 
ads have predominated. The cur- 
rent issue, however, carries an in- 
side cover page from Calvert Dis- 
tillers, a new account and the first 
in a seven-time schedule. The 
space, incidentally, was solid by 
Reporter saleswoman Patricia Cal- 
vert, who is a direct descendant 
of Sir George Calvert, the first 
Lord Baltimore. A 12-time sched- 
ule for Black & White Scotch has 
been running this year, too. 

The magazine also reports that 
it has been picking up new travel 
accounts this year. The British 
Travel Assn., European Travel 
Commission, Sabena and British 
National Railways have been in 
the book, and Qantas starts in 
October. 


Names Ried! & Freede 
Dennis-Mitchell Industries, Phil- 
adelphia, housewares and juvenile 
products manufacturer, has ap- 
pointed Riedl & Freede, Clifton, 
'N. J., to handle advertising, pub- 
licity and sales promotion. Media 
to be used will include consumer 
magazines, television and business 
papers. Sommers-Davis, Philadel- 
'phia, formerly had the account. 
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“a fine example of 


the constructive 


can perform” 


said Gov. LeRoy Collins of Florida 


A BARRAGE OF FRONT-PAGE articles blasted the phony adver- 
tising claims of unscrupulous Florida mail order land developers and & 
resulted in swift passage of corrective legislation. 


THE HERALD’S EXPLOSIVE ARTICLES shocked and mobilized 
public opinion. Gov. Collins vigorously called for action at a special 
lefislative session. On August 6, 1956, six weeks after the first article 
appeared, he signed a new law that provides stiff penalties— prison 
up to 5 years and fines up to $10,000. 


Said Gov. Collins: ‘I commend The Miami HERALD and Steve 
Trumbull for the splendid job of pointing out the need for corrective 
legislation...and for the development of public interest which greatly 


Steve Trumbull, a top-flight Miami HERALD ‘ 2 
Feber aided in the enactment of the law.”’ 


Staff Writer, was described by Newsweek 
as “a roving reporter with an old-fashioned , . . 
ante fer came” tetaiiieimiiiiaadiiltes It takes more than reporting to make an influential newspaper 

(although in news linage and editorial features The Miami HERALD 


State of Florida, dug up the facts that : . 
exposed shady mail order real estate pro- is one of the 3 top newspapers in the country.) It also takes vigilance 


motions, and started the fireworks. in the public interest. 


The HERALD is the dominating medium for reaching and influencing the buying 
decisions of a permanent South Florida population of 1,171,000 —from Ft. Pierce he J iami a ra 
to Key West—plus a bonus of 3,000,000 tourists—at one low cost. Don S enigtabae 

y i ial tnight.*Publishe 


In national recognition of this fact, The HERALD ranks 3rd among all newspapers 
in Total Advertising linage for the first 6 months of 1956. 


Story, Brooks & Finley, National Reps. 
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Jean Stevens to Dorothy Gray Mr. Birch joined the company in 
Jean Stevens, formerly radio-tv | = hag orgies D. mn Bu- 
fee director on fashion accounts at|°®4Man, who was recently ap- 
$3,320,000,000, © Wendell P. Colton Co., has joined Pointed general supervisor of TCA 
Oil Caer tiem | Dorothy Gray Ltd., manufacturer  SP8ce advertising. 
| of toilet preparations, as assistant | 
PROVEN Reader Interest: highest | advertising and promotion man- Warner-Lambert Moves 
ABC Subscription Renewal Per- | ager. : 
centage in the entire heating field. | Warner-Lambert Pharmaceuti- 
|eal Co. has moved its central 


Only heating magazi udited 
wy bey ond BPA. Write for Trans-Canada Boosts Birch | administrative offices from New 


Market Data. | Trans-Canada Air Lines has pro- York to a new building erected 
2 W. 45th St., N.Y. 36, N. Y. | moted K. B. Birch to general su- for that purpose in Morris Plains, 
|pervisor of printed advertising. N. J. 


Serving the Zooming 


Coming soon! .. . brilliant rotogravure printing at the 


lowest cost / M* 
in Canada 


... in the Star Weekly’s exciting magazine section! 


Starting November 3rd, the Star Weekly will offer a great new Magazine 
Section, printed entirely in rotogravure—a whole new opportunity for 
advertisers to reach more people per dollar than in any other 

comparable Canadian publication. 


And that’s not all! The Star Weekly Picture Section, with its unexcelled 
roto paper (for which we paid an extra $44, million this year), offers 
greater reader interest than ever before. The Comic Section will be 4 
pages bigger and better. The whole publication, including the 

Novel Section, will wear a striking “new dress”, will come in a handier 
tabloid size. Today, more than ever, we’re proud to say of the 

Star Weekly ... there just isn’t anything else like it in Canada! 


*K 


A.B.C. figures show that the $4.40 
cost per 1000 circ. (4 color pa.) of 
the Star Weekly Magazine Section is 
considerably lower than that of 
any comparable weekly or monthly 
publication. 


Today, advertisers who want to reach the largest interested audience in 
Canada... urban and rural... are choosing the Star Weekly first. 


Call your Star Weekly representative or agency media people 
and see why this makes sense. 


magazines 
in one! 


| 
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+ ew Whe Ming Ones 


OUT ON A LiMB—Ads in White King 
D’s new campaign feature the en- 
tire family—either in person or by 
clothing. The campaign breaks in 
11 western states this month. 


White King D Boasts 
It's Good for Both 


Blue Jeans, Cashmere 


Los ANGELEs, Sept. 5—An “all- 
family” approach to spotlight the 
all-purpose uses of White King D, 
a detergent, will be used in a fall 
campaign launched this week by 
White King Soap Co. The cam- 
paign, which will be backed by 
advertising in magazines, newspa- 
pers, radio and tv in all major 
western markets, will boost White 
King D as suitable for every 
clothes washing need. 

Using the slogan “Blue Jeans 
Wash Power with Cashmere Gen- 
tleness,” ads will explain that al- 
though White King D will wash 
blue jeans, at the same time it is 
gentle enough for cashmere and 
other delicate fabrics. 

Ads will feature the entire fam- 
ily, either in person or as repre- 
sented by garments hanging out 
to dry. A typical ad will show the 
family picnicking under a scare- 
crow draped with such laundry 
as mother’s sweater, father’s sport 
shirt, son’s blue jeans and daugh- 
ter’s dainty dress, 

The newspaper advertising 
schedule calls for 1,000-line b&w 
insertions and full pages in all 
western Sunday supplements on 
a close to a one-a-week frequency. 
A special jingle built around the 
“Blue Jeans . . .” slogan will be 
used on both radio and tv. White 
King D will ‘also get top billing 
on the new tv series “Sheriff of 
Cochise” which will bow on 25 
western tv stations in October with 
White King Soap Co. as sponsor. 
Magazine schedules have not yet 
been set up. Ads in grocery pub- 
lications will be used to tell the 
trade about the campaign. 


® Point of sale displays will car- 
ry out the campaign’s basic theme 
with placards in the shape of blue 
jeans and a sweater, hanging from 
a full-size rotary clothes line. The 
slogan on one cutout is “Blue Jeans 
Wash Power,” while the other car- 
ries the words “Cashmere Gen- 
tleness.” 

In a supporting promotion, the 
rotary clothes line, valued at 
$19.95, will be offered for two 
giant size White King D labels, 
plus $10. The offer will be made 
only at the point of sale via tear- 
off coupons. 

Erwin, Wasey & Co., Los An- 
geles, is the agency. 


Sherman, Williams Head Show 

William F. Sherman has been 
appointed director of the National 
Automobile Show, Dec. 8-16, in 
New York. Harry A. Williams has 
been named director of advertis- 
ing and promotion. Mr. Sherman 
is manager of the engineering and 
technical department of the Au- 
tomobile Manufacturers Assn., De- 
troit. Mr. Williams heads the 
AMA’s public relations depart- 


‘ment. 
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12 FUNDAMENTAL REASONS WHY 


America’s Class News Magazine has become so... 


ESSENTIAL 


to so many advertisers 


DAY advertisers demand that 
their advertising dollars hit 
their market target head on, with 
maximum coverage, with maxi- 
mumeffectiveness, witheconomy, 
and without waste. Here are the 
major market facts which ac- 
count for the tremendous vote of 
confidence advertisers have given 
—and are giving—to ““U.S.NeEws & WorLpD REporrt.” 


tL Because it provides them 
with coverage of a major 
segment of their basic market 


Of the magazine’s more than 825,000 subscribers, 
three out of four hold managerial positions of re- 
sponsibility in business and industry. Continuing 
readership studies show, for example, that of the 
important people listed in such standard national 
directories as Who’s Who in Commerce and Industry, 
Poor’s Register, Polk’s Bank Directory, Ward’s 
Automotive Directory, etc., almost half (44.8%) are 
regular readers of “‘U.S.NEws & WorLD REPORT.” 


(Ask the ‘‘U.S.News & World Report” representative for 
*‘An Occupational Study of ‘U.S.News & World Report’ 
Family Heads” and “‘The People Who Spark America.’’) 


ya Because it provides both 
coverage and penetration 


Not only does “U.S.NeEws & Wor.Lp Report’ 
provide coverage of the important companies in the 
U. S. today, but within those companies it proves 
deep penetration into all levels of the “decision 
team.” ‘‘U.S.NeEws & WorLpD REPoRT’S”’ managerial 
circulation is divided almost equally between general 
officers and other executives and managers. Of the 
grand fotal of 579,160 in managerial classifications, 
presidents, vice-presidents, owners, partners, etc. 
number 299,230; the rest, 279,930, include the down- 
the-line production and engineering personnel, for 
example, who have such a major say in purchasing 
plans and decisions. 


(Ask the ‘“‘U.S.News & World Report” representative to 
show you “Penetration,” a continuing study of ‘‘U.S.News 
& World Report” subscribers in 60 of America’s largest 
and most important companies. ) 


3. Because it provides 
coverage of qualified “best 
customers and prospects’’— 
rather than just “people” 


By reason of its heavy concentration among high- 
income managerial people of importance, ‘‘U.S.NEws 
& Wor.p Report?” gives the advertiser coverage of 
a larger number of actual customers and prospects 
than he can get from other magazines with consider- 
ably larger circulations. 


(Ask the ““U.S.News & World Report’”’ representative for 
“The People Who Spark America,” ‘‘The People Buying 
New Automobiles Today,” “Transatlantic Travel.” ) 


(continued on next page) _ 
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4. Because it provides 
concentrated coverage of the 
opinion-making groups 


“U.S.NEws & WorLpD REporrT’”’ is the most widely- 
quoted magazine in America today—in the press 
and on the air. 

Studies conducted among the nation’s daily 
newspaper editors, and the people listed in the Con- 
gressional Directory, Who’s Who in Commerce and 
Industry and Who’s Who in America show the great 
extent to which ‘“‘U.S.News & WorLD REpPorT’’ is 
read and respected in these key public opinion- 
making circles. 

All over the U. S., ““"U.S.NEws & WorLb REport”’ 
subscribers are the active community leaders, with 
the average subscriber-family active in more than 
four outside organizations—civic, service, church, 
etc. These are the people with a maximum of 
radiating influence. 


(Ask the “U.S.News & World Report” representative for 
“The People Who Spark America,” and the latest findings 
of Romeike, world’s largest press clipping service, and Radio 
Reports, Inc. Also the ‘“‘U.S.News & World Report” 1956 
Family Study.) 


5. Because it provides 
managerial coverage at 
lowest costs 


Managerial coverage costs $1.79 per thousand less 
in “U.S.NEws & Wor.Lp REpor?”’ than in any other 
weekly in the news and management field. 


‘a > bs ab be ee B 
_ MANAGERIAL 


re ‘ae Publishers’ data and Standard Rate & Data 
Service, June, 1956 


Because of its record-breaking gains in circulation 
and advertising, it has been able steadily to reduce 
its rate per page per thousand, giving the advertiser 
more for his dollar. In 1957 over-all costs will be 
22% lower than they were five years ago—a record 
no other publication in the field can come close to 
matching. 

Arother basic point for the advertiser—80% of 
“U.S.NeEws & Wor_Lp Report” subscriptions are 
mailed to home addresses where, advertisers recog- 
nize, a magazine gets better readership than it does 
at the office. 


(Ask the “‘U.S.News & World Report”’ representative for 
the 1956 Handy Fact Sheet.) 
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6. Because it provides 
coverage of high-income 
families at lowest costs 


Average “U.S.News & WorLp REpor?T’”’ family 
income is $14,744; median is $9,714. Both are the 
highest of all weekly news magazines. Among the 
three major news magazines ““U.S.NeEws & WorLD 
Report” delivers the highest concentration of 
families in the $7,500-and-over and $10,000-and- 
over brackets at lowest per-thousand costs. And 
“U.S.NEws & Wor.Lp Report” is family read— 
seven out of ten wives and eight out of ten adults in 
the family group are regular readers. 

In terms of “customers,” here are a few current 
and typical facts about the buying power and activ- 
ity of these high-income managerial men and their 
families: 


| TWO CAR OWNERSHIP BOUGHT CAR WITHIN YEAR 
39.1% am 


- SasnawR” ANUS. “USNEWR” AUS. 
& ilies Fa ies + fa % 


i aaa ai % 
Source: 1955 Survey of Consumer Finances, Fedent Tuiares Board, 
(based on spending units), and “USN&WR"’ 1956 Family Buying Study. 


About two out of five (39.0%) of all ‘‘U.S.NEws 
& Wor.tp Reporr”’ subscriber-families own two or 
more cars. 

More than four out of ten (42.4%) bought a car 
last year. 

More than four out of five (82.4%) took a vaca- 
tion last year, spending an average of $708 on their 


sat r 
_ “SOSNEWR” “US. Families — 


re) Famies (85,000 m 


Source : “USN&WR" Family Study, January, 1956. ‘‘The Travel Market” 
—5th Nationwide Study, Curtis Publishing Company. 


More than half (54.2%) of ““U.S.News & WorLp 
Report’ family heads traveled on business in the 
past 12 months—taking more than 11 trips on the 
average, spending the total sum of almost one billion 
dollars. 

Two out of three (62.6%) either increased their 
insurance policies or took out new family insurance 
of one kind or another during the past 12 months. 


(Ask the ‘“‘U.S.News & World Report’’ representative for 
the 1956 Handy Fact Sheet, ‘The People Buying New 
Automobiles Today,” ‘‘Transatlantic Travel’’ and the 1956 
“U.S.News & World Report” Family Study.) 
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Ys Because it provides a 
market not duplicated by any 
other magazine in the field 


Ten studies, scientifically conducted over a period 
of the past seven years, show that: 


92% of “‘USN&WR” subscribers do not 
subscribe to Fortune. 


91% of “\USN&WR” subscribers do not 
subscribe to Business Week. 


90% of ““USN&WR” subscribers do not 
subscribe to Nation’s Business. 


83% of “USN&WR” subscribers do not 
| subscribe to Newsweek. 


76% of “USN&WR" subscribers do not 
subscribe to Time. 


RE ae * 


The “U.S.NEws & Wor.Lp Report” market—a 
market important to every advertiser today—can 
be effectively covered only in ““U.S.NEws & Wor.LpD 
REPORT.” 


(Ask the “‘U.S.News & World Report” representative for 
Research Report No. 53—‘ ‘U.S.News & World Report’ 
Subscribers—A Non-Duplication Study.’ ) 


8. Because their advertise- 
ments appear alongside the 
essential, original news 


“U.S.NEws & WorLpD Report,” to the exclusion 
of all else, reports the essential news on which to- 
day’s important people form their viewpoints and 
make their plans and decisions. 

It is wholly news—original and essential news of 
national and international affairs that has foresee- 
able consequences on business affairs and personal 
living. It is not a review of what has already been 
reported, not background on what has already been 
read. ““U.S.NEws & WorLp REPoRT’”’ concentrates 
on new information, new developments, news that is 
reported nowhere else, news that our readers can 
find nowhere else. 

Because this news is so thoroughly reported and 
so thoroughly useful, it commands intensive reader- 
ship. Alongside this kind of news, of course, adver- 
tisements have their best opportunity to get read 

. and to get action. 


(Ask the ““U.S.News & World Report” representative for 
“Original News,’’ ‘Business News of Our Age,” and the 
latest Benson & Benson readership findings.) 
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Q. Because advertisers 
benefit from thorough 
readership of the magazine 
and its long life 


The news in “U.S.NeEws & Wor.LpD REporRT’’ is 
urgent. It is timely. Yet experience and research 
show that it enjoys exceptionally thorough reader- 
ship and ever-increasing long life. It’s because its 
news has use. It’s because its news is complete. 

“U.S.News & Wor.p REporrT’” provides more 
news pages than are published by any other news 
or management magazine. 

De oa gh earns ee re 
“PAGES OF NEWS PUBLISHED r 1955 
4 news and management weeklies 


4,224 


ee RS os a 0S 
CER SEB aa ee eo Pe aS eae Se 
rae Market ieennueh Division, ““USN&WR. ig 


(Ask the “U.S.News & World Report”’ representative for 
the latest Benson & Benson readership findings and the 
1956 analysis of news pages published by the four major 
weeklies in the field.) 


yi 
10. Because it has the 
vitality of growth 


P “U.S.NEws & Wor.Lp REpor?’”’ circulation— now 
more than 825,000—is more than double what it was 
six years ago. This is the biggest growth in the field, 
both numerically and percentagewise. ‘“‘U.S.NEws 
& Wor.Lp REpor?T” is one magazine in the field 
whose growth has fully kept pace with the tremen- 
dous growth of the American economy. 

This growth, too, has come about through only 
the most voluntary circulation methods—with the 
highest percentage in the field of circulation thus 
acquired. It’s a matter of people telling other people 
about a magazine they need and like. 


Rg eae Revie. Coa Me es 
% CIRCULATION GROWTH OF “USN&WR;” 1950-1956 es 
| 330,281" 
703,061 45.78 oa 


Source: Publisher's Statements to the Audit Bureau of Circulations 
*2nd quarter —Subject to audit 


(Ask the ““U.S.News & World Report”’ representative for 
“How to Read an ABC Statement,”’ “‘How Much Larger Is 
Business Today?” and comparative circulation growth 
charts of the magazines in the news and management field.) 


(continued on next page) i 
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12. FUNDAMENTAL REASONS WHY 


TL Because it has the 
impact of preference and 
confidence 


In study after study of America’s ‘‘decision- 
makers,” in all fields, ‘‘U.S.NEws & WorLD REPORT’ 
consistently receives the most votes as the magazine 
“most useful” to them in their work, and the maga- 
zine in which they place “‘most confidence.” In study 
after study it shows up with the highest readership 
loyalty of any major magazine—i.e., the percentage 
of its readers who name it the magazine in which 
they place “‘most confidence.” 


FIRST (N USEFULNESS—FIRST IN- CONFIDENCE. 


Composite of 13 studies in 1954 and 1955 on how 152,922 
listed leaders in American business, industry, government, 
and the professions read and prefer the six major news 
ahd management magazines. 


TOTAL “MOST USEFUL” VOTES : 
USNR” IT 36.47, 
2nd Place Magazine A 22.07, 

TOTAL “MOST CONFIDENCE” VOTES 


oo. a 
2nd Place Magazine i 19.2% 


(Ask the “U.S.News & World Report” representative for 
“The People Who Spark America” and other related 
studies.) 


12 e Because it has a great 
history of documented results 


Advertisers have been quick to recognize fhis 
magazine’s vitality and selling strength. By their 
steadily increasing orders, they placed ‘““U.S.NEws 
& Worwtp Reporr’”’ first among all magazines in 
advertising page gains in the period 1950-55. 
Testimony to the effectiveness of advertising in 
“U.S.News & WorLpD REporT”’ is ample even if, as 
so often is the case, advertisements are neither keyed 
nor intended to promote direct and traceable reader 
response. Each day the confirming evidence flows in 
that dollar for dollar, ‘“‘U.S.NEws & WorLD REporT”’ 
produces the largest number of returns, the most 
effective sales results. 


"BIGGEST 5-YEAR ADVERTISING GROWTH OF ALL MAGAZINES 


= 


Total Advertising Pages 
“USN&WR” 


(Ask the ““U.S.News & World Report’”’ representative to 
show you the “Super Survey.”’) ° 


The above documented facts fully and accurately describe America’s 
Class News Magazine—the class of readers and advertisers its content 
naturally attracts. These facts explain why it is an essential magazine, 
essential to more and more readers, essential to more and more adver- 


tisers, essential to your sales and profits. 


Amertas Class News Magazine 


Now wedi than 825,000 


NET PAID CIRCULATION 


Advertising offices at 45 Rockefeller Plaza, 

New York 20, N. Y. Other offices in Boston, Chicago, 
Detroit, Cleveland, Philadelphia, St. Louis, 

Los Angeles, San Francisco, and Washington. 
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| . - to saturation but to oversaturation,New Medical Journal Slated | esthesiology at Duke University, 
\§ N.Y. ’Hucksters’ Replace Wall St. Tycoons as {0 <2\vration Pv | inessages cancel | oe Medical Jo Journal, Survey |has been appointed editor. The 


inni ’ f each other out. In the end, the old-| Of Anesthesiology, will appear in b&w rate will be $50 a page. Wil- 
Whipping Boy. s for D emos, Reporter Say s fashioned campaign train may February. Dr. C. Ronald Stephen, liams & Wilkins Co., Baltimore, is 


New York, Sept. 4—‘Madison , Butler listened to these overtures,” | again come into its own. ‘head of the department of an-' the publisher. . 
\ Avenue” has_ replaced “Wall | Mr. Hale writes, “but responded | 
Street” as a rallying cry for the | that he did not care to see his| 


De t - d h d bj f Madi 
Bete EXECUTIVES WORTH KNOWING. 
mo 
eae a AnD REACHING 


: In an article entitled, “The Hob-| Norman, Craig & Kummel—who 
goblins Change Addresses,” Rob- actually were Democrats—came to 
ert Bingham notes that “a careful him.” 
F Among the 332,243 subscribers to THE ROTARIAN | 
302,202 corporate officials or titled executives 
176,089 currently appointed or elected civic leaders 


study” of the speeches delivered| The Four A’s confirms that ef- 
at the Democratic convention | forts were made to locate an agen- 
shows that “Madison Avenue has cy force for the Democrats, but a 
These business and community leaders take an active part in pur- 
chasing equipment, supplies or services for their businesses and © 
for government, school, church, hospital and institutional use. 


replaced Wall Street as the un- spokesman for the association 
hallowed source of Republican| denied that it received such a 

FOR LOW COST QUALITY INQUIRIES AND ORDERS ADVERTISE 
IN THE ROTARIAN 1600 Ridge Avenue, Evanston, tllinois_ 


’ conspiracies against the great) scornful rejection from the Demo- 
American etc.” |erats. “They were very apprecia- 
Mr. Bingham points out that tive of our efforts,” the spokesman 
Gov. Frank Clement of Tennessee told AA. } 
did not even mention Wall Street Mr. Hale concludes his report) 
in his cliche-studded keynote ad- | with this melancholy observation: | 
dress. And Mr. Bingham adds: “It is just possible that all this tv, 
| production in which Democrats| 
# “Perhaps the best illustration of | seeks to emulate Republicans yet, 
the semantic displacement was) remain different will lead not only 
provided by the venerable Sam | 


Poems 


ee 


RP 


——————————— 


Rayburn, speaker of the House and 
permanent chairman of the con-| 
vention, not a man to go for a 
mere fad. Citing ‘the plain fact... 
that the Republican party today is 
taking out of the pocket of the 
farmers in this country an aver- 


age of nearly $800 per family,’ | 
Mr. Rayburn proceeded to hit his | 


audience right where it lived 
with the scornful suggestion, ‘now 
that may not mean much to some- 
body on Madison Avenue.’ ” 

The Reporter also notes that in| 
his acceptance speech to the con- 
vention Adlai E. Stevenson at- 
tacked the Eisenhower administra- 
tion for believing “that the minds | 
of Americans can be manipulated | 
by shows and slogans and the arts | 
of advertising.” 

The Reporter says that “of all. 
the terms in the well-thumbed 
thesaurus of American political 
prejoratives, ‘Wall Street’ was 
one of the longest-lived.” The 
magazine doubts, however, that 
“Madison Avenue’s career as a 
residence of demons” will last as 
long. It notes that while “huck- 
sterism itself is an issue” for the 
Democrats, the party is not exact- 
ly averse to using the techniques 
developed by Madison Ave. 


# William Harlan Hale, a contrib- 
uting editor of The Reporter, 
points out that the Democrats are 
simply not as well-heeled as the 
Republicans and cannot command | 
the resources of such big time out- 
fits as Batten, Barton, Durstine & 
Osborn and Young & Rubicam. 
Mr. Hale writes that the Demo- 
crats were stuck with Norman, | 
Craig & Kummel because none of) 
the leading Madison Ave. agencies 


dared to risk client displeasure by 
taking the account. Says Mr. Hale: 

“Nothing could illuminate more! 
vividly the contrast between Re-| 
publican and Democratic manage- 
ments in the forthcoming tv cam- 
paign than that between the) 
gargantuan BBDO, which occupies | 
six floors on Madison Avenue and | 
offices in 14 other cities, and the | 
hopeful young firm of Mr. Norman 
and ex-trouper Mr. Craig, which 
has one small headquarters and 
took a beating earlier this year 
when it lost the “$64,000 Question” | 
Revlon account—to rival BBDO.” 

Mr. Hale reports that the Demo- 
crats had such a difficult time 
finding an agency that “Madison 
Avenue itself became embarrassed 
by it.” As a result, he says, the’ 
American Assn. of Advertising 
Agencies and a committee of top 
agencymen, “including leaders like 
President Norman Strouse of the 
J. Walter Thompson Co.,” tried to 
find an agency to service the Dem-| 
ocrats. 


s Out of such efforts, Mr. Hale! 
adds, came a proposal to establish | 
a “task force” made up of admen 
from several agencies. 

“Democratic party chairman 


Another thinly disguised WJ t success story 


+ ee ns eno oe 
i ta 


Frenzied fans fight frantically for foul ball 


Last June, during a night ball game, a player 
popped a foul into the broadcasting booth. The 
announcer casually remarked that he’d send this 
ball to the WJR listener writing in from the most 
distant point. 

What a deluge! Letters came from Canada, 
California, Arizona, Oklahoma, Florida, Georgia, 
New York, Maine, and all points in between. 
Letters came from small fry, grownups, farmers 
and city folks, tourists and traveling salesmen. 
According to the mailman, everybody wrote in 
for that foul ball! 

The best part of it all was that a lot of the letters 
came from the Great Lakes area—WJR’s own 
backyard. The general tenor of these letters was— 


. don’t expect to win the ball, just wanted to 
let you know how happy we are that WJR is now 
broadcasting the night games—they’re coming in 
loud and clear for the first time.” 


But what does all this prove? Simply that when 
you have as many listeners as WJR, even a foul 
ball is a “‘national event.’’ Of course we knew this, 
because we’ve already read the latest report from 
Alfred Politz Research, Inc., which stated: 38 
percent of all listeners in the area surveyed specify 
WJR for sports. That’s considerably more than 
the next four stations combined. And that’s worth 
considering if you’ve got something to sell. So ask 
your ad manager about WJR—he knows what we 
can do for you! 


The Great Voice of the Great Lakes 


WJR .... 


50,000 Watts CBS Radio Network 


Have you registered to vote? 
Tch, tch—better do it now. 
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'Pear Service Produces 
“No Other Newspaper Covers This a _ 3.000.000 Recipe Folders 
ab Lam ; | Pear Growers of California, 
' Important Manufacturing and Farm Market” Oregon and Washington, acting 
% through the Pacific Coast Canned 
: ? |Pear Service, has prepared 3,000,- | 


“Lafayette, Indiana is a well diversified market with many in- 
000 full-color recipe folders, “15 


dustries having an annual employment and income well above ; 

the average for the state and nation plus one of the most pro- | Dairy Treats,” for distribution by 

ductive and prosperous farming areas in the midwest. ; dairies throughout the nation. The| 

“We find that no other newspaper can give us the coverage, so a recipes combine canned Bartlett 

vital to selling our food products, in this rich market.” » > pears with cottage cheese, milk, 
buttermilk, whipping cream and 


Al Stuebe ™ sour cream. 

ee The fall and winter tie-up with 

— Brokerage Company ft the dairy industry, which features 

ndianapolis, Indiana “pearadise” recipes, contains no 

names of companies or industry 

This Important Indiana Market Is Serviced Only by the lepebaers. ‘Yale medals @ ake to 
imprint its own name on a panel. 

Pacific National Advertising Agen- 


LAvaverte OURNAL*.'"CO me 
, LAFAYETTE : y |cy, Seattle, handles the account. | 
WEST LAFAYETTE J ' ote : URIER | SOME DISH—Fulham Bros., Boston, 
INDIANA Member of Federated Publications Canadian Store Sales Up _ becomes a national advertiser with 

Bale | Department store sales were 9% | this color page in the October La- 

~ Indiana's Best . REPRESENTED NATIONALLY BY higher in Canada during the week | gioy’ Home Journal—the first in a 


e | : : SAW YER-FERGUSON-WALKER 
Balanced Murket COMPANY ended Aug. 18, 1956, compared | »onthly series which will feature 
with a year earlier, the Bureau of | we ri : 
Statistics, Toronto, has reported. | ‘he “exotic” menu possibilities of 
|4 Fisherman fish sticks. Doherty. 
| Clifford, Steers & Shenfield, Neu 


York, is the agency. 


Fulham Sets Push 
to Tell Housewives 
More Fish Stick Uses 


Boston, Sept. 4—Fulham Bros. 
will launch its first national ad- 
vertising campaign for 4 Fisher- 
man fish sticks in October. Month- 
ly color pages in Ladies’ Home 
Journal and 20-second tv spots in 
key markets will be used. 

“Exotic” recipes will be fea- 
tured in the campaign, which aims 


at selling the housewife on new 
and wider uses for fish sticks. The 
T A * E > A & T ge Pp first ad, for example, features Fish 
Sticks Indienne, a curried rice 
dish which the company recom- 


mends for “a gourmet mood.” 
Even though the company be- 
lieves fish sticks have “scored one 


BEGINNING JANUARY 6, 1957 of the most sensational new food 
successes in years,” John N. Ful- 


ham Jr., president, points out that 
THE SUNDAY MAGAZINE OF LATIN AMERICAN NEWSPAPERS “millions of women have yet to try 
fish sticks, and repeat sales in 
many instances have not been up 
GOES To to expectations.” 
Mr. Fulham believes one reason 
for this is that housewives don’t 


BEAUTIFUL Coe (eo) Fe ROTOG RAVURE realize the varied menu possibil- 
ities of fish sticks. 


“In the past, there’s been too 
much tendency to sell at a price, 
with heavy emphasis on the quick 
and easy factors in preparation,” 


In its new dress, HABLEMOS offers the advertiser he says. 

" Roe : # “In most cases the housewife 
the unique and forceful combination of a beautifully just dumped fishsticks on a platter 
and served them. Our new adver- 
. . . tising will stress the point that fish 
presented international magazine, united with the sticks make an excellent basic part 
of a meal when combined with 
prestige and deep Home and Family penetration of eee ee 
Doherty, Clifford, Steers & Shen- 

the local Sunday newspaper. field, New York, is the agency. 


Geigy Survey Shows Rug 
Buyers Want Mothprooting 
Results of a survey of carpet and 
rug buyers in 116 retail stores in 
46 market areas show that there is 
NEW format / an increasing demand for moth- 
proofing in floor coverings. The 
survey, conducted by Geigy Dye- 
stuffs, a division of Geigy Chem- 
eR he glamour dress { ical Corp., showed that over 60% 
‘of store buyers consider moth- 
| proofing very important to their 


om ai M customers. 
NEW advertising impact! an os the 900 ma me ie 
_buyers said they would use moth- 
| proofing as a selling feature, and 
would advertise and promote it. 


_Gerabrandt, Tollis Join D-F-S 
MAKE SPACE RESERVATIONS NOW FOR THE FIRST ISSUE | , Dancer-Fitegerald-Semple, New 
'York, has appointed James E. 
_Garabrandt an executive in the 
| production department and Wil- 
|liam N. Tollis tv art director. Mr. 
| Garabrandt formerly was produc- 
tion head of Biow Co.; Mr. Tollis 
previously was with Morse Inter- 
national, New York agency. 
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BOYS’ LIFE will be 


bigger in >  _= 


TRIPLED SINCE 1950 THE JANUARY 1957 ISSUE 
WILL DELIVER A 28% 

CIRCULATION INCREASE iT ® 6 v 0), 0 0 v 

ABC AVERAGE NET PAID GUARANTEED 

Black and White Page Cost Will Decrease From $3.40 to $3.18 


Just as the biggest news in advertising today is the 
phenomenal growth of the youth market, the biggest 
news in youth publications is the 200% circulation 
increase BOYS’ LIFE has enjoyed since 1950. But, we 
think, of equal significance to you is the fact that, in the 
same period the page cost per thousand has decreased 
almost 347, from $4.76 to $3.18. 


Perhaps it’s the easiest thing for a magazine to use 
superlatives about itself, but we honestly believe we’re 
on the go, and we’re anxious to tell you about it. 


BOYS’ LIFE today has the biggest ABC net paid home 
delivered circulation in the field. They’re all individual 
subscriptions, no part of any membership dues. With 
such top art and editorial talent as William Saroyan, 
Norman Rockwell, John Mason Brown, Bruce Catton, 
Richard Neuberger, and sports coverage by men like 
Stan Musial, Bob Mathias and Eddie Jeremiah, we give 
boys the stuff we know they want. 


As an advertising prestige medium, a place where an 
advertiser likes to see his ads, BOYS’ LIFE can’t be 
topped because it’s the official magazine of the Boy 
Scouts of America, and, as such, carries the integrity 
and influence of that organization. 


With the highest 1955 advertising linage on record for 
all youth publications, BOYS’ LIFE forged ahead still 


15% higher in the first six months of 1956. Such | 
prominent national advertisers as Chevrolet, Chrysler, | 
Convair, Remington Rand and Weyerhaeuser Timber | 


ran with us for the first time this year. 


For all boys..... 


2 Park Avenue, New York 16, New York © 9 West Washington St., Chicage 2, Illineis © Derr Associates, 80 Boyisten St, Boston 16, Massachusetts 
’ J. G. Davenport Associates, 2412 W. 7th Street, Les Angeles 5, California 


We think the reason for our success, aside from our 
circulation growth, is the belief by. more and more ad- 
vertising people that the way to sell young men is to 
advertise to them in their own language, in their own 
magazine. We reach them between the ages of 10 and 
17, when they’re beginning to buy and when they al- 
ready spend over $41,000,000 a week of their own 
money. 

Since they’re going to buy branded products, why 
not start them on yours? It’s easy to reach them now 
through our magazine alone. When they get older, and 
their interests become more diversified, your adver- 
tising will have to fight for their attention across the 
media board. With BOYS’ LIFE, you not only reach the 
boy market early, but you get the best portion of it. 
The Starch 51st Consumer Magazine Report shows a 
consistent picture of a remarkably high living standard 
for BOYS’ LIFE reader homes with such indicators as 
car ownership, weekly food expenditure and home 
ownership highest for all magazine audiences listed. 


Ours is a primary medium for products and ideas to be 
sold to the growing American market because the vital 
population growth of America itself is taking place today 
among its youth, and it will continue to do so until 
1965. Your new sales must come from youth. BOYS’ 
LIFE delivers them to you in greater quantity and qual- 
ity than any other advertising medium. They’re eager 
to read what you have to say (see our phenomenal 
Starch readership studies!), and ready and able to buy 
what you have to sell. All you have to do is give them 
a chance to show their stuff. 


Published by 
the Boy Scouts of America 
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- Outdoor Advertising 
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Prize winning poster designed hy Gerald Allison 
Advertising Agency: McCann-Erickson Inc. 


for more SALES POWER ! 


XS 


} R. M. GRAY, Advertising Manager a 
Esso Standard Oil Company, says: 


“Outdoor posters are tailored to our needs, Their massive and colorful visual 
presentation carries our message right to our customers and prospects—the 
f motoring public. Our Outdoor Advertising is on the job day after day and has ‘ 
| been for many years. Thus we get the value of constant repetition. : 


if 


“This particular poster is one of our favorites, for it is the first work of a 
previously unknown young artist, Jerry Allison. We're very happy to be able 


to use his work.” ~~ 


OUTDOOR Reaches More Customers...More Often...Than Any Other Major Medium! 


Yes, and OUTDOOR reaches your customers just as they are about to reach the stores. 

You talk to them when they are on the move to buy . . . in the mood to buy. You talk 
to more of them, too. T.A.B.* figures show 93% of people SEE OUTDOOR—for an ws 
average of 22 times per month. Certainly, OUTDOOR belongs in your plans. : 


*Traffic Audit Bureau é 


ee — 


OUTDOOR ADVERTISING INCORPORATED 


H '? NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N. Y. 
ATLANTA ¢ BOSTON ¢ CHICAGO « DETROIT ¢ HOUSTON © LOS ANGELES -< 


PHILADELPHIA ¢ ST. LOUIS © SAN FRANCISCO © SEATTLE 


Copyright 1956 Outdoor Advertising Inc, 
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a abe? remembers the man 
New electronic markets grow 
where this young man explores! 


IRE pays tribute to young Jack E. Bridges 
for his paper “Detection of Television 
Signals in Thermal Noise,” which ap- 
peared in a recent issue of Proceedings 
of the IRE. His investigations can expand 
the TV market by reducing interference 
from adjacent channels and by improving 
fringe area reception. Mr. Bridges is still 
less than 30 years of age but he has 
prover his is the curiosity of a true radio- 
electronic engineer. This is the curiosity 
that builds markets ...these are the men 
IRE always remembers. 


The Institute of Radio Engineers is a professional Society of 
50,000 radio-electronic engineers devoted to the advancement of 
their field of specialization. Their official publication, Proceedings 
of the IRE, is concerned solely with these men and their accom- 
plishments. All that is history making in radio-electronics is first 
presented, then followed step-by-step in its development, on the 
pages of Proceedings of the IRE in authoritative articles by the 
men behind these advances. 


JACK €. BRIDGES, 
recipient of the 
IRE Thompson Award, 1956. 


IRE remembers the man! Is it any wonder that the men remember 
IRE? Best way to get products remembered, if they are sold in the 
radio-electronics field, is through the pages of Proceedings of the 
IRE for ...if you want to sell the radio industry, you've got to 
tell the radio engineer! 


The 
Institute of 
Radio 
*Engineers 
Proceedings of the 
Advertising Dept., 1475 Broodway, New York 36, N. Y. 


@ 
iE 


Contest Pulled 


5,500,000 Entries, 
Mercury Reports 


| DEARBORN, Micu., Sept. 5—More 
'than 5,500,000 entries were re-| 
| turned in the Ed Sullivan $425,000 | 
| Mercury contest, according to Jo- | 
| seph E. Bayne, general sales man-| 
|ager of the Mercury division of | 
| Ford Motor Co. 

The initial printing of 2,500,000 | 
'entry blanks was exhausted in the | 
first two weeks of the eight-week | 
contest. 

“The contest generated an enor-— 
mous amount of good will on the. 
part of the public toward our 
dealers and resulted in a very sub- 
stantial increase in dealer show- | 
room traffic,” said Mr. Bayne. | 

He said dealers throughout the 
country attributed many addition- | 
al sales to the contest. 

Entrants were registered from 
all geographical areas of the coun- 
| try, with Mercury Phaeton winners 
being tabulated from 29 states. 
Top prizes in the contest were 
1956 Mercury Phaetons; 79 were 
awarded. One contestant received 
-a special $10,000 cash award, in 
| lieu of a Mercury. He had already | 
| purchased one in the course of the) 
| contest. 
| Integrated with the Ed Sullivan 
tv show, the contest was heavily 
| supported by newspaper and radio 
advertising. 


| 


| Erwin, Wasey Names Childs 
Henry G. (Jack) Childs has) 
been named tv-radio director of | 
Erwin, Wasey & Co., Oklahoma | 
City. Mr. Childs formerly was with | 
WKY-TV, Oklahoma City, and} 
KGFF, Shawnee. 


ARE YOU 
HALF-COVERED 


1956 ARB METROPOLITAN 
AREA COVERAGE STUDY 
PROVES KOLN-TV SUPERIORITY ! 


The 1956 ARB Study of 231 Metropolitan morkets in- 
cluded 6 in LINCOLN-LANO—S ia Nebraska, | in Kansas. 


In these 6 markets, KOLN-TV is viewed- 

most in 6 daytime categories ... in 5 

out of 6 nighttime categories. 
KOLN.TV gets on averrge daytime, “viewed-most" rating 
of 54.0% as against 15.2% for the next station. Night- 
time averages are 59.8% for KOLN-TV, 25.0% for the 
next station. Enough said? 


dence . . 


Kansas. 


~ Pe G _ 
The tet yer Hations 
—_ NO RAPIDS KALAMAZOO 
ware taDid ~ KaLAMAZOO*ATE Crem 
— GRA 
was no cane RAMOS KALAMAZOO 
OLN TV — UNCOLN. NEBRASKA 


Arsoccated with 
wd RADIO — PEORIA, ILLINOIS 


Avery-Knodel, Inc. 
Exclusive National Representatives 


KOLN-TV delivers Lincoln-Land — 200,000 families, 
125,000 of them unduplicated by any Omaha TV signal! 


95.5% OF LINCOLN-LAND IS OUTSIDE THE GRADE 
“B” AREA OF OMAHA! This big 42-county market is 
farther removed from Omaha than Hartford is from Provi- 
. or than Syracuse is from Rochester . . . or than 
South Bend is from Fort Wayne. 

Latest Telepulse figures prove that KOLN-TV gets 194.4% 
more nighttime viewers than the second station, 138.1% 
more afternoon viewers! 


Avery-Knodel has full facts on KOLN.TYV, the Official 
CBS-ABC Outlet for South Central Nebraska and Northern | 


CHANNEL 10 © 316,000 WATTS * 1000-FT. TOWER 


KOLN-TV 


COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET 


Advertising Age, September 10, 1956 


Getting Personal 


Robert P. Ames, research director of W. D. Lyon Co., Cedar 
Rapids, Ia., agency, received his Ph.D. from the University of Iowa, 
on Aug. 8. His major was marketing, and his undergraduate work 
was at the University of Wichita. The title of his dissertation was 
“Random Sampling Used in Advertising Sales Testing,” material for 
which was gathered in part from work on one of the agency’s ac- 
counts. .. 

Samuel C. Gale, retired vp of General Mills in charge of public 
services and advertising and now a consultant on the GM staff, re- 
ceived the highest award of his fraternity, Phi Sigma Kappa—the 
Medallion of Merit—at its 
biennial convention at Gla- 
cier National Park, Sept. 1. 
The award is made annually 
to a fraternity member who 
has distinguished himself 
through public service in 
any area of the arts and 
sciences, or whose achieve- 
ments have commanded na- 
tional respect or recognition 
in a business or professional 
field. Mr. Gale made the 
principal address at the con- 
vention banquet... 

Samuel M. Ballard, presi- 
dent of Geyer Advertising, 
has been named chairman of 
the advertising and publish- 
ers division for the 1957 fi- 
nance campaign of the great- 
er New York councils, Boy 
Scouts of America. . . 

Patricia Searight, program 
director of WTOP, Washing- 
ton, D.C., left for France 
Sept. 7 to tape a series of 
radio programs for the 
French government tourist 
office. She’ll travel through 


GRASS-ROOTS RESEARCH—Ted Good- 
child (right), account executive of 
Horton-Noyes Co., Providence, 
holds a client meeting with Tyler 
B. Davis, president of Bancroft 
Racket Co., Pawtucket, R. I. ; 
Meeting place, naturally, was New- the Auvergne regien, the 
“ te : chateau country and Par- 
port Casino during the recent 75th is... 
annual tennis tournament. Gregg R. Meyers, safety 
director of the Blatz Brew- 
ing Co., Milwaukee, has been appointed to the advisory council of 
the Milwaukee County Safety Commission. He’s one of the first in- 
dustrial safety engineers ever appointed to this group, composed 
mainly of law enforcement officers. His appointment indicates a 
trend toward cooperation between industry and public bodies in 
fighting traffic tragedies. A wrecked car display sponsored by Blatz 
on Meyers’ recommendation currently is being shown at high traf- 
fic locations in the city and county of Milwaukee... 

Past presidents of the Western Advertising Golfers Assn., adver- 
tising’s oldest golf association (founded 1906), got together at Bar- 
rington Hills, Il., Country Club Aug. 24, for their own first annual 
tournament. Present were Lloyd Maxwell, George Cain, H. E. 
(“EL”) Cole, Chick Freeman, Gail Blocki, Herb Beck, Norm Bank- 
art, Don Smith, and Jack Willem, whose 85 was the low gross for 
the day... 

John L. Hammer Jr., director of marketing of Monsanto Chemical 
Co.’s organic chemicals division, is on leave of absence to attend the 
fall session of the advanced management program at the Harvard 
University graduate school of business administration, which begins 
Sept. 12. He will be Monsanto’s 34th executive to attend similar 
courses. . . 

Lionel Braun, account director of Communications Counselors 
Inc., McCann-Erickson’s pr subsidiary, was recently married in 
Houston to Marion F. Gorman. Mrs. Braun was formerly business 
manager of Foote, Cone & Belding’s Houston office, and Mr. Braun 
was merchandising manager of FC&B in Houston before joining 
> Se 

Robin Moore, ex-flyer, foreign correspondent, tv exec, and pres- 
ently director of advertising and pr, Sheraton Corp. of America, 
has just written “Pitchman,” a novel about the television industry, 
to be published Oct. 4 by Coward-McCann... 

After 30 years in the advertising business, the last 12 with Fred 
Wittner Advertising, New York, as senior art director, David B. 
Hills will retire this fall to live in Mexico. A group of friends will 
hold a dinner for him Sept. 21 at the New York Adclub... 

Ken Bosee, research director of The New Yorker, is passing out 
cigars for the third time. It’s a girl... 

Mildred and Dave Hepburn are celebrating the birth of their 
first daughter, 7 lb., 4 oz., Vanessa Nina, born July 31 at White 
Plains, N. Y. Proud father is press representative of CBS-TV... 

Grey Advertising honored its “Quinquennials” at a cocktail party 
Sept. 4 in which 22 agency people joined in the celebration. “Quin- 
quennial,” according to Webster, occurs once in five years, and 
Grey’s Quinquennialists number those employes celebrating their 
fifth, tenth, 20th or 30th anniversary with the agency. Attending 
the first annual Quinquennial were 11 five-year employes, eight 
celebrating their tenth year, and one each for the remaining anni- 
versary years. Oldest Quinquennialist was administration secretary 
Norman Berger, celebrating his 30th anniversary. .. 

Irene Pearson of Associated Business Publications is recovering 
from a foot operation, result of an old accident sustained in line 
of duty, when she slipped on a stairway some time ago while en 
route to an ABP session ... Elmer Seaman and Godfrey Lebhar of 
Chain Store Age have just returned from an international food 
convention in Rome... Walter Evans, president of Billboard, is 
receiving many congratulatory letters on his 50th anniversary with 
that publication... 
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SPORTS ILLUSTRATED... 
America’s newest general weekly... 


reaches more than 650,000 particular families... 


Particular about the things they do, the homes they live in, the ; 
clothes they wear, the way they go places, the places they go. 4 
They can afford to be. They account for 1 out of every 5 U.S. 
families with incomes above $15,000. Their median income is 
$9,550, better than twice the U.S. median. 
You'll meet them at country clubs, beach clubs, tennis clubs 
(43.6% of them belong)... 
You'll see them in the front-row boxes at the baseball parks 
(two-thirds of them go)... and on the 50-yard line at the football 
stadiums (three-fourths of them go). They have the mood to do 
things and the money to go with the mood. 


lg en lg Ss PO RTS 
ILLUSTRATE D | 


MORE THAN 650,000 FAMILIES WHO LEAD THE FULL LIFE 
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Another true-to-life story about some make-believe characters 


Who plasters 


the most mustard 


in Chicago ? 


(In other words, he was a good Cook.) 
And one of the secrets of his gastronomical triumphs was the special 


2S 
Zippy Mustard MEK he used for flavor. Even his hamburgers 


tasted like T-bone when liberally doused with it. 

Cuthbert’s enthusiasm for Zippy came honestly. In fact, he earned his 
living selling this miraculous mustard. And was always looking for ways and means to sell 
more. So one night over a husky hot dog, ~ he asked his friend Joe 


what he knew about folks who bought mustard. 


(For the benefit of all latecomers, Joe works for the Chicago Tribune 


advertising department and specializes in finding out all kinds of 
\ 


spicy information on the Chicago market.) 
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So Joe went to work to see what he could dig up about mustard. And here are the 


results of his delving: Contrary to widespread opinion, mustard is not used 


Further investigation proved that even the lowly frankfurter has climbed the economic 
ladder. 74% of the franks are gobbled up = by these middle- and 
TST 
high-income families. Apparently many well-to-do families, like Cuthbert’s, 
have taken up the new-old custom of outdoor grilling where the humble frankfurter (complete 


with mustard) is king. 


Joe further pointed out that Chicago is a particularly hot town for 
mustard. In a single year metropolitan Chicagoans plunked down $800,000 for mustard. 


And the 206 counties that comprise Chicagoland bought 10°, of all the 


MUST. 
mustard sold in the U. S. (That’s an awful lot of mustard, mister.) at V0 


The moral to Joe’s story was obvious to Cuthbert. He looked around 
for the advertising medium in Chicago that serves up the biggest number of rare and 
well-done back yard barbecuers. (Name furnished upon request.) 


But the moral also applies to advertisers of everything from 


affenpinschers BE to zwieback. If you want the red hot 
tl » 


low-down on who’s buying what and why in Chicago, just call on 
that old figure flinger, market mathematician de luxe and put him to work 
finding out. (In other words, call up Joe.) 


Nobody knows Chicago like the Tribune. Nothing sells Chicago like the Tribune. 


P. S. Joe’s number in Chicago is SU 7-0100; in New York, MU 2-3033; in Detroit, WO 2-8422; 


in Los Angeles, DU 5-3557; in San Francisco, GA 1-7946. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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“Every man is like the company he is wont to keep.” 


~ EURIPIDES 


=, 


... as true today as when it was written 2400 years ago 


Among a most impressive listing of our customers you will find 
five advertising agencies whose respective 1955 billings 


exceeded 20 million dollars. Their preference speaks for itself. 


Hutchings & Melville, Inc. 
Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13 


EAstgate 7-9220 


4 color press equipment — Precision color negatives on the Klimsch 


Advertising Age, September 10, 1956 


Alert, Scrupulous 


Management Can 


Avoid Proxy Wars, Karr Book Hints 


New York, Sept. 4—If you're a) 
management man, sitting comfort- 
ably in a company that has a good | 
deal of cash, and a fairly unim- | 
pressive dividend record, then you | 
will read “Fight for Control,” a) 
new book by David Karr, with un- 
usual interest. According to Mr. 
Karr, you’re a sitting duck for a 
corporate raider in a proxy fight. 

For what Mr. Karr has done in 
this book—produced at 35¢ in soft- 
cover form by Ballantine Books— 
is to trace several battles for cor- 
porate control and to analyze why 
the victors won and why the losers 
lost. 

Mr. Karr is in the public rela- 
tions business, as president of 
Market Relations Network, New 
York. At one time he was a vp of 
William H. Weintraub & Co. His 


Now! Simplify agency paperwork 


with copies made in 4 seconds! 


Make on-the-spot copies of schedules, artwork, 
letters, reports, with this All-Electric Copy Maker! 


@ 4-SECOND SPEED. You'll copy the things you need most right when you need them most! 
Perfect copies of written, typed, printed or drawn originals are ready to use in just 4 seconds! 
@ DIRECT ONE-STEP PROCESS. On/y THERMO-FAX Copying Machines make copies 
directly from your original in one simple step. Exclusive All-Electric process is entirely 
dry ... all that’s needed is a plug in the wall. Copies cost as little as 4%¢ each. 

© ELIMINATES CHEMICALS AND NEGATIVES. No bottles to handle, no negatives to make. 
No special installations of any kind. Easy to operate copying system saves you time and 
money... and speeds your client service! 
@ LAMINATES LAYOUTS. Unusual extra feature, exclusive with THERMO-FAX Copying 
Machines, laminates layouts, clippings, etc., to heavyweight paper . . . lets you carry and 


book bears heavily on the promo- 
tional aspects of proxy fights. 


® Describing a proxy battle in the 
offing, he says management and 
insurgents rapidly meet a varie- 
gated group of people: “Private 
detectives are hired to track down 
the most minute details in the 
participants’ private lives. 

“Wiretappers search for that 
one hidden error which may hit 
the stockholder’s nerve. 

“High-powered public relations 
men are called in as consultants in 
the preparation and release of the 
material gathered. 

“Advertising agencies compete 
with copy and layouts, almost in- 
variably containing halos, horns 
and pitchforks of assorted hues and 
sizes. 

“Proxy solicitors arrive, full of 
tales of fights they have won, soft- 
pedaling stories of those they have 
lost.” 


s Mr. Karr describes eight proxy 
fights: Robert R. Young’s success- 
ful battle for the New York Cen- 
tral; A. P. Giannini’s return to 
power in Transamerica Corp. and 
the Bank of America; Charles 
Green’s capture and retreat from 
Twin City Rapid Transit; Milton 
R. Rackmil’s defense of Decca 
against George Lloyd, with the 
shadow of Serge Rubinstein in the 
background; Charles Green’s suc- 
cess with United Cigar-Whelan; 
Ben Heineman’s victory in a fight 
for control of Minneapolis & St. 
Louis Railway; Spyros Skouras’ 
defense of 20th Century-Fox 
against Charles Green; and Louis 
Wolfson’s abortive attempt to win 
Montgomery Ward & Co. from 
Sewell Avery. 


= Added to these is a hypothetical 
story—the struggle of the man- 
agement of Little Neck Metal 
Products Corp. against an insur- 
gent stockholder, a tale added (Mr. 
Karr says the details are true of 
another company) to point out the 
morals he thinks the case histories 
have for management. 

Little Neck was a soundly-man- 
aged but unspectacular company. 
When Steven Porter tried to take 
it over, the management had to 
hire new legal counsel. And it had 
a breath-taking interview with a 
public relations man, who asked 
questions like these: 

“What's the earnings history? 
What is the dividend record? Does 
anybody make money on the side 
from your company through kick- 
backs?... 


es “Has management been given 
any trick stock options?...Are 
you driving big cars at company 
expense? Is the company paying 
your club dues and picking up the 
bar tabs? 

“Does the company keep an air- 
plane for its executive use? Are 
your homes paid for by the com- 
pany’? Are expense accounts lush? 
Any customers’ purchasing agents 
on your payroll? 

“Are any of you heavily in 
debt? Skeletons in anyone's family 
closet? Any of you ever been in 
jail? Is anyone keeping a mistress? 


use tissue layouts without heavy, bulky mountings. Were your previous business con- 
nections free of scandal of any 


kind?” 


Send coupon today for full detalis 


ee ee ee ae oe -----H 


[ sandy Bade chi Minnesote Mining & Manufacturing Company I © If the answer to any nat the 
! oe Dept. KV-9106, St. Paul 6, Minnesota | touchy questions was “yes,” the pr 
1 Send complete details on the time-saving, money-saving | man said, they’d better clean up 
| easno THERMO-FAX Copying Machine. | the situation or find a plausible 
| . | explanation. 

| Copying Products Nome — - J Little Neck won its fight, but its 
——, ; res wey is eg it is — 

The terms THERMO-FAX and SECRETARY, are alert for unusua uying oO 

| cg cea ccery tem be gem Address ___-__._____ - — § stock, more conscious of rights 
| New York 16, N.Y. In Canada: P.O. Box 757. City _— State | and privileges of stockholders and 
| London, Ontario ee ere Ta ae more alive to the need for making 
b———————~———— ——————— --- HH HH 4 the company grow and prosper. 
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FASHIONS IN LIVING 


Over the years, VOGUE has published thousands of _ 


articles on the different ways in which people of 
taste live, but never quite enough to satisfy our 
readers (and they haven’t hesitated to tell us so). 


To complete that interest, VOGUE initiates a new de- 
partment called Fashions in Living. It’s a logical 
extension of the coverage we have always given the 
decorating and entertaining field. 

Fashions in Living will be a special editorial section 
in each of VOGUE’s twenty issues—always in the 
same position, always a minimum of eight pages. 


VOGUE will report the entire floor-to-ceiling range 
of fine decoration, from Italian Renaissance to very 
“late American’ ; will include ideas and menus foren- 
tertaining (as well as thesilver, china, glass and linen 
that might be present) ; will cover the news in air- 
conditioning, television and hi-fi installations. 

Our plan is this: to report, with VOGUE’s unique 
and powerful fashion authority, the many ways in 
which people of taste live and entertain today. 


If what you make and sell belongs to today’s 
“Fashions in Living”. . . you belong in VOGUE. 


VOGU EI 


420 Lexington Ave., New York 17 
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Engineering 


... MORE 
ENGINEERING-MINDED 
PRODUCTION MEN 
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* To cover all important buying influences of the $41 billion-a-year spending 
Chemical Process Industries, you must concentrate your advertising on 
distinctly different groups of men. First, management at all levels, in 
administration, production and research. Second, engineering-minded 
production men, responsible for the design, construction, operation and 
maintenance of process plants. Obviously, no single publication can 
satisfy the specialized editorial requirements, meet the individual reader 
interests of each. It takes two magazines . . . and reader preference study 
after reader preference study offers conclusive proof. Among studies 
conducted during the past five years by advertisers using their own cus- 
tomer and prospect lists, Chemical Engineering consistently ranked first 
whenever engineering-production titles were surveyed . . . Chemical Week 
number one with every level of management. But convince yourself. Write 
for your copy of A Summary of Readership Studies. Read it thoughtfully. 
Then, ask us about conducting a reader preference study over your own list. 
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Vision Aplenty Is 


Mushroom-Like Growth of Vision Inc. 


Struggling Publication 
Now Is Widely Varied 


Communications Network 


NEw York, Sept. 4—Vision Inc. 
was seven years old Sept. 1. Or- 
ganized originally to publish Vi- 
sion, Spanish-language news mag- 
azine for Latin America, the 
company has built up a diversified 
communications business that will 
gross more than $4,000,000 this 
year—a far cry from the $180,000 
volume of its first fiscal year. 

Vision has expanded in two 
ways: By growth of its publishing 
property and by acquisition of oth- 
er companies. 

Today, Vision Inc. has under its 
wing a wide variety of manage- 
ment and professional service 
functions. One division helps to 
train foremen and other supervi- 
sory personnel in industry. Anoth- 
er provides aids for secretaries. A 
third is engaged in business coun- 
seling abroad. Still another makes 
television film commercials. 

While the company has come a 
long way in a short time, its man- 
agement feels strongly that the 
best years lie ahead. 


® The three visionaries who 
opened a one-room office for Vi- 
sion in 1949 are: William E. Bar- 
low, now president of Vision Inc. 
and publisher of Vision, who for- 
merly saw duty with Pan-Ameri- 
can World Airways and Time 
international; Jack Baltzell, a law- 
yer, now exec vp and treasurer, 
and Alexander Nimick, former N. 
W. Ayer & Son executive and now 
vp in charge of special projects. 

In November, 1950, after a year 
of preparation (much of it spent 
in fund-raising), Vision made its 
debut. The first issue carried 10 
ad pages, sold 20,000 copies. By 
the third issue, the fortnightly was 
down to four ad pages and a 13,000 
circulation. 

“Vision in Person,” the com- 
pany’s monthly house organ, re- 
cently described some of these 
early growing pains: 

“Everywhere the publishers ran 
into and climbed over Latin Amer- 
ican roadblocks. They planned 
sky-writing promotion in Cuba, 
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| tions. They preferred to buy their Portuguese news magazine for Bra- in Santiago, Chile. The two differ 
_magazines from newsstands. But zil. This has turned out to be a only slightly editorially. 
news dealers showed a frightening shrewd move and one that may At first, Vision had its type set 
tendency to want to sell out all of set the pattern for national edi- and its film made in New York. 
one issue before they would take /tions in other countries. In the Most of this work is now done in 
on the next.” | first six months of 1956, Visao car- Mexico City and flown to the 
Vision hung on. The first anni-|ried 498 advertising pages, 118 | printing plants in Austin and 
| versary issue had a circulation of | more than Vision. |Santiago. Circulation administra- 
|60,000 and 25 advertising pages. | ‘tion is now handled largely from 
- : That was a turning point. Since # Vision is moving increasingly | Mexico City. 
ae 5a ee then, the road has generally been into regional operations. There are| Visao, on the other hand, is pro- 
| uphill, though it continued to have currently two basic editions, a duced in Sao Paulo by a 55-man 
s “Latin Americans generally | its bumps. “northern one, printed in Austin, | all-Brazilian staff. It makes use of 
pM biased against subscrip- 1952 saw the birth of Visao, a|Tex., and a southern one, printed Vision editorial material (which 


Evident in 7-Year 


then discovered that local ordi- 
nances banned skywriting. Circu-| 
lation lagged in Montevideo until | 


You are a network radio station, strong in X Be area. One reason 


is the big programming that makes you stand out from the crowd. 


Your record supplier can see that you get the latest releases. . 
but he can’t guarantee that every other station in town won’t 


have the same records, and play them just as often. Or oftener. 


Your network makes the difference . . . filling out and enriching your 
own fine local schedule with programs and names that are uniquely 
network. Names like Mutual’s Walter Winchell ... Gabriel Heatter.. . 

each with a quarter-century record of getting a distinctive and persuasive 
news style across to millions. ‘Queen for a Day,’’ a perennial favorite 
among women’s shows. Bob and Ray, who come pretty close to being a Cult. 


And the great sports and special events programs. ..19 World Series... the 


Notre Dame games...6 Presidential elections reported in full and on the spot. 


These are the records that make listeners tune you in instinctively 


when something big is happening. 


So great is your network’s faith in you (that is, if you’re a Mutual affiliate) that it 


guarantees cost-per-thousand to your network advertisers— the only network ever to do so. 


Your advertisers know you’re a good buy because you have that something more to 
offer that only a network station can give... 


not just a service of records... 


but a record of service | a VA oar 
PRESIDENT 


MUTUAL BROADCASTING SYSTEM ...OVER 500 INDEPENDENT STATIONS, COAST-TO-COAST 
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goes down by air pouch), but it| American [English-language] edi-| special area reports and “High-|today as the development of, NFI will organize in-plant train- 
r leads off with a major news sec-| tion.) lights in Latin America,” a fort-|“sound human relations between! ing programs for companies. 
tion devoted entirely to Brazilian, Vision topped the 100,000 circu-| nightly newsletter. ‘executives, supervisors and work-| With NFI came two other divi- 
t news. |lation mark last year. Visao sells) While the magazines were grow- ers.” Among the 250 publications | sions—Bureau of Business Prac- 
" As markets below the Rio 45,000 copies. Combined ad reve-| ing, Vision Inc. began to diversify. it turns out for its clients are: | tice and Arthur C. Croft Publica- 
: f Grande grow, Vision may bring nue in 1955 totaled $1,090,000. For |The biggest step was taken in 1954,/ The Foremen’s Letter (bi-weekly),| tions. The bureau services the 
an out additional national editions. A the first six months of this year,| when the National Foreman’s In- The Supervisor’s Memory Jogger secretarial field. Croft operates in 
i 1 split-run edition for Mexico was the figure was $612,670. stitute, New London, Conn., was; (monthly), The Guard’s Memory | the educational field, publishing 
ee, started last year and garnered 61 To complement the magazines, acquired. Dating back to 1917, NFI| Jogger (monthly), The Human newsletters, books and brochures 
; ; ad pages in the first half of 1956. Vision publishes an imposing array|currently services some 50,000 Side (semi-monthly), Employee for teachers and school administra- 
f of literature on Latin America,| companies with, specialized news-| Relations Bulletin (four times aj tors at the secondary level. 
: 8 In format and style, Vision re- primarily for advertisers and agen-| letters, training materials, books,| month), and Problems with Em- 
sembles Time. (Vision competes cies. Especially noteworthy for| work sheets, forms and visual aids.| ployees (monthly). s Robert T. Lund, formerly east- 
with Time International’s Latin their general usefulness are the| NFI describes its main objective| In addition to these publications,|ern manager of Reader’s Digest 
international editions and onetime 


export advertising manager of 
Parker Pen Co., is now exec vp in 
charge of NFI services. He joined 
Vision in 1952 as general manager. 

In 1955, Vision Inc. mushroomed 
some more—southward again—by 
setting up the Instituto de Entre- 
namiento Industrial (Institute of 
Industrial Training) in Mexico 
City. This represented a combina- 
tion of its two interests: NFI and 
Latin America. The institute is 
providing Latin American com- 
panies with the same services NFi 
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In their homes, in their cars, for the 
best in news, music and sports, con- 
sistent high tune-in night and day 
: : ie ed a proves that WJBK is 

7 ae a oe PART OF DETROITERS’ 


anywhere | al 


of this big-spending market, take Be 
advantage of this fact! Make WJBK ! 
PART OF EVERY 
DETROIT RADIO BUDGET 


AM-FM | 
DETROIT 


MICHIGAN'S MO: 
_INDEPEND 


Now ina magnificent new home! j 
DETROIT'S GREAT NEW RADIO CENTER is 
7441 SECOND BLVD. 

Detroit 2, Michigan Ae 
TRinity 3-7400 a! 
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How DYNAMIC DAVENPORT ¢*ows: 


Kut) — that’s why they’ve announced nearly 
$52 million worth of plant expansion .. . in 


D AVE NP 0 R T DAVENPORT! 
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CIRCULATING DAVENPORT, IOWA, ROCK _ iversiFvinG—William E. Barlow, president of Vision Inc., reaches 


ISLAND, MOLINE AND EAST MOLINE, ILL. —s_ 07" pen to sign papers sealing the purchase of Science Pictures Inc. 
Watching him are Rene Bras, vp of Science Pictures; Francis S. 


Thayer, president of Science Pictures, and Jean P. J. Baltzell, exec 
vp and treasurer of Vision. 


gives at home. 

Similar programs have begun in 
| Venezuela and Colombia, and by 
| the end of 1956, Vision expects to 
have such centers in six key Latin 
American cities. 

Vision Inc. added another link 
to its chain two months ago by 
merging with Science Pictures 
Inc. Science Pictures and its sub- 
sidiary, Cinegraphics Inc., make 
sales, training, public relations and 
tv commercial films for a number 
of leading American companies. 
They are being operated as inte- 
grated divisions of Vision Inc.; it 
is hoped that through this connec- 
tion they can expand their film 
business overseas. 


® Mr. Barlow noted that the addi- 
tion of these two divisions “is in 
accordance with the basic plan of 
Vision to develop a coordinated in- 
ternational organization equipped 
to serve industry and education in 
the U.S. and overseas, in all fields 
of business communications.” 

In a recent message t' Vision 
employes, Mr. Barlow saic | at in 
time the company hopes to achieve 
“greater recognition of Vision Inc. 
as the parent company of all divi- 
sions.” He emphasized the import- 
ance of an integrated operation. 

“Many of the companies which 
advertise in Vision and Visao are 
also customers of Vision Inc. 
through their home plants,” he 
pointed out. 

Mr. Barlow’s remarks indicate 
| strongly that Vision Inc. still has 
its tentacles out. “Our pioneering 
experiences in Latin America have 
greatly enlarged our viewpoint,” 
From Ontario's “Gateway to the North” comes news red = on eonerapate +: phe 


of interest to advertisers and to the public alike— services as companies in the U.S. 
as the North Bay Nugget becomes the newest member of did 30 years ago. Similar needs are 
developing in other countries, and 


the influential Southam Newspapers. ‘ 
we can eventually see a world- 


Yet change of ownership alone tells but a small part of wide operation which will dwarf 
any of the fine works the company 


“The Nugget’s” great new story. The city’s industrial future 
looms ahead as one of the brightest in the province. has accomplished in the past.” 
Population . . . income . . . annual retail sales . . . ain’ s ai . 
; : + ucrati * on Inc.’s expansion » oO 
a thing that contributes hes the make-up of al ave What's New In NORTH BAY MARKET DATA course, been financed not so much 
market is rocketing to all time peaks. But examine ' out of profits as from the willing- 
the facts first hand. . . prove to yourself that Population Retail Trading Zone... ness of original investors to supply 
there's definitely something new for advertisers in the Aasesh haaiinaien more capital. Some 30 business 
lucrative North Bay market. Net ‘Gace Buying P ; men have been financial angels for 
Retell Stowe Lineage —- ge eng backers arc 
Nosth Bay Nagget Circulation. . . . anal J. Noel Macy and G. Grant Mason 
Jr. Mr. Macy, board chairman of 
NOW 8 SOUTHAM NEWSPAPERS SERVING 8 LEADING CANADIAN MARKETS Vision Inc., is owner and publisher 
F-4540 of the Westchester Newspaper 
Group and a former board member 
YOU GET ACTION WHEN YOU ADVERTISE IN ot tee Aa teen of Ge 
W © Pp A ie) k ee = tions. Mr. Mason was formerly 
TH E so U TH AM N t president of Cuban National Air- 
ways and was one of the founders 
of Pan-American World Airways. 
OTTAWA + HAMILTON - NORTH BAY - WINNIPEG ae iis wittan . toon ve of Pood Maan 
Citizen Spectator Nugget Tribune UNITED Co.; Gov. Christian Herter of 


Cresmer & Woodward Inc. (Can. Div.) 
Massachusetts, and George Scrim- 
CALGARY + MEDICINE HAT + EDMONTON + VANCOUVER | New York. Detroit, Chicago, hein Snake enmbhiad o8 Wades 


San Francisco, Los Angeles, Atlanta Container Corp. 
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MACHINE DESIGN 


gets over 7,400 requests per issue for 


personal copies of editorial articles! 


How does MACHINE DESIGN excite so much reader interest? 


By closely studying and analyzing design engineers’ wants and needs for suc- 
cessful product design, MACHINE DESIGN’s editors are able to build readership 
into every issue. 
These are the “7 STEPS TO READERSHIP” our editors use: 

1. Continuing Study of Design Engineers’ Current Problems. 


2. Services of the EASTMAN Research Organization. 


3. Over 3 years of STARCH Studies on editorial as well as advertising content. 
4. Our own AD-GAGE Readership Service on both editorial and advertising. 


5. Analysis of more than 7,400 individual requests every-other-week for 
personal copies of editorial material. 


fea) 


. Editorial field trips to talk with readers. 


~s 


. Contacts with readers through professional societies, trade shows and 
exhibits. 


Continuous evaluation, resulting in significant improvements, keeps MACHINE 
DEsIGN first in readership . . . and high readership adds to the effectiveness of 
any advertising campaign aimed at design engineers. 


You can always look to for outstanding readership 
MACHINE DESIGN ~ 
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publication 


Penton Building, Cleveland 13, Ohio 
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Advertising Age, September 10, 1956 


Amana Offers 
Stock Shares as 


Dealer Incentive 


New York, Sept. 4—Amana | 
Refrigeration, Amana, Ia., an- 
nounced today that it will 
award its dealer shares in a 
mutual fund as a sales incen- 
tive. 

In the 1l-week period be- 
ginning Sept. 15, Amana will 
hand out half shares and full 
shares in United Science Fund 
for every sale of an upright 
freezer, freezer-refrigerator or 
central air conditioner. 

J. A. Rishel Jr., general sales 
manager of Amana, unveiled 
the program at a press con- 
ference here. 

Any unit sale qualifies the 
dealer for a stock award. How- 
ever, a full share will be given 
only for the sale of one of the 
bigger units. For example, the 
sale of a freezer 15 cu. ft. or 
less qualifies the dealer for 
only a half share. 

Special awards of United 
Science Fund shares also will 
be given to Amana distributors. 


® Mr. Rishel, who called the 
program “bringing Wall St. to 
Main St.,” said Amana feels 
that “giving our dealers ‘shares 
of America’ makes a lot more 
sense than offering them trips 
they haven't time to take or 
merchandise prizes they can 
find on their own shelves.” 

United Science Fund holds a 
portfolio of stocks in 90 corpor- 
ations whose development is 
based substantially upon sci- 
entific research. Its per-share 
net assets value has doubled in 
the past five years, and Mr. 
Rishel emphasized this growth 
factor in outlining the benefits 
to participating dealers. 


# Mr. Rishel also stressed the 
flexibility of the stock plan. “If 
a dealer doesn’t want to keep 
the shares,” he pointed out, 
“they can always be cashed in 
at the market price.” 

The current market price of 
a United Science Fund share is 
$12.55. Amana estimates that it 
will give away some 20,000 
shares, making the cost of the 
plan approximately $250,000. 

The program was worked out 
by Amana in cooperation with 
Waddell & Reed, Kansas City 
and New York, United Science 
Fund’s principal underwriter, 
and Reynolds & Co., stock bro- 
ker and member of the New 
York Stock Exchange. 


s Discussing the company’s 
over-all marketing plans, Mr. 
Rishel told ADVERTISING AGE 
that Amana is now spending 
$6,000,000 a year on advertising 
and will continue to spend at 
this rate. 

It is continuing next year 
with the Phil Silvers tv show 
on CBS. Its print schedule also 
will continue to be spent large- 
ly in three books: Better Homes 
& Gardens, Life and The Sat- 
urday Evening Post. 

MacFarland, Aveyard & Co., 
Chicago, handles Amana’s print 
advertising, and Maury, Lee & 
Marshall, New York, handles 
tv and sales promotion. 

Mr. Rishel said Amana’s sales 
were up 25% in the first six 
months of this year, after gain- 
ing 49% in 1955. He told AA 
the company is still the world’s 
largest manufacturer of freez- 
ers, holding a 20% share of the 
U.S. market. 


s Amana recently bought the 
old Deepfreeze company, and 
Mr. Rishel said Amana will 
soon be marketing this freezer 
with the slugline, “Deepfreeze, 
made only by Amana.” 
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A QUESTION FOR— 


GENERAL 
ELECTRIC 


Did You Know WGN Reaches More Homes Than 
Any Other Advertising Medium in Chicago? 


It’s a fact—and you can effectively reach this great, active-buying 
market through WGN’s Complete Market Saturation Plan. 


Advertisers in practically every business have used this plan during 
the past year because it delivers millions of home impressions per 
week at an amazingly low cost. 


The plan is flexible and adaptable to your needs. Further facts and 
figures are available to you for the asking in a presentation based on 


your requirements. 


If the Chicago market is important to you—WGN’s Complete Market 
Saturation Plan is a basic consideration. 


Chicago 11 

A Clear Channel Station .. . Illinois 
Serving the Middle West a _ 

On Your Dial 


Chicago Office: 441 N. Michigan Avenue, Chicago 11, Illinois 
Eastern Advertising Solicitation Office: 220 E. 42nd Street, New York 17, New York 
West Coast: Edward Petry & Company, Inc. 
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Missouri and Kansas 


= i> 


SUBSCRIBER STUDY 


A Guide to Successful Selling in This 
CROP-RICH, STOCK-RICH Farm Market 


GIVES FARM MARKETERS in Missouri and Kansas invaluable advance knowledge of 
size and type of farms, ownership of farm and home equipment, specified crops and live- 
stock, family composition, readership, buying habits—and other profit-pointing facts. 


Now, the Weekly Star Farmer, with more R. F. D. and more total circulation than any 
other farm paper in Missouri and Kansas—provides an accurate, penetrating picture of 


its potent R. F. D. subscribers. Detailed, convenient, informative — fifty-seven pages 
packed with real marketing MEAT! 


Send For Your Free Copy Joday! 
Write or phone one of the offices below or ask your 
Weekly Star Farmer representative for it! 


Weekly Star Farmer 


America’s Largest Weekly Farm Publication 
PUBLISHED IN KANSAS CITY, MO. 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 


1729 Grand Ave. 202 S. State St. 21 E. 40th St. 625 Market St. 
HArrison 1-1200 WeEbster 9-0532 Murray Hill 3-6161 GArfield 1-2003 
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Timed To Catch The First 
Significant Upturn In Farm Income 
Since 1951! 


1910 — 14 = 100 1910—14= 100 
300 300 


~280 


195? 1953 1954 1955 1956 
" © ousiness ween 
Chart by Courtesy BUSINESS WEEK Magazine 


In Missouri and Kansas, farmers will harvest the biggest corn 
crop in 5 years. Wheat growers are assured $2.00 per bushel 
through 1957. Even farmers in areas of greatest weather hazard 
are assured of income next year because of provisions of the 
Soil Bank, which will be in full gear in 1957. Livestock prices 
are firming up! 

Yes, farm prices have: made a solid and sustained turn upward! 
Marketing plans for Missouri and Kansas should be reappraised 


_in the light of bigger and ASSURED farm incomes! 


Send. For Free Copy 
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Self-Service Boosts pr. g _ + pea oer: customers ; duction in non-managerial payroll person should be available to help; by the mobility of clerks, mirrors 
: ° - y select without assistance, | expense was the chief factor in re- | out customers who want help, but | for observing merchandising areas 
Variety Store Sales, ut they were poor on goods that | duced operating cost for the self- | at the same time avoid smothering | and the psychological hazard pre- 
customers normally buy only after|service store where fewer sales! sales with excessive attention to/sented to the would-be shoplifter 

Harvard Study Shows i? —_ a — a peg are now needed. In this re- | the customers. by the checkout gauntlet. 

ae st sales showings after gard, however, the report points) e Experience of the converted|e One major rob] 
PE gene tnge pot. ap agg — were in women’s and out, many variety store executives | stores on pilferage of merchandise | arisen as at the pean a 
prertngetiean sey ae ; children’s ready-to-wear apparel, | believe the role of the wandering | apparently has not confirmed ear- self-service, the report points out 
cases, in nereasng store sales and. dry goods. Most, favorable. sales |store hes not been properly seek eg eenensions that shoplifters|is the virtual necessity of marking 
Sy : A as no n properly under-/| would cause a sharp rise in mer-| price on just abo i 

— ee ee yore gains were made in electrical sup- | stood, by the customer or by the | chandise shrinkage rates in self- the lon Tinomeee to this wing ag 
- > s f. ore usiness schoo ee home furnishings | salesperson. | service stores, the report observes. | ing sought, the report notes, both 
. onery. Most variety store executives, Temptations to shoplift have large-| by improving mechanical marking 


Not all stores converting to self-| "4 
service have shared the gain. Some! e On the operating cost side, re-| the report says, believe the sales | ly been allayed, the report says,| equipment and by efforts of the 


lines of merchandise have even) 
suffered from the switch. New 
problems contingent on the. 
change-over still becloud its suc- | 
cess. Nevertheless, self-service in| 
variety stores continues to be a) 
trend in the trade, the report says. 

In all, 4,987 such stores were in| 
operation by ten major variety 
chains at the end of 1955. There 
were only 17 in 1953. | 

Significance of the trend, the 
report says, is that variety stores | 
are learning “to slug it out along | 
the line of bringing productivity | 
more into line with that achieved | 
by other sectors of the economy.” 

Basis of the Harvard report was 
a study of 27 variety retail stores 
comparing their last full year of) 
business using conventional mer-| 
chandising with their first full! 
year of business after being con-| 
verted to self-service stores. Re- 
sults of this comparison were then 
compared with sales records of 
variety stores of similar size in 
the same location which had not 
been converted. 


® Results of the study are pub- 
lished in “Self-Service in Variety 
Stores,” published by the research 
division of the Harvard University | 
business administration school. | 
Specific findings of the study are: 


e Of the 27 stores that converted | 
to self-service, 8 recorded sales | 
increases while nine recorded de-| 
creases. Five of the stores showing 
decreases after conversion had) 
been unable to install the needed | 
additional fixtures or shelving. | 

Sales results for the converted | 
group ranged from 35% increases _ 
to 18% decreases, giving an aver-| 
age of about a 10% increase for all | 
27 converted stores. By compari- 
son, the conventional stores dur-_| 
ing the same period experienced a 
sales gain of only 2%. 


e Post-conversion sales patterns) 
in specific merchandise lines fol-_ 
lowed a definite pattern—-sales 
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~and it’s 
now yours 
for 


2-COLOR 
PRICES! 


The Crocker 
Colorform process 
plus new exclusive 
Mirro-Screen plates 


can give you the ¥ 
hard-hitting appeal 
of full color way. ¢ 

4 ee 


advertising and sales 

material at the price ; 

you're now paying investigate NOW! 

for 2 colors. Write for this free booklet. 
Dept. AAS 


& H. S. CROCKER CO., INC. 
Sen Francisco, 720 Mission Chicago, 350 N. Clark 


Los Angeles, 2030 £. 7th NewYork, 23 E. 26th St. 
Baltimore, 1600 S$. Clinton 
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stores to transfer the marking, 
function to merchandise suppliers | 
in situations where company price 
policy permits and where there are 
economies in having the manufac- 
turer perform this task. 

Summing up the study, Law- 
rence R. Robinson and Eleanor G. 
May, authors of the report, assert 
that, while self-service in variety 
stores has not constituted the rad- 
ical innovation that it was in food 
stores—mainly because it offers 


the customer no important price 


advantage—it is, nonetheless, “a 
significant sign of the times, a 
consistent response to the pres- 
sures which presently are operat- 
ing on retail business and which 
may eventually produce some new 
patterns of distribution. 

“In this pinch, nobody can help 
the retailer except the retailer 
himself. He will have to slug it out 
along the line of bringing his pro- 
ductivity more nearly into line 
with that achieved by other sectors 


of the economy. That is the signif- 


icance of what the variety chains 
are doing with self-service. Retail- 
ing today is on the move, because 
it has to be.” 


Triangle Boosts Two 
in Radio-TV Division 

Triangle Publications, Philadel- 
phia, has appointed David J. Ben- 
nett executive assistant to Roger 
W. Clipp, general manager of the 
radio and television division. Mr. 
Bennett, who joined Triangle’s ra- 
dio and tv division in March as 
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| director of regional sales develop- | WNBF-TV, Triangle’s Bingham- 


ment, will handle division and sta- ton stations. 

tion operational activities. Howard | 

W. Maschmeier, executive assis- Mitchel] Syrup to Garfield 

tant for the Triangle stations, will | Mitchell Syrup & Preserve Co., 

continue in that post. Detroit, has appointed Garfield 
At the same time, Edward M. Advertising Associates, Detroit, to 

Scala has been named general handle advertising for its Ruby 

manager of WFBG and WFBG-TV, | Bee jams and preserves and Dain- 

Altoona. He has been program di- ty Lunch jellies. A new campaign 


rector of the Altoona stations for | using radio, tv, newspapers and 


the past six months and has held the Grocer’s Spotlight has been 
other executive posts for more) jaunched in Michigan, Ohio and 
than 16 years at WNBF and Indiana. Ralph Sharp Advertising, 
Detroit, formerly had the account. 


TO MORE THAN 2'2 MILLION 
HOUSEHOLD FAMILIES WHO 
HAVE A BASIC URGE TO BUILD, 
REMODEL AND REPAIR 


To Household Families, 87% of whom own their homes, 
“‘do-it-yourself"’ is more than a hobby or fad—it's a way of 
thinking and living. 


As these families ‘‘do"’ they buy—which is frequent and un- 
restricted in variety and volume of purchases. Household 
Families are prime prospects for all products that are neces- 
sary to the maintenance or improvement of their homes. 


Household's home service editorial stimulates the do-it-your- 
self urge of its home families with a steady flow of step-by- 


step, how-to articles. Thus you have Household's profit 
combination—home families plus home service editorial— 
which explains why HOUSEHOLD HITS HOME for more and 
more advertisers. 


Household... 


FOR 2% MILLION FAMILIES WHO MAKE THE MOST OF HOME 


TOPEKA, KANSAS, 912 Kansas Ave. 
NEW YORK 17, 420 Lexington Ave. 


CHICAGO 1, 333 N. Michigan Ave. 
SAN FRANCISCO 4, 1207 Russ Bidg. 


CLEVELAND 14, 609 Union Commerce Bidg. LOS ANGELES 5, 633 S. Shatto Place i 


Ketchum, MacLeod Names Two 
Edward C. Imbrie, formerly with 
Joy Mfg. Co., has been named an 
account executive of Ketchum, 
MacLeod & Grove, Pittsburgh. Ed- 
win W. Hall, previously with 
Campbell-Mithun, Minneapolis, 
has joined the agency's staff of 
art directors. Mr. Hall also has 
been an art director of Van Sant, 
Dugdale & Co., Baltimore. 


40th ANNIVERSARY 
World's Largest Manufacturers 


of TOY BALLOONS 


For 40 years The Oak Rubber 
Co. has maintained the most com- 
plete toy balloon service available 
— Service that includes the high- 
est quality balloons that blow up 
bigger and stay inflated longer, 
the greatest variety of sizes, 
shapes and colors, the fastest de- 
livery on any quantity and the most 
competent promotion consultation 
service. 


For 40 years, thousands of or- 
ganizations have used Oak Ba!- 
loons as premiums, giveaways and 
displays to sell their products and 
services. And sell they have, for 
nothing as inexpensive as toy bai- 
loons can match the tremendous 
appeal they have for kids of all 
ages. 

Write today — 
let our experi- 
enced promotion 
men help with 
your sales 
problem. 


220 Sycamore, Ravenna, Ohio 
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Ames Now Directs 
‘Army, Navy, Air 


Force Journal’ 


Whitman Continues as 
Editor of 93-Year-Old 
Career Officers’ Paper 


Wasnincton, Sept. 5—After op- 
erating without a publisher since 
the death of Col. John Callan 
O’Laughlin in 1949, the Army, 
Navy, Air Force Journal, oldest of 
all service publications, has been 
placed under the direction of Rob- 
ert Hyde Ames. 

Publication of the Journal on an 
uninterrupted weekly schedule 
goes back 93 years, to Aug. 29, 
1863, when it was founded by Col. 
William Conant Church just a few 
weeks after the battle of Gettys- 
burg, “‘to combat disloyalty.” This 
was in a period when daily nev: ‘- 
papers irresponsibly betrayed tne 
military secrets of the Union 
armies. 

Its initial editorial pledge, in 
Vol. I, No. 1—and it remains its 
creed today—is particularly indic- 
ative of the atmosphere that sur- 
rounded Civil War journalism. In 
defiance of the highly partisan 
reporting of its day, the Journal 
said it “will be controlled by no 
clique. 

“Its independence will be abso- 
lute. Its influence will be directed 
solely to the inculcation of sound 
military ideas, and to the elevation 
of the public service in all its de- 


partments.” 


s Since the death of Col. O’Laugh- 
lin, the Journal has been owned 
by a trust which is controlled by a 
board of trustees consisting of the 
executive committee of the Grid- 
iron Club, exclusive society of top 
Washington correspondents. 

In announcing the appointment 
of Mr. Ames as publisher, the 
trustees emphasized that LeRoy 
Whitman, one of the nation’s lead- 
ing authorities on military news, 
remains as editor. Dorothy Cone 
Brown, who has been with the 
Journal for 31 years, remains as 
general manager. 

When he entrusted the Journal 
to the Gridiron Club, Col. O’Laugh- 


a 


Tastiest Food 
/ Sales In Big-City 
Connecticut! 


New London average 
family food spending is 
higher than in any Con- 
necticut city of 25,000 or 
more population... on 
appetizing $1,557 per 
family (S.M. ‘56 Survey). 


What's more, THE DAY is 
the only newspaper in all 
New London .. . serves up 
95.6% of this hungry 66,- 
547 ABC city zone. Result: 
here's where you have your 
cake and eat it, tool 


‘The Bary 


NEW LONDON, CONNECTICUT 
Notional Representatives: ; 


GILMAN, NICOLL & RUTHMAN 


lin specified that trustees serve 
without compensation and allocate 
all profits to “educational and 
charitable” projects. 

While the Journal has operated 
under supervision of the trustees 
since 1949, editorial-matters were 
left to Mr. Whitman. Business mat- 
ters have been handled by Mrs. 
Brown. 


® Under terms of the O’Laughlin 
will, the publisher appointed by 
the trustees exercises all respon- 


sibility normally associated with 
publishers. The will specified that 
the publisher retained by the 
trustees must not be a member of 
the Gridiron Club. 

After 93 years, today’s Journal 
closely resembles the format of the 
original edition. Today’s subscrip- 
tion price is only 50¢ a year more 
than the $6 yearly rate which the 
Journal charged in 1864. 

Known as the authoritative, but 
unofficial, publication of the armed 
services, the Journal is written 
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chiefly for professional career of- 
ficers. Its 27,000 paid individual 
subscribers include 840 of the na- 
tion’s 1,291 active generals and 
admirals. A personal copy of the 
Journal goes to “ex-General” 
Dwight D. Eisenhower every week 
at the White House. It followed 
him by air to Fitzsimmons Army 
Hospital at Denver when he was 
convalescing frem his heart attack. 


es Mr. Ames joins the Journal 
from the publishing and consulting 


company of Boyce Morgan Associ- 
ates, Washington, where he han- 
dled circulation promotion for 
publishing accounts, one of which 
was the Journal. 

Before World War II he was vp 
of Chester C. Moreland Advertis- 
ing Agency, in Cincinnati, where 
he handled promotion for the 
Cincinnati Times-Star. Following 
World War II, he became advertis- 
ing manager of Capital Airlines, 
and subsequently joined the staff 
of Lewis Edwin Ryan agency, as 


noth 


The Coal Storage Manual covers a subject of vital 
interest to power engineers. As the higher grades 
of coal are gradually mined out, coal grades de- 
cline and problems of storage increase. This Man- 
ual reports comprehensively the cumulated know- 
ledge and experience of the field. Editorial calls 
and surveys indicated the current urgent need for 
the information and reader response proved it. 
503 requests were received from engineers for 885 


ing PROVES 


The Coal Storage Manual 
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copies of this reprint. High reader-interest was 
also verified by a READEX score of 68%. 


This two page article in the March, 1956 issue had 
high reader appeal with a “do it yourself” angle. 
It told how to make a Transmission Line Calcu- 
lator and offered to send cardboard pattern and 
instructions. The fact that it was originally devised 
by Charles Steinmetz and Dr. Edith Clarke of 
General Electric fame naturally gave the idea com- 
plete authenticity and added interest. 1006 readers 
wrote in for the kit. The READEX score was 34%. 


and everyone knows reader response indicates sales productivity 


Readership has always been considered a measure of a 
publication’s worth . . . and justly so, for editorial 
service most certainly remains as the basic reason for 


any publication's existence. 


Now let's take a look at POWER ENGINEERING. 
Initially founded to serve and satisfy the specific job 
interest of power engineers, POWER ENGINEER- 
ING has steadfastly adhered to this principle. Follow- 
ing this dedicated purpose, it has done its job well — 


so say PE’s readers and advertisers, too. 


issue! 


staggering proportions. 


editorial performance. 


@ That’s why PE can guarantee 100% coverage of 
reader interest among power engineers . . . issue-after- 


@ That's why PE’s record of reader response has reached 


@ That’s why PE’s ad volume moves steadily upward . . . 
a direct reflection of the faith advertisers have in PE’s 
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liaison executive for’ the Capital 
Airlines account. 

Mr. Whitman, who has been edi- 
tor of the Journal for 27 years, is 
an expert on aviation, as well as 
on other aspects of military news. 
Two years ago he was national 
president of the Aviation Writers 


s Current Gridiron Club members 
who are trustees of the Journal are 
Roscoe Drummond, New York 
Herald Tribune; Marquis Childs, 


nationally syndicated columnist; 
Lyle C. Wilson, vp of United Press; 
Walter S. Buel, Cleveland Plain 
Dealer; Benjamin McKelway, 
Washington Star; Arthur Sylvester, 
Newark News; Richard L. Wilson, 
Cowles Publications, and Marshall 
McNeil, Houston Press. 

As directors of the Journal, the 
trustees appointed Richard Wil- 
son; Bernard Kilgore, publisher 
of the Wall Street Journal; Joseph 
P. Tumulty Jr., Washington attor- 
ney; Mr. Whitman, and Mrs. 


Brown. 

As a result of today’s appoint- 
ment, the board of directors will 
be increased to seven, with Mr. 
Ames elected exec vp of the board. 
The seventh appointment has not 
been announced. 


Aluminum Window Maker 
Plans Heavy Ad Schedule 
Andrea Mfg. Co., Amityville, 
N.Y., launches a $150,000 ad cam- 
paign this fall in seven major 
markets in the Northeast to pro- 


& 2 >, ee Se br 
Ce ler me es ee! 


49 


mote its line of aluminum storm} cently moved to Harry W. Graff 


windows and doors. 

Andrea, in a two week intensive 
campaign starting Oct. 1, will run 
six one-fourth page newspaper ads 
in addition to using spot radio and 
tv in Baltimore, Harrisburg, Pa., 
Philadelphia, Providence, R.I., Ro- 
chester, N.Y., Syracus, N.Y., and 
Worcester, Mass. Additional ad- 
vertising is planned for the same 
markets later in the fall with the 
campaign being expanded to in- 
clude other cities. The account re- 
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Graphical Boiler Heat Balance. Boiler heat balance is necessary in determining the various thermal 
losses, the relative magnitude of each and in deciding on methods to minimize them. This series of 
articles has been running over a period of months and each has covered in detail one of the impor- 
tant heat losses and has presented a practical chart for making quick and easy computations. The 
May, 1956 article shown above covers “Losses Due to Incomplete Combustion.” Power engineers are 
responsible for maintaining high efficiency and these articles give them practical, usable informa- 
tion to help them in one of their important jobs. It is, therefore, not surprising that this series has 
generated high reader response. The series is still running but already readers have written in for 
373 reprints of charts. The READEX score for the May article is 56%. 
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“the specialized magazine reaching/selling the power specialists” 


Power Engineering 


Rp PE BPA 


110 S$. DEARBORN ST. 


Technical Publishing Company 


® CHICAGO 3, ILLINOIS © DEarborn 2-5446 


Inc.. New York. The previous 
agency was David Youner Asso- 
ciates. 


St. Georges & Keyes Adds 
Texas Brands, New Company 

Texas Brands Inc., San Antonio, 
has appointed St. Georges & Keyes, 
New York, to handle its advertis- 
ing. The company was created in 
a merger of three food processing 
concerns in southern Texas—Win- 
ter Garden Processors, Carrizo 
Springs, Crystal City Canneries, 
Crystal City and Schmidt Canning 
Co., San Benito. 

The company, which processes 
some 30 canned or frozen cooked 
foods under the “Texas Brands” 
label, will break a newspaper cam- 
paign in the New York metropoli- 
tan area Oct. 15. Winston H. 
Thornburg, at one time with Heck- 
er Products Corp., has been ap- 
pointed vp in charge of advertis- 
ing and merchandising. 


RADIO 


no matter 
what © 


people may 
be doing! 


° * 
Politz finds... 
... that RADIO is the ONLY 
medium which commands 
people’s attention while 
they are DOING SOMETHING 
ELSE. Radio is a constant, 
friendly companion in peo- 
ple’s lives, present almost 
wherever they go or what- 
ever else they do, aii around 
the clock. 


In Southern Kew England— 
where the average per capi- 
ta income is 13% above 
U.S. average—67.2% of the 
total adult population listens 
to radio on the average day. 
Almost 4 TIMES as many 
people listen to WTIC as to 
any other station serving 
the area, 
* alfred Politz Research, Inc. 

For information on this 


rich Southern New England 
Market 


call CHRISTAL 


or write directly to 


HARTFORD 
CONNECTICUT 


SELLS | 
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Agricultura 
RP Nenee §REACHES THE RICHEST 
FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 
America. They rely on Agricultura, because it delivers the leading audited on-the-farm 
circulation . . . stresses U. S. products . .. demonstrates the latest and best in farming 


methods. 
WRITE FOR MARKET AND MEDIA BOOKLET 


Agricultura de las Americas 


“The Magazine of Modern Farming for Latin America” 
GRAPHIC ARTS BLDG., KANSAS CITY 5, MO. 
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Houston, Sept. 4—Sales of tele- 
vision sets will grow from the cur- 
rent 7,500,000 annually to 9,000,000 
within five years, it was predicted 
by Dr. Alan B. DuMont, board 
chairman of Alan B. DuMont 
Laboratories Inc. 

He was keynote speaker at the 
fourth annual Texas Electronics 
Assn. clinic and fair. 

“Normal new set buyers should 
continue to account for at least 
4,000,000 receivers a year,” Dr. 
DuMont said. “Within five years 
I think about 5,000,000 sets a year 
will be scrapped and will be re- 
placed. If and when color televi- 
sion catches hold, this schedule 
|will be accelerated.” 


| Other speakers told association 


| practically here. A group of Hous- 
;ton members disclosed that the 
University of Houston will offer 
courses in color tv for servicemen 
‘and dealers, beginning Sept. 17. 


in a series showing the “little extras” at 


Bertsch & Cooper that make service so extra good 


* Only B +C offers you Typography + Electrotypes under one roof. 


What does that mean? Well, from lock-up to our foundry takes seconds, 


not hours. One phone call does it all. One supplier takes all responsibility. 


And you’ll be one happy production man...very happy because 


you’ll have the finest plates you can buy! 


BERTSCH + COOPER 


A DIVISION OF AMERICAN TYPESETTING CORPORATION 


1147 West Jackson Blvd., Chicago »* MOnroe 6-5200 


Largest facilities in America . . . for complete typographic, 
electrotype, newspaper mat, film positive service 


members that color television is| 


Annual Sales of Television Sets Will Hit 
9,000,000 in Five Years, DuMont Predicts 


Dr. DuMont also predicted that 
the current “shakedown” of pro- 
ducers will ultimately reduce the 
number of sets sold through dis- 
count houses and feature the mass- 
volume producers who sell com- 
plete appliance lines through 
advertising and good dealer con- 
nections. 


s “My belief is that we will end 
up with three types of producers,” 
|he said. “First will be the large, 
|mass-volume producers with full 
appliance lines who will continue 
to get a major volume of the busi- 
jness through advertising and 
| merchandising power and distri- 
|bution through volume distribu- 


tors. 

“Probably there will always be 
a second group of fringe produc- 
ers. They will operate without 
much concern for quality and 
without original design or engi- 
neering. They assemble and sell 
strictly on a price basis. 

“I see a third group of manu- 
facturers remaining after the in- 
dustry settles down. This group, 
in order to survive, must build 
receivers of a quality consistently 
superior to the mass merchandis- 
ers. Their merchandise will be 
sold through selected retailers, and 
will be less apt to find its way 
into discount outlets.” 


# Dr. DuMont continued: “I doubt 
that the ideal color picture tube 
has yet been developed. When col- 
or television receivers can be sold 
in mass quantities at a profit, then 
a completely new potential mar- 
ket can be opened for all branches 
of our industry—including serv- 
ice. Frankly, I think it is some 
years in the future.” 

The general sales manager for 
RCA Victor television division, 
| Joseph P. Bannon, predicted there 
|may be a shortage of color re- 
ceivers by Christmas. He said a 
market survey by Elmo Roper in- 
dicates there are nearly a million 
families ready and able to buy a 
color tv set now at the $495 price. 


® Color tv may set off a selling 
wave that will greatly stimulate 
economic expansion of the nation, 
Mr. Bannon suggested. 

“Thanks to the reality of color, 
people will see things they have 
never seen before—new houses, 
new cars, vacation spots and all 
the new uses of our leisure time,” 
Mr. Bannon pointed out. 

Keeping track of the market de- 
'mand for television sets is now 
‘almost as much automation as 
production of tv sets themselves, 
commented Arthur L. Chapman, 
‘vp for manufacturing, Sylvania 
Electric Products. 


® “With automation,” Mr. Chap- 
man said, “the manufacturer can 
gear his production much more 
closely to the demands of the pub- 
lic as it pertains to types and 
models of sets. It will be easier to 
spot and eliminate a set that is not 
quite up to perfection, and the 
manufacturer will be in a position 
to eliminate it more quickly from 
‘his production schedule. 

| “Sylvania recently opened its 
'data processing center in Camillus, 
_N.Y., a type of administration au- 
tomation that is the first of its 
type in the country. 

“Through this system we can 
detect weeks—and perhaps months 
—earlier than heretofore, how the 
public is reacting to certain of our 
models and products. We there- 
fore are in a position to change 
production schedules and keep our 
plants closely tuned to the pulse 
of the buying public. 

“Through a cross-country sys- 
tem of leased wires, data, reports 
and records from across the nation 
are fed into a Univac computer 
giving us up-to-the-minute infor- 
mation in any given field.” 
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If you have a say in the way a product is packaged... 
Styron : 


deserves your attention é 


Want a three-way ticket to fast sales? Then send your product to market 
in plastic containers made of Styron®! 


Look into Styron 
plastic containers . . . 


your customers will 


THE DOW CHEMICAL COMPANY As you see, these versatile packages have added new dimensions of eye-ap al, 5 
Plestics Sales Dees. Pl 43008 pee _ ret yo en apts eae from pharmaceuticals to 
Midland, Michi solt goods, And they © the same tor you. ‘gee 
Styron containers are available in a tremendously wide range of sizes, shapes 
Gentlemen: Please rath your free catalog of Styren and colors. But if no stock molded package exactly meets your requirements, 
plastic containers. _ c . : . ahr A " 
experienced Styron molders will team up with Dow Plastics Technical - 
re eee Py aa Service to design one that is right for the job you want done. : 
Could a product-hiding package be costing you impulse sales? Then a change 
Firm Nome —— for the better is in order. Send for the free 48-page Styron catalog of packages 


today. There’s a wealth of profitable packaging ideas in it for you. THE DOW 
CHEMICAL company, Midland, Michigan. 


you can depend on DOW PLASTICS : 
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FLUENCE 


ARMY TIMES, Air Force Times and Navy 
Times, the network of service weeklies, pro- 
vide the beginning and support the growth of 
influence among the 3,000,000 members of the 
U.S. Armed Forces and their dependents. 


THE THINKING they develop, the buying 
habits they form are carried back to civilian 


IS A LIVING, 
GROWING THING 


WHETHER YOURS is an institutional 
story or a direct consumer sales approach, 
advertising in Army Times, Air Force Times 
and Navy Times will plant its seed and nur- 
ture its growth. Wherever they are located in 
this wide, wide world, The Times Service 
Weeklies reach these 3,000,000 intelligent, 
well-paid Americans and their dependents 


Advertising Age, September 10, 195¢ 


‘mmr The mark of execs. 


through 15 editions edited to provide their 
basic, essential reading. Space may be bought 
in one, all or any combination of editions to 
match your distribution. 


life. So, while you se// them today, through 
The Times Service Weeklies, you help formu- 
late opinions and buying habits that last a 
lifetime. 


wel Nage CDR Write for rates, copies, and new market data book, “Timety Facts”. [tte Mow & fe | 


«= ARMY TIMES 
ARMY TIMES PUBLISHING CO. 2020 M. St., N.W., Washington 6, D.C. : 
U.S. OFFICES: Atianta, Chicago, Detroit, Honolulu, Los Angeles, New York, Philadelphia, San Francisco 
FORTIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


ARMY TIMES * AIR FORCE TIMES * NAVY TIMES — 
THE AMERICAN WEEKEND * U.S. COAST GUARD MAGAZINE 


P.A.’s, N.B.—Taylor Forge & Pipe Works, Chicago, will aim its new 
ad campaign specifically at purchasing agents with a series of two- 
color two-page ads in national purchasing magazines and regional 
publications connected with the National Assn. of Purchasing 
Agents. Marsteller, Rickard, Gebhardt & Reed is the agency. 


Orchard Boosts Robinson advertising and sales promotion 
Orchard Paper Co., St. Louis,)™@Mager of the company’s St. 


oc 4 RW. , Louis plant and its Racquette Riv 
as advanced R Robinson to| _. division, Potsdam, N. ¥. Wit. 


| Orchard for the past five years, he 
'most recently was a sales service 
' representative. 


| 
Riverdale Names Alperin VP 
| Rudolph L. Alperin, formerly 
advertising and sales promotior 
director, has been named vp in 
charge of publicity, public rela- 
tions and store promotions of Riv- 
erdale Drapery Fabrics, New York 
a division of United Merchants & 
| omeincarars Inc. 
| 
John L. Zimmer Named 

John L. Zimmer, formerly wit. 
Ted Bates & Co., has joined Cun- 
ningham & Walsh, New York, a: 
executive producer and assistant 
to Edward H. Mahoney, vp and ra- 
dio-tv director. 


1,193,444 
LINES OF 
RETAIL GROCERY 


The Riverside Press & Enterprise pub- 
lishes more retail grocery advertising 
than 3 of the 4 Los Angeles newspapers. 


they Buy More because they Have More! 


> It’s Bic . . . over 600,000 population. 


@ There’s plenty of sweet sales music in Indianapolis for 
“hi-fi,” phonograph, TV, radio and house furnishings man- 
ufacturers. Sales of furniture-household-radio stores are 
22% above the national average.* But this is just a beauti- 
ful prelude to the fast and lively movement that awaits 
all products in the rich Indianapolis market . . . 7th ranking 
in retail sales per capita among cities of 600,000 or over.* 
You're invited to join the happy sales band in Indian- 
apolis where you get all these additional advantages: 


> It’s Sreapy . . . unsurpassed for diversification and 


balance of industry and agriculture. L. A. EXAMINER 


L. A. TIMES 


840,593 Lines* 
1,348,630 Lines* 
L. A. MIRROR-NEWS 935,700 Lines 
L. A. HERALD EXPRESS 635,761 Lines 

*Daily and Sunday 


> It’s Eastty REACHED .. . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Indianapolis Star 
and The Indianapolis News. Write for complete market data. 


RIVERSIDE DAILY PRESS 
AND ENTERPRISE 
1,193,444 
LINES 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Sales Management, Survey of Buying Power, May 10, 1956 


PRESS and ENTERPRIS 
RIVERSIDE, CALIFORNIA © 
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Canadian Catholic 
Leaders Point to 
Ad, Credit ‘Perils’ 


Ortrawa, Ont., Sept. 4—The 
Canadian Catholic Conference, 
in a Labor Day message issued 
from its Ottawa headquarters, 
said that advertising and in-| 
stalment buying are driving| 
workers into the hands of 
money lenders. The conference 
called on labor and government 
to encourage thrift, cut abuse 
by loan companies and limit) 


Pemco Issues ‘Premium 
Book of Ceramic Ware’ 


Pemco Corp., 5601 Eastern Ave., 


Baltimore, maker of porcelain and 
glaze frits and pottery arts sup- 
plies, has issued a “Premium Book 
of Ceramic Ware.” The 57-page 
spirai-bound catalog, 
scribes and 
artware and dinnerware, is de- 
signed for use by sales promotion 
managers in the major appliance 
field as an aid in their merchan- 
dising planning. 


which de- 
illustrates ceramic 


The book is the first collection 


of ceramic wares for premium use 
featuring products of a number of 


“ey ; ini ” | 
irresponsible publicity. | different manufacturers, according 


The conference (the organi- 
zation of Canada’s Roman Cath- 


to Pemco. The catalog, which al- 
ready has been distributed to more 


olic bishops and archbishops) | than 200 appliance manufacturi 


charged that “powerful eco-| 
nomic and financial combina- | 
tions are pushing the little man 
into obscurity.” 

“An increasingly modern dis- | 
ease is the desire to consume) 
goods beyond the limits of rea- 
sonable need,” the statement, 
issued Friday, said. 


s “Modern advertising, driven 
by an ever-larger production of 
goods, strives ceaselessly and 
by all means to create a climate 
of opinion in which men ane 
women are never satisfied but 
must, to be ‘normal,’ buy more | 
and more material possessions. | 

“To make this possible, cred- | 
it is freely extended by mer- 
chants and others so that most 
things may be had on ‘time! 
payments.’ 

“In the struggle to meet these | 
payments (to which substantial 
interest charges have been add- | 
ed), those whose earnings are 
sufficient for all reasonable’) 
needs find themselves living | 
from hand to mouth and falling 
into the hands of money lend- 
ers.” 

“Nowadays, when powerful 
economic and financial com- 
binations are pushing the little 
man into obscurity, the Holy 
Father [Pope Pius] champions 
man’s natural right,” the mes- 
sage added. 


@ The message said the Ca- 
nadian bishops have consistent- 
ly encouraged workers to join 
labor unions. Labor must use its 
new strength and authority for 
the betterment of the existing 
social order, it added. 

The statement, which called 
progress in labor-management 
relations “the highlight of the 
year,” said unions need to 
show initiative in the fields of 
labor-management relations, ec- 
onomic cooperation, housing 
“and in the general field of fi- 
nance, with special emphasis on 
credit, insurance and taxation.” 

“In short, organized labor 
must move into that area 
where morality, economics and 
social behavior are inextricably 
meshed,” it added. “If this is 
done, many of the still-unor- 
ganized workers of Canada will 
be attracted into the household 
of organized labor.” 

The statement said that only 
the “fringe” had been touched 
in solving the housing problem 
and warned that automation 
will raise a host of new prob- 
lems “that must be solved if 
technological progress is not to 
degenerate into another instru- 
ment of corruption.” 


Publicity Clinic Set at UCLA 

The Publicity Club of Los 
Angeles and the University of 
California at Los Angeles will 
co-sponsor the third annual 
publicity clinic in an all-day! 
seminar to be held Oct. 18 at 
UCLA. Harry L. Lechtman, City 
of Hope, will represent the 


Publicity Club. Robert Harris, 
director of the graduate school 
of journalism, will coordinate 
activities for UCLA. 


companies, is ava 
charge to sales pro 
tising and marke 
who did not rece 
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‘Modern Medicin: 
The “1956 Mo 
Medical Market G 
| published by Mo 
| Publications, 84 S. 
neapolis. The 194-; 
tains information 

of population, dru; 
cians, prescription 
purchases and othe 
graphic area, stat 
The guide also pr« 
tion on incidence o 


cians, manufactur: 
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and deaths, moverr 
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without | promotional expenditures, effective among 81 selected companies about 
. adver-/ readership costs of journal] adver- | their contributions to higher edu- 
anagers | tising and other facts. It is avail-| cation. Of the 72 replying to the 
initial able from the publisher at $10 a survey (covering the years 1952 
copy. |and 1955), 49 made contributions 

‘in 1955 which totaled $21,442,794, 
as against 38 which contributed 


| to Higher Education $8,176,455 in 1952. The survey was 


pages A recently published booklet, | made by the Council for Financial 
Medicine | Management Is Doing a Job,” | Aid to Education, 6 E. 45ih St., 
. i York. 

St. Min- | gives the results of a survey made | New 

0k con- 

tribution 

Ss, physi- | : : . 

hospital | Imprinting— our specialty! 

by geo- @ Magazines § Booklets 

@ Catalogs Folders 

re Sersen’s Mail somple fer Quotation or Phone us to Call 

ey CHesapeake 3-2050 
el IMPRINTING, Inc. 17 oo insets St. CHICAGO 7 


Here is a model of WRC and WRC-TV’s new $4- 
million plant —the first ever built from the ground up 
specifically for Color Television. This is another giant 
step in NBC’s development of complete local facilities 
for nationwide color-casting. By Fall of 1957, NBC's 
key stations in the Capital will be serving their adver- 
tisers, their audiences and the nation from the most 


advanced structure of its kind. 


For advertisers, it represents the newest, most dynamic 
approach to a market of consumers with the largest 


family income in the country. 


WRC and WRC-TV. . . soo 2: (eg) 


A MODEL OF PROGRESS 


For Metropolitan Washington, it represents an oppor- 
tunity to see live, local programming in Color, supple- 
menting NBC’s network Color service. 


For the nation, it represents the prospect of seeing 
important events and personalities transmitted from the 
Capital with the total realism of glowing Color. 


This is the building to keep your eye on. It is an integral 
part of booming Washington. It promises a brighter, 
more colorful future for your product, your customers 


SPOT SALES 


NBC LEADERSHIP STATIONS IN WASHINGTON, D.C. 


oF 
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THE PRESs ! 


With full power of 316,000 watts harnessed to the 
1,282 ft. WWTV tower, 48 of Michigan’s 83 counties 
now fall within the coverage area of this most potent 
and powerful Michigan TV station! To put your adver- 
'tising and sales message into the 381,894 TV homes 
reached by the power-FULL picture of WWTV, it would 
require space in 71 daily and weekly newspapers 
within the Channel 13 coverage area. 


Small wonder we changed our headline. 


WWTV “TOPS The Press!” 


TOP tower ............. 4202 Fe 
totter ...........3acoow. 
TOP Programs ..........CBS-ABC 
TUE TWHomes ...........581,804 


The H ( GH spot in Michigan Television 


SPARTON BROADCASTING CO. 


Cadillac, Mich. 


Channel 13 


CBS-ABC WEED TV 


Nat'l Reps. 
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Nielsen Network TV Ratings 


Two Weeks Ending July 28, 1956 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 
TOTAL HOMES REACHED 


Program 
$64,000 Question (Revion, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
$64,000 Challenge (P. Lorillard, Revion, CBS) 

Lawrence Welk Show (Dodge, ABC) ..........ccscecessesseesenenseenersenseennsbansennnnes 
I've Got a Secret (R. J. Reynolds, CBS) 

U. S. Steel Hour (U. S. Steel Corp., CBS) . ECE 
What's My Line (Helene Curtis, Remington, CBS) ieee 

Gunsmoke (Liggett & Myers, CBS) 

20th Century Fox Theater (General Electric, CBS) 

Lux Theater (Lever Bros., NBC) 


F 
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PROGRAM POPULARITY] 


$64,000 Question (Revion, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
$64,000 Challenge (P. Lorillard, Revion, CBS) 
What's My Line (Helene Curtis, Remington, CBS) 
U.S. Steel Hour (U.S. Steel Corp., CBS) 
Lawrence Welk Show (Dodge, ABC) 
I've Got a Secret (R. J. Reynolds, CBS) 

20th Century Fox Theater (General Electric, CBS) 
Gunsmoke (Liggett & Myers, BS) 

Lux Theater (Lever Bros., NBC) 


Nielsen Average Audience** 
TOTAL HOMES REACHED 
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$64,000 Challenge (P. Lorillard, Revion, CBS) 

Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 

I've Got a Secret (R. J. Reynolds, CBS) 

What's My Line (Helene Curtis, eth CBS) 
Gunsmoke (Liggett & Myers, CBS) .. Se Ee ee 
Charles Farrell Show (General “Saray CBS) 

The Millionaire (Colgate-Palmolive, CBS) 

Do You Trust Your Wife (Frigidaire, CBS) seid 


PROGRAM POPULARITY] 
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Program 
$64,000 Challenge (P. Lorillard, Revion, CBS) . 
What's My Line (Helene Curtis, Remington, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
I've Got a Secret (R. J. Reynolds, CBS) 2......cceccccccccces 
Gunsmoke (Liggett & Myers, CBS) 
Do You Trust Your Wife (Frigidaire, CBS) 2.0.0.0... 
Charles Farrell Show (General Foods, CBS) ao 
GE Theater (General Electric, CBS) 
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** Homes reached during the average minute of the program. 
+ Percented ratings are based on ty homes within reach of station facilities and by 


each program. 


NGRAVING 
XPERIENCE 


JAHN &@ OLLIER ELECTRO-MATIC 
ENGRAVING CO. ENGRAVING CO. 
Photoengraving and A Division of Jahn & Ollier 

Offset plates Photoengraving 


817 WEST WASHINGTON BLVD. 10 WEST KINZIE STREET 
CHICAGO * MONROE 66-7080 CHICAGO ¢ DELAWARE 7-1277 


*Free Van Gogh print, suitable for framing. Send your name on your company letterhead. 
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When General Outdoor Advertising lights up the sky for you, you can depend on 
“spectacular” success. 

That’s because GOA men know how to light up the sky. They are spectacular 
specialists— whether they work on the drawing board, the steel skeleton, or screw the 
last light bulb into one of our big day-and-night signs. They know how to use color, 
action, massive size to deliver your selling message, or keep your name in the public eye. 

And GOA gives you more than good design, skilled workmanship. In more than 
1300 GOA markets, you can be sure of choice locations, audited circulation, and 
superior service. 

Let us put “spectacular” sales power to work for you. Call your local GOA office 
or write us in Chicago. 


* a ‘ £, ae 
By z 
73. 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, Illinois 
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FTC Finds Ad Ethics 
Better Except in TV 


(Continued from Page 3) 
first of the year turned up names 
of only two companies whose ad- 
vertising is nationally significant. 

One complaint questions the 
terms of a “14-day free home trial 
offer” for Schick razors. The other 
challenges the tube-count in Em- 
erson transistor radios. 


8 FTC’s efforts these days are di- 
rected chiefly against localized 
and limited gyp situations. Bait 
and switch appliance offers, pho- 
tograph deals, hair and scalp 
treatments, food freezer plans, 
phony correspondence courses, de- 
ceptive collection agencies, fake 
cures for arthritis and rheuma- 
tism—all contributed substantially 
to the “record” 150 anti-deception 
complaints in fiscal 1956. 

At least 26 were violations of 
the wool or fur labeling law, and 
there was a sprinkling of com- 
plaints under the margarine ad- 
vertising act. 

Much of this volume of “petty 
larceny” traffic results, of course, 
from intensely competitive condi- 
tions at the retail level. But much 
of the blame, FTC people say, is 
due to the emergence of radio and 
tv as major. media, ready and will- 
ing to go along with the question- 
able methods of hit-and-run pro- 
moters, in their opinion. 


# From the FTC point of view, tv 
is a big offender, even where na- 
tional advertisers are concerned. 
“There may be nothing wrong 
with the script,” says one investi- 
gator. “But there also may be an 
implication in the voice or the 
picture which implies something 
which is far from the truth. 

“But how do we get that kind 
of thing into evidence in a hear- 
ing?” 

Under orders from the Senate 
appropriations committee, the com- 
mission currently is putting the 
finishing touches on a plan to 
sharpen up its supervision of radio 
and tv. 

Until now, broadcast media have 
been treated like any other. In an 
average four week period, the 
commission’s staff reads over near- 
ly 1,000 radio and tv commercials, 
obtained daily on a sample basis 
which assures coverage of every 
station in the country at least three 
times a year. In the same four 
week period, the staff thumbs 
through 550 newspapers and per- 
haps 30 magazines. 


® Since FTC has jurisdiction only 
over advertising involving inter- 
state commerce, it is helpless to 
deal with many radio and tv com- 
mercials or with newspaper ads 
circulated largely within a state. 
To make a case, the commission 
must be able to show the ad is 


likely to generate a business trans- | 
action which will cross a state line. | 


In this respect, Washington, 
D. C., merchants are doubly un- 
lucky. Everything they do is under 
federal jurisdiction. Moreover, the 
entire FTC staff, members of its 
families and their wide circles of 
friends constitute an army of vol- 
unteer agents ready and anxious 
to pounce on offenders. 

Needless to say, the docket is 
heavy with bait and switch, ficti- 
tious pricing, food freezer and 
false labeling cases, sometimes in- 
volving slips by even the more 
reputable establishments. 


# In the past, FTC has been re- 
luctant to concentrate on radio and 
tv, partly because this area is 
primarily the responsibility of the 
Federal Communications Commis- 
sion. When the new drive starts, 
FTC hopes to develop a liaison ar- 
rangement, so that FCC will be in- 


formed about stations which are 
carrying questionable broadcasts 
outside the FTC’s jurisdiction. 

Under the new plan, FTC ex- 
pects actually to monitor the radio 
and tv broadcasts. In this way it 
hopes to find out how the broad- 
cast differs from the prepared 
script. 

Among the personnel responsible 
for this tightened control over tv 
there is some concern over the 
budgetary problems involved. Vir- 
tually all of the $1,000,000 budget 
increase for FTC this year was 
earmarked for enforcement of 
anti-merger and fur labeling laws. 


® The commission is committed 
to operate the radio and tv mon- 
itoring program on a nationwide 
basis through diversion of funds 
from other normal activities. 


“Yet,” said one competent 
source, “the average reputable 
business man probably has more at 
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troublesome category), margarine 
ads (where farm bloc congressmen 
have been demanding action), 360 
cigaret ads (to check compliance 


stake in this drive to get the syP | 
advertiser off the air than he does with the commission’s new tobacco 


in the merger battle. | advertising code) and 209 adver- 
“After all, he is directly hurt tisements for dentifrices (indicat- 
when he faces a competitor who ing concern about claims for some 
uses dishonest advertising. And of the new miracle dental prod- 
sometimes he is forced to resort to | ucts). 
the same tactics himself, or to! In its drives against the “petty 
suffer serious injury.” larceny” type of petty offender, 
While at least half the com- | FTC has used consent orders on a 
plaints processed by the staff wide scale, in order to achieve its 
originate with the public, or with ‘ends without lengthy litigation. 
business men who are annoyed by | Under these orders, the offender 
their competitors’ practices, break- mends his ways. But the order 
downs of the ads set aside for! does not constitute an admission 
further study by the commission’s of guilt which could be used for 


|own survey staff are probably a) 
good indication of the types of ad- 
vertising which are known to 
cause the most trouble. 


= In one four-week period, the) 
“loot” included 40 ads for anal-| 
gesic pills, relief of hemorrhoids, 


cures. Also included: Ads for 


nursery products (a particularly 


counter-irritants and arthritis/us 


| private oma actions. 


& From the shharviows, it seemed 
clear that the commission experi- 
ences virtually no concern over | 
most established national adver-| 
' tisers. “They are fully conscious of 
/us, and they do their best to avoid 
»” one official quipped. 

While the commission obtains 
scripts of all commercials broad- 


cast by radio and tv stations in its 
daily sample, it does not require 
text of transcribed announcements. 

“Stations provide a list of these 
announcements. We look over the 
list, and in most cases we know 
the company or its agency. We 
know they understand their re- 
sponsibilities and that they are not 
likely to do anything which re- 
quires attention,” it was said. 

Some of the most persistent 
problems involving reputable com- 
panies are being met increasingly 
through industry-wide action. Af- 
ter 10 years of fruitless litigation, 
the commission two years ago in- 
vited tobacco companies to a con- 
ference to discuss the elimination 
of questionable medical claims. 


s After a year’s experience with 
the tobacco advertising code, FTC’s 
staff is excited about the results. 
“The improvement in cigaret ad- 
vertising has been tremendous,” 
said one staff member after anoth- 
er. 

Similarly when the commission 
issued complaints against 41 of its 
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most prominent members, the 
health and accident insurance in- 
dustry promptly drafted its own 
advertising code, steering clear of 
ogc which FTC was challeng- 

g. 

The nursery products industry, 
which has a long history of FTC 
trouble, is trying a new trade 
practice code. And there is talk of 
an effort to use the tobacco indus- 
try’s experience as a basis for a 
new effort to deal with toothpaste 
claims. 

Despite the small number of 
complaints against national adver- 
tisers, there would be no lack of 
inclination to crack down, if com- 
plaints could be made to “stick.” 


s Experienced FTC staff members 
feel advertising is “substantially 
better, but more subtle” than 10 
years ago. “There is often quite a 
difference between what has ac- 
tually been said and what is said.” 

This is particularly true in radio 
and tv, according to several of the 
officials who were interviewed. 
FTC hopes to ensnare some of 


these offenders when it starts 
monitoring tv shows this fall. 

Commissioner Lowell Mason has 
had some unflattering observations 
about the effectiveness of radio 
and tv’s self regulation in this 
field, and his point of view seems 
to be widely shared at the staff 
level. 

In a speech at the Harvard busi- 
ness school last March, he ex- 
claimed that he thought the indus- 
try’s “seal” served no function at 
all, other than “to give a false 
sense of security to the gimmick 
purchaser.” 


® Similarly, one top FTC staffer 
told AA he thought the broadcast- 
ing industry ought to do a more 
vigorous job of self regulation if 
it wants to “maintain the value of 
the medium.” 

In some instances, the “subtle” 
quasi-honest advertising accom- 
plishes its purpose, it is said, 
through reference to wonder drugs 
which may not be in the product 
at all, or through pictures of doc- 
tors and dentists, implying scien- 


ee eee ek ee eee 


tific endorsement whic! the prod- 
uct does not actually have 
Sometimes the clairs 
controversial that FT\ 
funds or research :. 
knock them down. 


are so 
lacks the 
sources to 


Chlorophyll ads are « case in 
point. Complaints were issued 
against at least a doz) products. 
But the commission la:ks conclu- 


sive research results | 
cease and desist orde:. 


justify a 


# Gasoline additives «re another 
good example. Early this year, 
members of the House appropria- 
tions committee were demanding a 
crackdown on some o! the claims 
for more mileage and other ben- 
efits. 

But FTC staff members candidly 
conceded they saw no hope of 
achieving anything without ex- 


haustive laboratory tests involving | 
hundreds of thousands of dollars. | 


In the end, they say privately, it 
is doubtful if any real public 
service would be performed by a 
cease and desist order against this 
type of advertising. 


Sometimes a drug ad hinges on 
the potential benefit of a wonder 
drug which is in the product. In 
some instances, the wonder drug 
is actually present in small quan- 
tities—enough to open the way for 
scientific evidence that is difficult 
to rebut. 


® Recent FTC decisions demon- 
strate that cases involving scien- 
tific proof are increasingly tough 
to prosecute. In May, for example, 
the commission dropped its cele- 
brated complaint against battery 
additive AD-X2. In its decision, 
FTC preferred to accept testimony 
of qualified users ahead of testing 
results submitted by the National 
Bureau of Standards. 

At that same time, a hearing ex- 
aminer recommended that FTC 
drop the complaint it has issued 
against Evis water conditioner. 
Summing up the record of scien- 
tific and consumer testimony, the 
examiner said the device appears 
to operate on a principle unknown 
to or unrecognized by present-day 
science. 
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IMPACT in Engineering Society magazines is set in 
8-point type and commands the interest and attention of 
170,000 engineers who specify and buy for industry ! 


Engineering Society publications need no frosting or window trimming 
to hold the interest or command the respect and intensive readership 
they enjoy. To an accredited Society engineer, the graphs and 

formulae and solid type found in the pages of these magazines give the 
facts and data so essential to the work in his field. They are the 

very bone and muscle of engineering progress. And that is the reason 
these publications are...and always have been...written by the 
acknowledged leaders in the field and published exclusively for the 
benefit of trained engineers. 


Influencing these men who have proved their qualifications for 
Engineering Society membership will help you sell to industry. 

In the pages of Society publications, you present your products to the 
world’s most selective and influential audience ...170,000 accredited 
engineers who specify and buy. They are your best prospects throughout 
every industry. For proof, call any of the publications listed below. 


*If you'd like to know what this equation means, we'll be happy to elaborate! 


Remember...engineers are educated to specify and buy! 


MECHAN 
ENGINEER ING 
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“The scientists admit,” he said, 
“that they do not understand the 
theory of its operation and wiil not 
preclude that it may operate as 
represented. 


8 “In view of this possibility,”, he 
concluded, “and the conviction that 
the burden of proof has not been 
sustained, we must not take the 
risk of interfering with the devel- 
opment of a device which may 
prove to be the first practical ap- 
plication of a scientific principle 
heretofore undiscovered.” 

Conflicting scientific testimony 
has caused many cases, including 
cases involving medical items, to 
drag through the courts and com- 
mission for 10 years or more. Of- 
ten after one trip to court, such 
cases are remanded to the com- 
mission for further hearings and 
reconsideration. 

“Cases involving scientific opin- 
ion can be dragged out indefinite- 
ly,” one official admitted. “They 
can be dragged out just as long as 
the party wishes, simply by pour- 
ing in money. Parties can buy 
time as long as they are willing to 
pay for it.” 


Kratt Foods Promotes 
J. R. Blocki, J. J. Wallner 

Kraft Foods Co., Chicago, has 
advanced J. R. Blocki, formerly 


manager of advertising services, 
to advertising manager for con- 


J. R. Blocki J. J. Waliner 
fections and Kraft oil. He succeeds 
T. E. Chantron, who has resigned. 

Succeeding Mr. Blocki as man- 
ager of advertising services is J. 
J. Wallner, who has been assistant 
advertising manager for oil prod- 
ucts. 


Beaumont & Hohman Gets I-Pop 

Instant Beverage Inc. and Inter- 
national Beverage Inc., Palo Alito, 
have appointed Beaumont & Hoh- 
man Inc., San Francisco, to handle 
advertising for I-Pop, a carbonated 
soft drink mix available in six 
fruit flavors. Instantly effervescent 
on the addition of water and ice 
cubes, I-Pop is packaged in powder 
form and retains its carbonating 
action after long shelf life. 


Miller Electric Manufacturing Company 
Appleton, Wis. " 


From basement workshop to 85,000 sq. ft. of 
air-conditioned factery in 26 yeers is the stury of 
Miller Electric. Here 400 employees make the 
world’s most complete line of arc welders. 


Typical of their 100,000 neighbors, these folks 
bring the solid confidence of security with them 
to the merket place; they can well afford to buy, 
and do....relying on the POST-CRESCENT for 
product and purchese guidence. : 


95% of them read “‘their’ newspaper. They 


should: it’s Wisconsin's first_in editorial lineage, 
and second in advertising volume, 


APPLETON PosT-CRESCENT 


KEN KE. DAVIS, MANAGER, GEN'L ADVERTICING 
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A CARTFUL OF STA- 
PLERS — Swingin’ 
along with 
Swingline is a 
character - in - a- 
hurry with feet 
in motion, offer- 
ing “Come and 
get it!” The full- 
color motion dis- 
play for windows 
and counters is 
being introduced 
by Swingline 
Inc., Long Island 
City, for use with 
its Jeweltone 


lt only takes ONE in Green Bay to move goods and services. ; SS ee 


(4 colors or baw) an E GREEN BAY ye Geer-Murray Moves Office 

Geer-Murray, Oshkosh, Wis., has 
Phil McClosky » Manager moved its offices to a new quarters 
General Advertising at 206 Algoma Blvd. 


Conventions 


Sept. 16-17. Midwest Newspaper Ad- 
vertising Executives Assn., fall meeting, 
| Fort Des Moines Hotel, Des Moines, Ia. 
| Sept. 16-18. 7th District, Advertising 
| Federation of America, Baton Rouge, La. 
| Sept. 19-22. Advertising Typographers 
| Assn. of America, 30th annual convention, 
| Forest Hills Hotei, Franconia, N. H. 
| Sept. 21-22. 8th District, Advertising 
Federation of America, Milwaukee. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 
| Sept. 23-28. Newspaper Food Editors 
Conference, Waldorf-Astoria Hotel, New 
York. 

Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
N.Y 

Sept. 27-28. First Annual Newspaper 
| ROP Color Conference, sponsored by the 
| American Assn. of Newspaper Represent- 
atives, Advertising Agency Production 

Men's Club of Chicago and Art Directors 
Club of Chicago, Sheraton Hotel, Chicago 


| Oct. 1-3. Direct Mail Advertising Assn.., 
j}annual convention, Hotel Statler, New 

ave use ie 
Oct. 4-5. American Assn. of Advertising 


Agencies, Central Region, Sheraton-Black- 
stone Hotel, Chicago. 

Oct. 5-6. Midwestern Advertising Agen- 
cy Network, 4th quarterly meeting, Edge- 
water Beach Hotel, Chicago. 

Oct. 7-10. American Assn. of Advertis- 
ing Agencies, Western Region, Hotel Del 
Coronado, Coronado, Cal. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and ex- 


hibit, Hotel Statler, Detroit. 
* | Oct. 11-13. Pennsylvania Newspaper 
Publishers Assn., annual convention. 
’ 


Bellevue-Stratford Hotel, Philadelphia 
Oct. 12-14. Intercity Conference of 

Women's Advertising Clubs, Minneapolis. 

| Oct. 12-14. 3rd District, Advertising Fed- 
eration of America, Charlotte, N.C. 

| Oct. 15-16. Inland Daily Press Assn., 

| annual meeting, Drake Hotel, Chicago. 

| Oct. 15-16. Agricultural Publishers Assn., 

| annual convention, Chicago Athletic Assn., 

| Chicago. 

Oct. 15-19. 53rd annual National Busi- 


WFAA leads in North Texas in every | ness Show, New York Coliseum. 


Twenty-four top American companies have 
been advertising on radio station WFAA ten 
years or more. Among them are such names 
as R. J. Reynolds Tobacco Company, Plough 
Sales Corporation, Quaker Oats Company, 
The Mennen Company, Fant Milling Com- 
pany, and others of similar caliber. 


category* Oct. 17-18. National Business Publica- 
log | tions, Chicago regional conference, Sher- 
_aton-Blackstone Hotel. 
Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
... in General News Coverage Cutan. 
Oct. 19-20. American Assn. of Adver- 
(More listeners prefer WFAA-820 news than a ce. Pa, 
. P | Aurora Inn, Aurora, O. 
the next 3 stations combined) Oct. 22-23. Boston Conference on Dis- 
| tribution, Hotel Statler, Boston. 
Oct. 22-23. New England Newspaper 
Advertising Executives Assn., Parker 


| 
Farm News verage | House, Boston. 
cooln Co | Oct. 22-24. Assn. of National Advertis- 
M o ; N rth |ers, annual meeting, Drake Hotel, Chicago. 
(Murray Cox’s farm coverage is among No Nov. 11-15. Outdoor Advertising Assn. 


f i i ¢ America, Hotel Ambassador, Los An- 
Texas’ Top 10 in popularity) af ieee, Sas Senna n 


Nov. 13-14. National Business Publi- 
cations, New York regional conference, 


eee in Programming Plaza Hotel. 
Nov. 15-17. Southern Newspaper Pub- 


(8 of the Top 10 programs in North Texas | ietae an ate Dee Beene 


are WFAA-produced) Nov. 27-28. American Assn. of Adver- 
tising Agencies, Eastern Region, Hotel 


Roosevelt, New York. 
| Nov. 29. Advertising Research Founda- 


in Listenership tion, 2nd annual conference, Hotel Am- 
ese bassador, New York. 


(of 109 stations WFAA leads decisively in both 
daytime and nighttime audiences) Publishes Diocese Paper 
The Roman Catholic diocese of 


Burlington will begin publishing a 

: A i new weekly newspaper the first 

If you want to buy the biggest audience in wast in Guteher. She meee wilt be 

the biggest Texas market, talk to your Petry ‘the Vermont Catholic Tribune; it 

man now! will succeed the Vermont edition 
{of Our Sunday Visitor. 


Why have these big names remained con- 
sistent advertisers on WFAA? 


Because they know when they have a 
winner. 


50,000 WATTS 5,000 WATTS 


DALLAS 


NBC ¢ ABC ¢ TQN 
Edward Petry & Co., Inc., Representatives 


*Whan Study, A. C. Nielsen, N.S.I. 
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} IN NORTHERN CALIFORNIA IT'S 
. “THE SAN FRANCISCO EXAMINER... =f 


First in circulation and first in advertising, 


The Examiner is Northern California’s Newspaper Number One 


i MH ra : “2 
oe ca 


l ioe uc Represented by Hearst Advertising Service, Inc., Offices in all principal cities 
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to data compiled by Price Water- 
$10,196,000 in July house & Co. for the Station Repre- 

Spot radio sales for July totaled | sentatives Assn., New York. The 
an estimated $10,196,000, according | estimates are based on reports pro- 


vided by the members of the asso- 


ciation. The group said that spot 
30,000 tonnage buyers of 
metals DAILY 


Spot Radio Sales Reached 


radio business for the first seven 
with... 


months of 1956 is running 20.6% 
ahead of last year’s levels. 
American Metal Market 
1899 Tha Metal 


Storer Boosts Schofield 
Since 
Industry's Dolly Newspeper 


Arthur C. Schofield has been 
named vp in charge of advertising 
18 Cliff St., New York 38, N. Y. 


and promotion of Storer Broad- 


casting Co., Miami. Mr. Schofield, 
who joined Storer in February, 
1952, has been director of adver- 


Storer group of radio and tv sta- 
tions. 


Lockhart to Interstate Papers 

M. A. Lockhart, formerly sales 
representative for Associated Pub- 
lishers Inc., has joined Interstate 
United Newspapers, New York, as 
sales manager. 


ADVERTISING 


..- WE'VE GOT MORE 


BOTH OTHER PAPERS... 


LINAGE THAN 


ADVERTISING 


LINAGE 


15,989,230 


FIRST 

SIX 
MONTHS 
1956 


> 


POST 


PRESS 
9,277,259 
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réud AFTER 43 YEARS OF 
LEADERSHIP WE'RE 
STILL GROWIN'! 


CHRONICLE 


JOHN T. JONES, JR., President 


R. W. MeCARTHY, Advertising Director 
M. J. GIBBONS, General Advertising Mor. 


THE BRANHAM COMPANY—National Representatives 


cults! 
= 


HOUSTON 


tising and sales promotion for the | 


Advertising Age, September 10, 1956 


SAS PURE Ya 


CHRISTMAS-ALL-YEAR—Taylor Wine Co., Hammondsport, N. Y., will use 

these gift cartons in full color through the year to help retailers 

enlarge their share of the gift business. The champagne carton 

cradles the bottle to keep the cork wet, and the still wine carton 

has tabs which can be slipped easily into the front panel to identify 

the wine selected. The company’s agency is D’Arcy Advertising 
Co., New York. 


promotion money to the center’s 
managements. These contributions 


Shopping Center 
| were based on a flat fee in 82.1% 
Drug Stores 242 Times Were based on a flat fee in 82.1% 


as Big as Average ‘sales in 17.9%. 


New York, Sept. 4—Although | Crane Co. Ties in with 

| drug stores in shopping centers Plumbing-Heating-Cooling 
|represent only 3.5% of all drug; Crane Co., Chicago, has report- 
‘ go, po 

| stores in the U. S., they accounted eq “tremendous response” to its 
for almost 9% of total drug store August sales promotion program, 
sales in the year ended June 30, “Operation Pay Off,” for which 
according to a new study published the company purchased 29,000 
|by American Druggist. | $6.95 bathroom scales to be sold 


| The study disclosed that there 
}are 1,680 of these drug stores lo- 
cated in 1,560 shopping centers. 
| Sales of these stores for a 12- 
| mene period ending June 30 to- 
taled $434,850,000. 
The shopping center drug store 

is more than twice as big as the 

average U. S. drug store, according 
|to American Druggist. 
| Five years ago, there were about 
|350 shopping center drug stores. 
| By 1980, American Druggist pre- 
| dicts, there will be at least 10,000 
‘such stores—20% of all 
| stores in the nation. 


= Newspapers constituted the 
|most popular advertising medium 
|among shopping center druggists, 
|with 67.3% revealing that they 
|used this medium. Other popular 
media were handbills (548%), 
lradio (423%), 
| (36.5%) and television (26%). 

A total of 94.1% of the druggists 
said each merchant in their respec- 
tive shopping centers contributed 


drug) 


direct mail) 


| by its dealers at a suggested price 
| of $2.99. The scale purchase, big- 
gest single bath scale order on 
record, according to Crane, ties in 
| with the August Plumbing-Heat- 
| ing-Cooling month set by the Bet- 
ter Heating-Cooling Council (AA, 
| Aug. 27). 

Crane’s scale promotion was de- 
| signed to draw people into deal- 
| ers’ showrooms and get them in- 
jterested in Crane plumbing, 
| heating and kitchens. Crane sup- 
plemented the scale attraction with 
dealer promotion kits containing 
posters, window streamers, display 
ecards, balloons for children and 
reproductions of tie-in magazine 
ads. 


Carey Uses 13-Page Insert 

Philip Carey Mfg. Co., Cincin- 
nati maker of building products, 
ran a 13-page b&w bleed insert in 
Business Week Sept. 8. The insert 
was the second largest ever car- 
| ried by the magazine. Farson, Huff 
& Northlich is the agency. 


selling role: 


ADVERTISERS AIMING 


FOR A NATIONWIDE MARKET ON THE MOVE ARE 


WENDELL D. “PETE” MOORE, Assistant Sales Manager in charge of Advertising 
and Sales Promotion for Chrysier’s Dodge Division, counts on SPOT’S selective 


“WITH GREATER SUBURBAN GROWTH AND INCREASED USE OF CARS FOR 
COMMUTING, SPOT RADIO IN EARLY MORNING AND LATE AFTERNOON NOW 
REACHES A GREATER AUDIENCE THAN EVER BEFORE. 


“SPOT RADIO IS ESSENTIAL TO 


ADVERTISING EFFORT!” 


BALANCED, OVERALL PROMOTIONAL OR 


ANY 
SPOT SALES 
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‘It doesnt take gigantic budgets | 
to use Spot-T'V successfully; | 


says Harry G. Schierholz, ; 
Chicago Food Broker, * 
reporting results : 
produced by Station WBKB 


Sounds like you're sold on spot, Mr. Schierholz. 

1 AM—because it sells merchandise, in amazing 
volume. 

Can you cite specific cases? 

Gladly. On WBKB, for example, spot schedules 

helped us show record increases on several 

items, including Mott’s Apple Sauce and Sun- : 
sweet Prune Juice. 

Mott's Apple Sauce was already an established 
leader, with substantial volume, wasn't it? 
That’s right. I even thought we’d just about hit 
ceiling for this market. But when TV took hold, 
our sales went up another 16 percent. 

You think TV started a lot of new users? 

I KNOW it did. What's more, it helped us get 
more cooperation from stores, improved shelf- 
position, better display—things that pay off in 
sales. 


oF | 


What about Sunsweet Prune Juice? 

Increased sales on every size. On quarts, we're 
up over 20 percent, a gain I consider quite + 
significant. 

Significant —how? 

Because it proves you don’t need the gigantic 
budgets of soap or cigarettes to get substantial 
gains with the right use of TV. 

What does “right use” involve? 
Many factors. First, sound judgment by agency 4 
and advertiser in picking the vehicle and time. 
Then WBKB worked closely with us on mer- 
chandising and other sales-promotion activities. 
And personally, I'm pretty proud of my sales 
force. 


ta - 


The men like television? 


HARRY G. SCHIERHOLZ, President of Harry G. Especially a spot schedule where we have some 


Schierholz Company, Chicago, whose accounts in- : Cane 7 of oral : 
Slude Adolph’s Meay Ten dere + Chu King Chinese ; a = voice on details. When my men feel sure the 
Products, Derby Food Products, medary et a 4 isi is fi it i 

Company, The Duffy-Mott Company, Four Fisher- eas a Se advertising is right, they hit just that much 
men Frozen Fish Products, Knox Gelatine, Larsen’s . . harder. . 
Canned Vegetables, Pream, Sun Kist Canned and : : : 
Frozen Citrus Juices, Sun Maid Raisins, Sunsweet 

Dried Fruits and Prune Juice, Uncle Ben's Rice. 


Television’s 
First Exclusive 


For sales building availabilities on these major-market stations ...Call si Ad +4 -T National 


Representative 


WTVR— Richmond WEBNS-TV — Columbus WBKB — Chicago WFIL-TV — Philadelphia WPRO-TV — Providence WEWS — Cleveland KFRE— Fresno sS 
WDSU-TV — New Orleans KING-TV — Seattle-Tacoma WXYZ.-TV — Detroit KVOO.TV — Tulsa WIIC—Pittsburgh WCPO.TV — Cincinnati KGO-TV —San Francisce . 
WOW-.TV — Omaha KTTV—Los Angeles WABT — Birmingham — WFLA-TV — Tampo-St. Petersburg WNEBF.TV — Binghamton WMCT — Memphis WABC-TV —New York ‘ 


Offices: NEW YORK +* BOSTON + CHICAGO + DALLAS + DETROIT + JACKSONVILLE * LOS ANGELES + ST. LOUIS + SAN FRANCISCO + SEATTLE Be 
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‘Better Your Living’ 
Is Home Improvement 
Group’s ‘57 Theme 


New York, Sept. 4—Because of 
the success of Operation Home Im- 
provement in the first eight months 
of this year, the coordinated sales 
promotion campaign to induce 
Americans to improve their homes 
will be continued until June 30, 
1957. 

A new OHI seal and slogan will 
be used in the 1957 campaign. The 


new seal, which will be registered 
and copyrighted, is available now 
for advance planning but will not 


}one banner... 


be released publicly until Nov. 1. 
The new slogan is “Better Your 
Living.” The current slogan is 
“"'56—the year to Fix.” 

The basic purpose of OHI for the 
new campaign will continue to be 
“to coordinate the sales promotion 
efforts of all the factors in the 
home improvement business, at 
the national and local level, under 
in order to encour- 
age more people to improve their 
homes, and to help make it easier 
for home owners to buy materials 
and services.” 


# The OHI program has spread 
into more than 1,000 towns and 
cities all over the U.S. since its 
inception last January. Some of the 
communities report that building 
permits for remodeling are from 
11% to 156% ahead of 1955. Home 
improvement lending is up 20% to 
200%, and actual sales increases 
of as much as 85% have been 
chalked up by individual dealers, 
OHI reports. 

More than 40 manufacturers and 
27 trade associations have backed 
the OHI program and have used 
the OHI seal and slogans in their 
advertising and promotional ef- 
forts. The Chamber of Commerce 
of the U.S. and the lending indus- 
try also have supported the cam- 
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paign. 


A national conference of OHI 
chairmen has been tentatively set | 
for the last week of September, in | 
Denver. Purpose of the meeting is 
to document workable procedures 
in applying the ideas of OHI to 
cities of varying population sizes. 


CARSON LAUDS OHI 
AS SPUR TO BUILDING 
Cuicaco, Sept. 4—Upsurging de- 
mand for residential remodeling 
generated by the Operation Home 
Improvement and ACTION pro- 
grams will take up the slack in the 
building industry if and when 4 
demand for new homes tapers off 
it was predicted by O. T. Carson, 
publisher of Domestic Engineering. 


Jpninaaitae caer 


Advertising Age, September 10, 1956 


next two years is 11,074,892 bath- 
rooms, 10,922,499 kitchens, 10,668,- 
511 heating systems, 5,791,434 
home laundries and 7,213,936 wa- 
ter heaters, Mr. Carson said, cit- 
ing figures given in Domestic En- 
gineering’s August issue. 

“These are not market figures 
in the usual sense,” Mr. Carson 
said. “They are the expressed buy- 
ing intentions of home owners who 


‘ean afford to buy the products and 


services mentioned. They are, 
therefore, the minimum sales po- 
tential for the next two years. 
“There are 50,000,000 dwelling 
units in the U.S.,” he continued. 
“That’s 50 times the number of 
new home starts, on the average, 


“Both of these programs are the |im any year. Thus, remodeling is a 


creation of advertising and pub- 
lishing interest,” Mr. Carson said, 
“and their success can be directly 
attributed to the continuous coop- 
eration of consumer magazines, 
newspapers, the building industry | 
business press, advertisers and 
agencies. 

“As a result of this cooperation 
in selling the idea of remodeling to 


the public, the building industry | 


and the whole economy is not 
going to suffer if new home con- 
struction does go into a decline.” 


® In plumbing and heating alone 
the modernization potential for the 
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Seurce: ABC Publishers’ Stotements 


YEAR 
MORNING EVENING TOTAL EVENING 
74,726 56,138 130,864 3/31/50 105,261 
75,527 58,154 133,681 9/30/50 106,025 
78,393 60,451 138,844 3/31/51 106,088 
80,727 61,587 142,314 9/30/51 103,541 
82,083 61,504 143,587 3/31/52 103,476 
86,026 64,412 150,438 9/30/52 102,639 
87,760 65,415 153,175 3/31/53 103,058 
90,924 67,620 158,544 9/30/53 105,688 
89,690 66,358 156,048 3/31/54 108,506 
91,499 68,533 160,032 9/30/54 106,777 
98,213 69,792 163,005 3/31/55 105,339 
94,296 70,155 164,451 9/30/55 104,295 
95,499 70,616 166,115 3/31/56 101,267 
20,773 14,478 35,251 GAIN 9994 Loss | 
278 258 29 %of 3.8 Loss 
Change 


Trend Comparisons Colcvieted 
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50 to 1 market compared to new 
construction. 

“The number of homes needing 
modernization is likely to increase 
with each succeeding year to help 


degree of stabilization it has not} 
known in the past.” 


Promotion of 
Furniture Industry 
Is Urged by Shore 


Cuicaco, Sept. 4—“For too many 
years we had the bull by the tail— 
now let us grab his horns,’’ Max 
Shore, sales manager, Elmer I. 
Klein Co., told furniture men in 
urging a national organized pro- 
motion program for the industry. 

Speaking before the 28th annual 
convention of the National Assn. of 
Furniture Manufacturers and the 
1956 Supply, Equipment & Fabric 
Fair held here last week, Mr. 
Shore asserted the industry needs 
a boost now. 

Citing programs of the automo- 
bile industry, dairymen’s organi- 
zations, savings and loan groups 
and the brewing industry as pos- 


|sible patterns for the furniture 


industry, he advocated a national 
advertising campaign “to make 
j the public more home conscious” 
| and cause it to “start spending 
{more for furniture.’ 

“Every home should have fur- 
nishings that families are proud 
of—and that point can again be 
sold to the public,” he said. 


® Mr. Shore’s plan proposed that 
the NAFM appoint a committee to 


}econtact several agencies for pre- 


sentations, select the “most suit- 
able agency” and then pro-rate the 


the building industry achieve a| 


members. 

“With a concrete plan, other as- 
sociations can be sold, and per- 
ization—all working toward one 
big, powerful furniture manufac- 
turers association, a united organ- 
ization—all working toward one 
goal, not working against each 
other,” he said. 

Price increases expected in the 
October furniture markets will 
will be reflected in retail stores 
around the first of the year, John 
M. Snow, exec vp of the associa- 
tion, predicted. 

But, he said, “something akin to 
a complete revolution in mass- 
production methods and efficient 
use of materials has enabled the 
| furniture industry to offer the 
consuming public the best dollar- 
for-dollar value of any consumer 
goods.” 

Mr. Snow quoted U.S. statistics 
|which showed “all items” in the 
consumer price index rose from 
83.4 to 114.7 in the past 10 years, 
‘an increase of 37.5%. Furniture 
of all types increased from 85.2 
to 108.7 during the same period, 
an increase of 22.2%, he said. 


® A. L. Fader, president of A. L. 
Fader Co., Chicago, told the furni- 
ture makers that lower cost of 
production is essential “if the in- 
dustry is to survive in a competi- 
tive economy.” He said primary 
objective for the industry should 
be a reduction of labor costs 
through modern production meth- 
ods. 


‘Fashion:Fast' Bows Sept. 25 

“Fashion: Fast,” a weekly cap- 
sule summary of fashion news, will 
begin publishing Sept. 25. Presi- 
dent of the new venture is Jack 
Goehring, who also heads his own 
fashion advertising agency and De- 
signer’s House Inc. Twelve author- 
ities in various fashion fields will 
comprise the editorial panel and 
will prepare reports for quick 10 
to 20-minute reading. The new 
“advisory service” aims to report 
fashion as it affects every aspect 
of daily living “from ready-to- 
wear to refrigerators, from motor 
cars to catsup,” it was announced. 
It is available by subscription only 
at $52 per year. 


Glover to Western Papers 
Robert L. Glover has resigned 
from the brand development de- 
partment of Helene Curtis Indus- 
tries to become national advertis- 
ing space salesman of Western 


cost for the campaign among the 


Associated Farm Papers, Chicago. 


‘Our. products wut 
PAL- 
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we represent!"’ 


oh, ula, 
Roanoke el 


says Jesse T. Wilson, Owner 
Jarrett Brokerage Company 


“The circulation area of the Roanoke newspapers 
and our selling territory are almost identical. We 
are serving the same wholesalers, retailers, and 
consumers. That's why the Times and World-News 
are the ideal media for pre-selling the products 


The Roanoke newspapers dominate the entire 
16-county Roanoke market area. No other news- 
papers have significant cover- 
age in this key market of west- 
ern Virginia. 


SAWYER, FERGUSON, WALKER COMPANY 


le 


Write for details to: 


National Representatives 


THE ROANOKE TIMES 
ROANOKE WORLD-NEWS 


ROANOKE VIRGINIA 
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When you get to the bottom \ 
of it, you find PB is the top book... 
and the top buy...in the Light 
Construction Industry. It delivers 
the most builder-buyers...gives 
you the most advertising impact ri 
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MAKE NO MISTAKE . . . Aviation's biggest news today con- 
sists of the latest scientific and engineering developments 
which make possible tomorrow's aircraft. The prime source 
for this vital information is AVIATION WEEK . . . preferred 
by aviation's engineering-management men because. . . 


Working to fulfill their “‘need to know” are 23 full-time edi- 
tors—graduate engineers and aviation specialists. Possess- 
ing the technical knowledge and industry experience 
needed, they ferret out, analyze and report in detail avia- 
tion's significant technical developments when they happen. 


Competitive advantage in this fast-paced industry de- 


pends on when the latest is learned. AVIATION WEEK’s 
fastest publishing schedule in the industry guarantees its 
readers this advantage. 


AVIATION WEEK’s high-interest engineering-management 
readership (Contact your local AVIATION WEEK representa- 
tive who would like very much to expand on this point) has 
led to overwhelming advertiser acceptance . . . AVIATION 
WEEK carried 4,298 pages of advertising in 1955, more 
than the combined total of the three next highest ranking 
aviation business publications and another record is already 
in the making for 1956. 


BUY AVIATION’S LARGEST ENGINEERING-MANAGEMENT AUDIENCE, BUY 


VIATION 
WEEK 


80) (acy A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N.Y. 
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66 Advertising Age, September 10, 1956 


Cone, Kurz Urge 


Broadened View 
of Ad ‘Creativity’ 


EVANSTON, ILt., Sept. 


shelf talkers with the message: 
“Wrap, cook, cover, cap with new 
Alcoa Wrap,” adapted for use in 
meat, produce and baked goods 
departments. 


Speaking before the sixth an-| Claude Hopkins to tell prospects in 
nual convention of the Assn. for|X hundred words why it is in| Alcoa Wrap Aims at 
Education in Journalism on the/ their interest to buy our products.” 
Northwestern University campus, Grocery Sales in 
both men asked the educators to|® Pointing to recent increases in 
work with the advertising industry | discretionary spending power, Mr. Pre-Holiday Drive 
4—A toward achieving more truthful | Kurz said, “More advertising is | (Picture on Page 76) ——| @ Other display material provides 

PittssuRGH, Sept. 6—The third| cooking instructions such as: 


broadened understanding of the 
term “creativity” was urged on 
teachers of future admen last week 
by Fairfax M. Cone, president of 
Foote, Cone & Belding, and Wal- 
ter C. Kurz, advertising manager 
of the Chicago Tribune. They 
agreed that in our expanding econ- 
omy advertising must become more 
creative in the sense of creating 
new markets and broader market- 
ing horizons. 


advertising and eliminating ex-| way to insure future growth of dis- 
cretionary spending power and the 
greatest single insurance factor in 
keeping our economy rolling.” 

In order to develop more effec- 
tive advertising, Mr. Kurz feels 
that advertising personnel must 
understand changes currently tak- 
ing place in our economy, like the 
“current change in the role of the 
consumer and the resultant mar- 


cesses of advertising (actually 
“minuscule in comparison to the 
amount of honest advertising,” Mr. 
Cone felt). 

Mr. Cone asserted, however, that 
advertising alone will .not be 
enough in our “not yet perfected 
first economy of abundance.” 

“Failure of manufacturing to be 
creative too can force advertising 
into cannibalism, and cannibalism 
in business is no better than can- 


keting revolution.” 


He asserted, however, that the 


phase of Alcoa’s 1956 aluminum 
foil promotion already is under 
way in Detroit and Cincinnati. Be- 
fore scheduled holiday tie-ins get 
moving, the company will have 
promulgated its message in 23 ma- 
jor markets, an Aluminum Co. of 
America spokesman told Apver- 
TISING AGE. 

(Alcoa Wrap was introduced in 
February with a nationwide mul- 
ti-media promotion. Its debut was 


“Have a roast tonight. Wrap roast 
in Alcoa Wrap. Roast usual min- 
utes per pound in pre-heated 
425°F oven. Open foil last 45 min- 
utes for browning.” 

Newspaper ads also will feature 
recipes. 

The spokesman referred to sales 
during the first six months of Al- 
coa Wrap’s appearance on the 
market as “right on schedule.” 
Figures were not made known. 


nibalism among people,” he de-/ advertising profession is not on| followed by the second phase—a| Ketchum MacLeod & Grove, 
clared. trial, nor is newspaper advertising | scissor premium feature with a Pittsburgh ‘and New York, is the 
on trial. But, he charged, “our|summer cooking theme.) agency. 
= “We don’t need the other fel-/ ability to sell goods is constantly! The current Alcoa Wrap pro- A related public relations pro- 
low’s business nearly as much as/on trial.” gram—aimed at increasing grocery gram is being handled by John C. 
we need new business for all of} He thinks the “$3 billion now/|sales of aluminum foil and food McComb at Alcoa and Bob Brown 
us,” he said. being spent on newspaper adver- | products—will wind up in the lat- at Ketchum, MacLeod. 

In our new economy, he feels, it|tising each year is the best testi-|ter part of November to make : 
is no longer enough for advertisers |monial to the newspaper’s ability|' room for the fourth (holiday) 
to “sit in the long shadow of/|to sell merchandise.” phase of the program, the com- 
pany said. 


‘Golf Digest’ Adds Two Issues, 
Five-time Insertion Rate 

Golf Digest, Evanston, will add 
two new issues and inaugurate a 
five-time insertion rate in 1957. 
Formerly published eight times 
per year, new October and No- 
vember issues will increase Golf 
Digest’s frequency to 10 times per 
year, monthly March through De- 
cember. 

Howard R. Gill, editor and pub- 
lisher, said there has been no in- 
crease in advertising rates, “de- 


® Emphasizing tie-in sales of meat, 
baked goods and produce, the 
promotion will use recipes to 
stress advantages of aluminum foil 
for preparing and storing edibles. 

The advertising story will be 
carried by newspapers, local radio, 
magazines and television. 

The schedule calls for a b&w 
page in Better Homes & Gardens 
for October; color spreads in : s 
Chain Store Age, Progressive Gro-| Spite increasing costs.” He said 
cer and Super Market Merchan-| the new frequency rate of 5% dis- 
dising in September and Food | count for five insertions is expect- 
Topics Sept. 10. ed to increase total ad pages car- 

Alcoa also will promote the! Tied in 1957. 
foil on the “Alcoa Hour” alternate 
Sunday nights on NBC-TV. Maria | Advertising Trades Moves 
Riva will offer recipes. Advertising Trades Institute, 

Further accenting the promotion’ New York, has moved to new of- 
will be point of sale posters and fices at 135 E. 39th St. 


IF YOU MARKET YOUR PRODUCT 
THROUGH AUTOMOTIVE JOBBERS — 
MAKE SURE YOU SCHEDULE THIS IMPORTANT ISSUE! 


Jobber 
‘Topits 


"Fardon us, 


WHILE WE CROW 


... more copies of this vital sales reference A LITTLE” 


are worn out yearly by automotive jobber executives 
than any other trade publication! 


This is one year you cannot afford to miss having Jobber Topics’ Annual Issue 

selling on your team. No show means that automotive jobbers and their salesmen will 
depend more strongly on Jobber Topics for the sales help, 

information and ideas they'll need to do the best job in 1957! 


A variety of services to meet every typographic 
need is available at Warwick Typographers in St. Louis. 

This unusual organization regularly produces almost 
every type of composition from hand-set reproductions of 
medieval printed pieces to composition on film by photography 
—the newest and most revolutionary method of typesetting. 

Acetate proofs in a rainbow of colors for overlays or 
television, 35 mm. slides set photographically—camera modifica- 
tions of type and Toneline—a method of changing a continuous 
tone photo to line, photographically. Jumbo size blowups from 
machine-set photographic composition or sharp, clear miniature 
composition for pharmaceutical containers. 

Whatever your typographic needs may be, call Warwick 
—you'll be happy you did. 


And they'll look to the advertising pages of Jobber Topics to find out “what's new” 
and in what ways they can more profitably sell your line. Vital facts 
they must have to sell, stimulate and inform every prospect for your product. 


Jobber Topics belongs to the automotive jobber and jobbers like it. 

It has belonged co them for 35 years. But more important to you, jobbers read it. 

This fact has been proved time and time again through the editorial impact and sales 
leadership that only Jobber Topics offers. Ask your Jobber Topics 

representative to give you full information on the important role 

Jobber Topics can play in your marketing program. 


<9) Jobber lopics 


Lathrop Village, Mich. oe ag 6, Illinois Los Angeles 
18600 Son Bivd. 865 Daily News Bidg. 2506 W. 8th 
Howord C. Tucker N. McK. Kneisly Robert H 
Roy W. Brown 
H. J. Moore 


WARWICK TYPOGRAPHERS, INC. 


Colif. Ocklond 12, Colit Dept. 00 * 920 Washington Avenue « St. Louis 1; Mo. 
anh Seveet 2 5 Broadway 
. Deibler E. D. Newfield 


New York 17,.N.Y. Cleveland 14, Ohio 
Warwick Serves Clients 
in 40 Stetes, Canada, 


A. 8. Horris 
Mexico and Cube. 
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CV of DALLAS. Circulation 


DALLAS METROPOLITAN AREA Circulation 


One are 


_ C/T and RETAIL TRADING ZOME Circulation 


E HOMES ARE WHERE YOUR SALES ARE MADE 
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Heratp has Carried 


oY 


s+ 30 CONSECUTIVE YEAR 
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Pee! thcome! Purchasing! Prodi! 


Good times are here, and experts pre- 
dict even better times ahead. Popu- 
lation is soaring. Personal income 
continues to climb. 

Result: More people have more money 
to spend than ever before! 

Bulk of the mighty boom is going to 
just 12% of the nation’s counties...371 
of them that constitute the Blue 
Ground of Sales. 

Population in the Blue Ground is in- 
creasing four times as fast as the rest 
of the country. Nearly 75% of entire 
U.S. disposable income circulates 
here. Eight out of every ten super 
market dollars are spent here. Seven 
out of every ten retail dollars are 
rung up in the Blue Ground of Sales. 
These amazing concentrations of 


people, income and purchasing dictate 
an entirely new advertising concept. 
Traditional advertising patterns 
that merely skim the surface, and 
messages scattered through pasture 
land are inefficient at best. Only by a 
deep and direct plunge into the Blue 
Ground can you expect to maintain a 
strong market position and a steadily 
rising sales curve. 

The American Weekly carries your 
advertising straight to the heart of 
the wealthy Blue Ground. Too, it 
offers revolutionary rate and discount 
structures which permit the adver- 
tising continuity and volume needed 
by all manufacturers to stay firmly 
entrenched in these areas of rich 
sales potential. 


The KW RICAN WEEKLY 


Serving more than 10 million families 


The American Weekly, 63 Vesey St., New York 7 « Atlanta « Boston « Chicago « Cleveland « Detroit « Los Angeles « San Francisco 


Distributed by these 32 front-rank newspapers: 


Albany Times-Union « Baltimore American « Boston Advertiser « Buffalo Courier-Express « Chicago American « Cincinnati Enquirer 
Cleveland Plain Dealer « Columbia, S.C. State « Corpus Christi Caller Times « Dallas Times Herald « (Denver) Rocky Mountain News 
Detroit Times « Houston Chronicle « Huntington, W.Va., Herald Advertiser »« Knoxville Journal « Los Angeles Examiner 
* Miami Herald « Milwaukee Sentinel « New Orleans Item « New York Journal-American « Philadelphia Bulletin « Pittsburgh 
Sun-Telegraph « Portiand Oregonian « St. Louis Globe-Democrat « St. Paul Pioneer Press « San Antonio Light « San Francisco 
Examiner « Seattle Post-intelligencer « Syracuse Herald-American « Tampa Tribune e Washington Post & Times-Herald « Wichita Beacon 
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MORE READERS PER DOLLAR LOWER COST PER THOUSAND 
Average Noting —All Four-Color Page Advertisements 
tmencan 10,755 535: ) tmencan 
WEEKLY eer WEEKLY 

, --- AMERICAN WEEKLY 


MORE CIRCULATION 
Based on A.8.C. 
Circulation 


LiFE LIFE 


sat, eve. SAT. EVE. 
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CIRCLE ad = . CIRCLE 
3,712,605 
All figures besed on latest available one-day count FIGURED ON 4 
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MOODY MONTHLY 


is your best buy in the 
CONSERVATIVE 
PROTESTANT 
CHURCH 


“ne MOODY MONTHLY 


' 820 N. LaSolle Street 


LOWEST RATES 


PER THOUSAND 
in its field! 


Chicago 10 


PHONE 
Michigan 2-1570 


Canada Retailers 
Brace for Influx 
of Trading Stamps 


(Continued from Page 2) 
ed that Gold Bond is not afraid of 
the furious protests that have 
been raised by some segments of 
the retail industry. 

“We are prepared to look be- 
yond the grocery stores with our 
expansion: We would try service 
stations, drug stores or any other 
retail outlets where stamps could 
be successful and still conform 
— the law,” Mr. MacLennan 
said. 


® Gold Bond was watching all le- 
gal avenues very closely when the 
Ottawa Valley promotion cam- 


paign began. But despite a protest | 
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submission to the Department of 
Justice by the Retail Merchants 
Assn. of Canada, there has been no 
prosecution. At last word, the 
Crown attorney here, Raoul Mer- 
cier, was still “looking into the 
matter.” 

What about Mr. MacLennan’s 
plan for expanding to include re- 
tail druggists? That move alone 
could cause quite a commotion in 
the Canadian drug trade. 

Less than two weeks ago, dele- 
gates to the 48th annual pharma- 
ceutical convention in Ottawa con- 
demned the use of trading stamps 
as poor merchandising ethics. 

But many druggists—who see 
chain stores eating up thousands 
of dollars of profits from sundries 
that once belonged exclusively to 
drug store shelves—might well 
want to hop on the bandwagon if 
trading stamp companies offer 
them a seat. 


s Gold Bond is anxious to estab- 
lish the popularity of trading 


In Dollar Volume Ranking of 
FOOD STORE SALES 


stamps with the public before the 
activities of fly-by-night opera- 
tors put the law to the test. 

The company is backed by the 
success of the Ottawa scheme, 
where sales increases week by 
week ranged from a low of 38% 
to a high of 83%. It was reported 
that the smallest average sales in- 
crease registered by any one gro- 
cer was 21%. 

“If we had failed in Ottawa, we 
could have been through in Cana- 
da,” says Mr. Carlson. “But now 
we have proved the public’s de- 
mand for stamps. Redemptions 
will not be less than 93%.” 

He emphasized that all premi- 
ums for Canadian operations are 
te be bought in Canada. Demand 
so far has been only for top name 
brand premiums, he stated. 

Mr. Carlson said that about 
$400,000,000 worth of premiums 
were given away in the U.S. last 
year on $20 billion worth of goods. 
About 300 companies were in op- 
eration but five of them did more 
business than all of the others put 
together, he asserted. 

He said that Gold Bond and its 
partly-owned associate, Top Value, 
have 34,000 accounts in the U.S. 
Cost of the stamp plans to the 
clients is quoted as 2% in the U.S. 
and 1.75% in Canada, where the 
stamp companies are prevented by 
law from operating redemption de- 


pots. 


Dog Food Maker Enlists 
Dogs to Help Get Out Vote 

Thousands of non-partisan pup- 
pies, pooches and purebreds will 
be outfitted by Gaines division, 
General Foods.Corp., with plastic 
dog blankets imprinted with mes- 
sages aimed to bring out a record 
vote. The dog food manufacturer 
will send a plastic dog blanket to 
any dog owner willing to enlist his 
dog in the civic crusade by parad- 
ing his dressed-up pet where it 
will do the most good in his com- 
munity. 

“Be Freedom's Watch Dog—Get 
Set for Election Day,” is the word- 
ing on one side of the blanket; the 
message on the other side reads, 
“Vote as you dog-gone please, but 
vote Nov. 6.” The blanket may be 
obtained—while the supply holds 
out—by sending a request indicat- 
ing whether the dog is large or 
small to Gaines Dog Foods, Kan- 
kakee, III. 


Breithaupt. Milsom Is Formed 


A new agency, Breithaupt, Mil- 
som Ltd., opens in Toronto next 
week. Patrick S. Milsom, presi- 
dent, formerly was an account ex- 
ecutive with Cockfield, Brown & 
Co. Douglas L. Breithaupt, exec 
vp, formed his own marketing 
consultant company earlier this 
year. 


SPARK EVERY PROMOTION 
| with Genuine 


Tucson Ranks 


100th 


OF THE FIRST 260 
Metropolitan Country Areas 


. . » ahead of such cities as Evansville, 
Indiana; Topeka, Kansas; Atlantic City, N. J. 
People live well in the New Southwest! 


Ghe Arizona Daily 


Cucson Daily Citize 


Evening 


2 Independent Newspapers Produced in the Same Plant 
Represented Nationally by Cresmer & Woodward, inc. 


GLOSSY PHOTOS 


r 


The PHOTOMATIC Co. 


*Estimate Tucson Gas, Electric Light & Power Company. 50-60 6. into ee. © Gene 11, m. 


Greater Tucson population estimated now over 200,000. 
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“the men with the urge to splurge” ? 


The clue to their identity is Sports Afield. More than 
32% of this vigorous, male market owns electric shavers 
— more than 72% uses after-shave lotion! 


Toiletries advertisers find Sports Afield’s 900,000 free-spend- 
ing men far-above-average prospects. The reason is simple: 
here are men who like to feel fit, and look fit. 


Whether you're selling apparel, tobacco, liquor... or any 
product that fits their way of living . . . you'll find that “The 
Men With The Urge To Splurge” can give your sales chart 
a healthy shot-in-the-arm. 


SPORTS AFIELD 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N. Y. 


where sportsmen get the unge to splurge 
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Leo Ihle, 56, 
Former Publisher of 
‘Call-Bulletin,’ Dies 


San RAFAEL, CAL., Sept. 4—Leo 
Thle, 56, former publisher of the 
San Franciseo Call-Bulletin, died 
Sept. 2 at his home here, following 
a heart attack. 

Mr. Ihle started his newspaper 
career as a copy boy for the Cin- 
cinnati Post, first in the chain of 
newspapers founded by the late 
E. W. Scripps. For a time he was | 
personal secretary to Mr. Scripps. 
In 1922 Mr. Ihle became an adver- 
tising salesman on the old Los An- 
geles Record. Ten years later, he 
joined the Call-Bulletin as promo- 
tion manager. Within a couple of 
years he was made business man- 
ager. He was appointed publisher 
in 1953, succeeding Randolph A.) 
Hearst, now president of Hearst | 
Publishing Co. 

In the fall of 1955, Mr. Ihle re-| 
signed to pursue a lifelong interest| 
in horticulture and art. He was a) 
former director of the Marin Art} 
and. Garden Center, and his Birch- 
Iane Gardens, at Ross, Cal., con-| 
tains one of the finest collections | 
of orchids and begonias on the Pa- 
cific Coast. 


JOHN C. BRODERICK 

HYANNIS, Mass., Sept. 5—John 
C. Broderick, 58, publisher of the) 
Mariner, monthly shipping mag- 
azine, died of a heart attack Sept. 
2 at the home of friends here. 
Born in New York, Mr. Broderick 
was reared in Providence, R. I. and 
was graduated from New York 
University. He joined the Nautical 
Gazette as an advertising salesman 
after leaving college. In the late 
1930s, he bought controlling in- 
terest in the publication and be- 
came editor and publisher. In 1953, 
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that made 


ROANOKE 


VIRGINIA’S 
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TV MARKET 
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| VP, treasurer and a director of the 
St. Regis Paper Co. of Canada Ltd., 
WILLIAM H. VERSFELT St. Regis Timber Co. Ltd., North- 

New York, Sept. 5—William H.| western Pulp & Power Ltd. and 
Versfelt, 58, vp, treasurer and a/| the Norwood & St. Lawrence Rail- 


director of the St. Regis Paper Co.,| road. He was secretary-treasurer | 


died yesterday of a heart attack and a director of Eastern States 
shortly after being admitted to | Corp. and a director of Cambridge- 
Roosevelt Hospital. He joined the | Panelyte Molded Plastics Co. He 
paper company in 1921, was named | was a trustee of Garden City, N.Y., 
assistant treasurer in 1928 and and a member of the police and 
treasurer in 1935. He was elected fire commissions there. 


Advertising Age, September 10, 1956 


jthe magazine was discontinued, a director in 1939 and was made a|J, BRENT WILLIAMS 
;and Mr. Broderick established the |vp in 1945. Mr. Versfelt was also | 
| Mariner to replace it. 


Futton, Mo., Sept. 4—J. Brent. 


| Williams, 80, advertising counselor | 
‘for the St. Louis Post-Dispatch 
before his retirement 12 years ago, |! 
| ing 
| Fulton. 
been ill four months. Mr. Williams | 


died yesterday at Callaway Hos- 
pital of a heart ailment. He had 


was with the Post-Dispatch 25 


| years. Previously he had been ad- 


vertising manager for the St. . 
falo, has joined the list of televi- 


Louis Star-Times and the St. 
Louis Republic. At one time he 


‘was associated in advertising with 


| the late Walter Bryant, founder of 
The Villager, a New York City 
‘community newspaper. He also 
was associated with his father, the 
late Wallace Williams, in publish- 
the Missouri Telegraph, in 


Sylvania, Philco, Hotpoint 
Increase Product Prices 
Sylvania Electric Products, Buf- 


sion manufacturers who recently 


‘have boosted receiver prices. Syl- 


| ee 


| Amend 


Newspaper editors from coast to coast 
and border to border report and 
comment on significant articles from 


“According to Nation’s Business . . . “ appears on front pages and 
editorial pages all over the country. Nation’s Business “useful 
look ahead” continually presents reports and analyses on 
developing situations in business, government and national 
affairs and these are converted into news stories, interpretive 
pieces, editorials. 

Such testimony to the editorial significance of Nation’s Busi- 
ness helps explain two important things: (1) why 775,000 
American business leaders read the magazine avidly every 
month; and (2) why a growing list of advertisers (up 23% 
first six months of this year) tell us that Nation's Business gets 
results which are often good enough to be labeled astonishing. 


In a typical issue of Nation's Business, there are as many as 
20 articles and regular features keyed to deliver the informa- 
tion and ideas a businessman needs to run his business success- 
fully. These articles cover three essential areas—National Issues, 
Business Leadership, Government Problems. Nation’s Business 
presents this material authoritatively, concisely, and with a 


timeliness that makes it useful to business owners . . . 


worthy to newspaper editors. 


news- 


Of the 775,000 Nation’s Business subscribers, 550,000 are 


men who own American business. 


They are owners, partners 


and presidents of manufacturing firms, banks, retail and whole- 


sale establishments . . . 


nationwide, compassing every type of 
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vania will increase prices $10 on; wringer washing machines. Ac- Power Equipment to Transmission ; will be 25,000. Transmission & Dis- Oe 
four b&w models because of higher | cording to a Hotpoint spokesman, & Distribution. Editorii emphasis tribution, the publisher says, is| ce te fe 
costs of steel and tv components. | individual products were analyzed of the publication wil! be concen- the first publication to offer com-| 
Thirteen other models, including! prior to the proposed increases,| trated on problems affecting the| plete coverage of all personnel ex- | §y 
portable and color sets, are unaf-|thus enabling Hotpoint “to in-| transmission and <istribution of clusively concerned with power| 7 
fected by the move. ‘crease its prices individually by electric power. The renamed pub- line responsibilities. The company’s 
Philco Corp., Philadelphia, and| varying amounts and still remain lication will be under the personal New York sales office has been| | 
Hotpoint Co., Chicago, both have | competitive.” editorial direction 0: \'s publisher, transferred to 342 Madison Ave. 
increased prices on their products, | Cc. Wm. Cleworth. 
also because of higher costs of ‘Power Equipment’ Becomes — The format, pages size (11%x Stone Joins Mendelsohn | 
steel and other materials and in-| ‘Transmission & Distribution’ 11%”), and advertising rates will} Charles Stone, formerly with 
creased labor costs. Philco boosted| Effective with the October issue, remain unchanged, AA was told. Lester Harrison Inc., has joined | 
prices an average of 6% on its line | Cleworth Publishing Co., Cos Cob, Base advertising rate ‘or one-page,| David J. Mendelsohn Advertising 
of automatic washers, dryers and!Conn., will change the name of. b&w, one-time is $56) Circulation Agency, New York, as accoun | 


SAM K. WILSON has been named ad- 
vertising manager of the gas range 
division of Geo. D. Roper Corp., 
Rockford, Ill. He formerly was as- 
sistant ad manager of Air Control 
Products, Coopersville, Mich. 


group supervisor and member of 
the executive committee. At the 
same time, the agency named ac- 
count supervisor Stuart Cooper 
and creative director Edwin Hanft 
to the executive committee. 


25.4% | 


OF SOUTH CAROLINA'S © 


AUTO SALES 


AMOUNTING TO 


$92,478,000. 


are in the COMPACT 


2s 


AND HERE ARE A FEW MORE OF THE LEADING NEWSPAPERS 
AMONG HUNDREDS AND HUNDREDS—WHICH HAVE RECENTLY 
QUOTED FROM NATION'S BUSINESS EDITORIALLY 


~ 


ia 


an Francisco 


ye wore 


business. Their geographic distribution is tailored to your market 
for the circulation of Nation’s Business parallels population 
257,000 copies go to cities of more than 50,000 population and 
518,000 to cities and towns under 50,000. 

It takes a business publication with big circulation to cover 
America’s growing, expanding business market. With more than 
three-quarters of a million businessman-subscribers, Nation's 
Business assures you of coverage of your most important sales 
markets. 

If you want to sell products, services or ideas to the owners 
of American business, action in business results when you 
advertise in Nation’s Business. 


Chicago Sun-Times 


Colorado Springs Gazette-Telegraph | San Bernardino Sun 

Columbia State San Diego Uni 

eens aoa CAROLINA 

Dallas News Sioux City Journa ; 

Cuvton lenrech ere , Teste Copia! Total Retail Sales, and sales of : 
m ° renton if . 

ee age pantie yee General Merchandise, x 

Hartford Times Tulsa World pparel, Furniture & Appli- 3 

Nolan bategentent- Rovers Utica Cheareee: nem on etc. are Lage . 

louston Post Wheeling Intelligencer in the Greenville market o ‘ 

pemeee e Journal a Beacon 510,320 ple th in any : 

Los Angeles Herald & Express Youngstown Vindicator other market in S. C. By every 


San Antonio News 


775,000 PAID CIRCULATION .. . including 75,000 
executives of business members of the National Chamber of 
Commerce and 700,000 other leaders of the American busi- 
ness community who paid for their personal subscriptions. 


ADVERTISING HEADQUARTERS: 


711 THIRD AVENUE, NEW YORK 17, N.Y. 


Washington © Chicago « Philadelphia « Cleveland « Detroit e Los Angeles « San Francisco 


Is 


accurate measurement, Green- 
ville is your first market in 
lina. 


Write us or WARD-GRIFFITH for 
information and for assistance in 
selling your products in the 
Greenville Market. 


Figures from SALES MANAGEMENT 
1956 Survey of Buying Power 


Daily Circulation 


Akron Beacoa-Journal Loursville Times 
Albany Knickerbocker-News Miami Herald 
Albuquerque Journa! Milwaukee Sentinel! 
| Allentown Times New Orleans States 
+2 Amarillo News New York World-Telegram & Sun 
Rap =< Asheville Times Oakland Tnbune 
R ek ” Baltimore News-Post Ogden Standard-Examiner 
Oe y: : Birmingham News Oklahoma City Oklahoman 
. wa . ' E a Birmingham Post-Herald Omaha World-Herald 
: ios ; a 4 Burlington Free-Press Pasadena | t 
= iS Boise Evening Statesman Peoria Journal-Star 
‘ Canton Repository Phoenix Republic ~ 
HE DALLAS HIMES HERALD Scrat... eee ent 
4 - ; Charleston (S.C.) News & Courier Rochester Democrat & Chronicle 
ae 3 i S Charleston (W.Va.) Daily Mai! Rochester Times-Union 
a : Ce Chattanooga News-Free Press St. Louis Globe-Democrat 
: = Cincinnati Post St. Paul Dispatch - 
Cincinnati Times-Star Salt Lake City Deseret News m SOUTH 
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Department Store Sales... 


memset | Ga Bae ek Sn] Sa 


First seven months of 1956, the News ment store sales, after a steady|ing Sept. 1 will not be available 
has a gain in retail linage, Denver's rise for several weeks, leveled off until early next week. For the two Change from 1955 
slightly and were 2% ahead of the| previous weeks, sales broke down | 
evening newspaper has a loss. Similar period of 1955 in the week | as follows: | Week Ended | +2% 
| ended Sept. 1, the Federal Reserve % Chenge tren ‘ei Sept. 1, SS 
(Media Records) | Board reported today. Week Ending | 
For the four weeks ended Sept. “Federal Reserve . Asg.| 
1, sales were 5% ahead, and for | District, oe City 25 
the year to date, they were 4% | UNITED STA - 
ahead of the same period the pre- “Metropolitan Areas 
vious year. 

Four of the 12 FRB districts re- 
ported losses for the week: Boston, 
1%; New York, 1%; Philadelphia, | 
11%, and Richmond, 5%. Cleve-| has 
change. The other districts re- a 
ported gains as follows: Atlanta, 
5%; Chicago, 2%; St. Louis, 5%; AD 
Minneapolis, 6%; Dallas, 4%, and | ee Areas 
San Francisco, 9%. | New York-N.E. 

A detailed breakdown of sales. New Jersey 
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Philadelphia District 
Metropolitan Areas 
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Wilkes-Barre—Hazelton « 
Cleveland District ................ 
Metropolitan Areas 

Lexington anpiisiameenpis 

Akron 

Cincinnati 

Cleveland 

Columbus 

Springfield 

Toledo ... 

Erie 

Pittsburgh ...... 

Wheeling- Steubenville aan 
Richmond District 
Metropolitan Areas 

Ww hi got, 

Downtown ‘easiocee 


“the key to am Sache | ania District 


Birmingham 
~ the Sea ° . ; Jacksonville 
ees . 


Ninth terpest port im the U. $., Toledo is 
ine ceater of a billion daltar market 
now. What will it be whew the St. Lawrence 
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Metropolitan Areas 
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trained on Tolede, the key to the sea Indianapolis 5 


| Minneapolis “District 


| Duluth-Superior 6 t 
Kansas City District 
Metropolitan Areas 


Beabesaa 
pee seaze 
*s ’ 


= 
“enw ld 


ewer una 


San Francisco District 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los a: 
Westside Los Caves 
Sacramento ..... _— 


: eo a re’ en ” hy : Eo 2 ae 3 oo ae = ince 
, : o ea | 4 Se ie P “ . San Francisco City ........ 


and the BLADE-TIMES is the key to the 3s . 


A million people live, work and play in the Toledo Auto-Lite Boosts Lingle 


ABC Retail Trading Zone. Last year they spent Electric Auto-Lite Co., Toledo, 
B | L LI 0 N D 0 L L A R $1,222,296,000 retail. Here’s a market that’s big prt coer snr ba pe tha 
now and going to get bigger. To open the door to | Lite spark plugs. Formerly district 
this market you must use the proper key — and manager in Washington, he suc- 


T 0 L t D 0 M A R 4 ‘ T that’s the Blade-Times. There are no duplicate keys. ceeds the late L. B. O’Loughlin. 


P.S. The Blade-Times is noted for its marketing assistance. Nickel Joins Christiansen 
Frank Nickel has been appointed 
art director of Christiansen Ad- 


TOLEDO BLADE Daily and Suudoy TOLEDO TIMES Mowing mer nei sma post wih 


& SCHMITT, Ine. Chicago. 
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BEPRESEN TES BY MOLONEY, REGAN 
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ow do you influence Southern rural families? 


The County Agricultural Agent knows theanswer _ Leading advertisers recognize The Progressive Farmer Me 
to this question better than anyone else. As the official as a must in any plan to sell the South. More money +t 
representative of the U.S. Department of Agriculture, was invested in advertising in The Progressive Farmer ; 
he is in constant contact with all the farm families in in 1955 than in any previous year . . . and the first eight d 
his county, helping them to solve problems, advising | months of 1956 are ahead of the same period in 1955. <. 


them on better farming methods. The South is the fastest-growing, big, regional mar- 


County Agents in the 16 Southern states were re- ket, now responsible for more than one fourth of all 
cently asked in an independent survey* to name the U.S. retail sales. The South is predominantly rural in 
farm magazine with greatest influence on farm families | population and trade. The 


in their counties. 1,143 replied. rural South reads and pre- 
69.2% named The Progressive Farmer fan The Progeny : 
You sell the rural South 

16.7% named Farm Journal 
when you sell the more than 
2.3% named Southern Planter of The Progressive Farmer. 


1.7% named Farm and Ranch 


| 
Do you want to influence the South to buy your prod- The South Subscribes to 
uct? Place your advertising in The Progressive Farmer, a 
the magazine that dominates the rural South as no The Progressive Farmer 
other magazine dominates a market of similar size. BIRMINGHAM + RALEIGH © MEMPHIS + DALLAS 
NEW YORK « CHICAGO « LOS ANGELES «+ SAN FRANCISCO 


*Conducted by International Business Machines Corporation 
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EVIEW 


JOE & FRIENDS—Joe E. Brown pitches for Paper Mate Co.’s Capri pen 

and Piggy-Back refill during the World Series. This will be Paper 

Mate’s first participation in World Series advertising and one of 

its most intensive tv spot campaigns. Foote, Cone & Belding, Chi- 
cago, is the agency. 


Stromberger 

MEWSPAPER WEEK—Looking over final draft of the ad series for Na- ‘ApAMDAWWERAP oe 
tional Newspaper Week Oct. 1-8 are Ted Stromberger, head of Daal cma 
Stromberger, LaVene, McKenzie, the agency which prepared the 

series; John B. Long, founder of National Newspaper Week; Jack 

Leener, of Stromberger, LaVene, McKenzie, and Dick Miller, as- 

sistant general manager of the California Newspaper Publishers 

Assn. and chairman of the national committee for the week. 


WITH RECIPES—The current Alcoa 
Wrap campaign is aimed at in- 
creasing grocery sales of aluminum 
foil and food products. This ad ap- 
pears in the October Better Homes 
& Gardens. Ketchum, MacLeod & Strauss 


Grove is the agency. (Story on ‘ py ? 
Page 66.) CC SESSION—This trio shown at Crowell-Collier Publishing Co.’s 
annual sales meeting in New York includes Arthur Vigeland, ad- 
vertising manager of Woman’s Home Companion; Theodore Strauss. 
new Companion editor, and Fred Mitchell, vp and New York man- 
ager of Needham, Louis & Brorby. 


thiy....i0 the time jor HARTMANN ! 


Fg Oe 


TRUE, FALSE—The bearded Sikh in the Hartmann luggage ad at left 
is the real McCoy, but the tropical beauty at right is from Mich- 
igan. The Sikh was used in Life last fall; the girl in beads and 
bandanna appeared in The New Yorker in May. (Story on Page 


118.) 
You can get Fabulous New TV 


Boyd Performance for Just 1795 

RADIO-NEWSPAPER AGREEMENT—Executives of the Rocky Mountain 

News sign a news-features broadcasting agreement with KOSI, 

Denver radio station—providing for 1,300 newscasts yearly. The 

signers are B. W. Lewis, advertising director, and Robert Boyd, 

circulation manager, of the News, and David M. Segal, president 
of KOSI. 
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Peele Ceara Witeatstan Sete trey 0 ee Raa 
GOOD RECEPTION—Winegard Co., 
Burlington, Ia., kicks off its en- 
trance into consumer media with 
v48 this ad in the Oct. 6 issue of The 
; Saturday Evening Post. (Story on 
PIGEON PRESENTATION—Here, the “Roving Pigeon Award for the Best FACE BUILDER—Make your own Mr. Potato Head. The coupon on the Page 3.) 
Singing Commercial of 1956” is presented to T. A. Tevlin (right), back of this potato bag offers a kit for 50¢ which contains features 
copy chief of F. H. Hayhurst Co., Toronto. Making the presentation to be placed into a potato. The Potato Head bags are made of Vis- 
is Maj. Gen. J. M. Rockingham, on behalf of the Roving Pigeon queen polyethylene film by Visking Corp., Terre Haute; the pack- 
Magazine, a publication for Canada’s armed forces. The commer- ages are fabricated by Cello-Masters, New York, which also han- 
> cial was for Bromo-Seltzer; the award was a silver tray. dles orders for the kit. 
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month after month... 


1512 million’ men and women‘“live by the book” 


| 
| 


...and the book is Better Homes and Gardens 


4,250,000 COPIES EACH MONTH 


wl im 
2ism|| | Better Homes 


med 
@ “ee ae ' # 
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during the year... 


“The book’’ appeals to men and women individually 

through their family interests. Over 31% of the readers 

of an average issue reported they had recommended, 1 s 

mentioned or discussed one or more items from a BH&G 

article or ad with somebody in the household or a friend. of Amer 1G a 

A total of 10,700,000 discussions! The more they read, 3 

the more they talk, the more they buy! 15,500,000 people 

read an average issue. One third of the 123,800,000 people reads Better Homes & Gardens! 
in the U.S. 10 years of age or older read one or more of < 
every twelve issues. That’s 44,150,000 Better Homes and 
Gardens readers—and over 40% of them are men. 

Meredith Publishing Company, Des Moines 3, Iowa. _ *A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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McCall Names Two to Board Whirlpool Reports Earnings 
Russell J. Miedel, president of Whirlpool-Seeger Corp., St. Jo- 

Ohio Match Co., and Edgar J. seph, Mich., has released its sales 

Doolittle Jr., exée vp of Sécurity- and earnings figures for the first 

Connecticut Insurances Companies, | six months of 1956. Net sales were 

have been named to the board of $179,060,360, net earnings $6,429,- 

directors of McCall Corp., New) 272 and earnings per common 

| share, $1.04. 


In the 
WHBF 


coverage area are 
1,102,500 
people with an EBI per capita of 


$1627 
They're able to spend 1 and & billion 
(S.M. Buying Power) 
Represented By 
AVERY-KNODEL 
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“KOOLER THAN A 
CUCUMBER” — The 
temperature of 
the cucumber is 
a normal 98.4°, 
while Joan 
Schoenfeld’s di- 
mensions, 36-23- 
35 add up to a 
cool 94 figure, 
says KYW, 
Cleveland radio- 
tv station. Joan 
was chosen “Miss 
Kooler Cleve- 
land,” the spirit 
of fair summer 
weather, from 
among 500 con- 
testants in a 
KYW beauty 
pageant. 


Doherty, Clifford Plans Move 


| under construction at 530 Fifth 
Doherty, Clifford, Steers 


& Ave., sometime after the first of 


| Shenfield, New York, will move to| the year. The new offices will oc- 
‘the Bank of New York Bldg., now | cupy the entire sixth floor. 


eae 
egg: Sear 


Are stockholders significant? 


People who still have something left over for investments 
certainly rate as extra good prospects these days! ... By the 
same token, The News rates as an extra good advertising 
medium—reaching more stockholders than any other New York 
,000 
incomes, home owners, new car buyers, college alumni, families 


newspaper. News readers also include more over-$10 


with children—more choice customers by every classification. 
To help you get more return from your advertising in the 

New York market, we spent more than $150,000 on the most 

comprehensive survey of newspaper readers ever made. It’s 


Readers owning stocks 


News ......... 340,000 
World Telegram & Sun 310,000 
BOMEO oc ciicccecee ate 
Herald Tribune ... . 200,000 
Journal American . . . 180,000 
130,000 
110,000 


DEEP sccccceen 


ree 


Source: “Profile of the Millions” 
Copyright 1955 by News Syndicate Co., Inc. 


_ based on 10,345 personal interviews, by W. R. Simmons & 


Associates Research. Before you plan your next advertising in 
New York, you should be familiar with this survey. Ask your 
advertising agency, or any New York News office, to show you— 


“Profile of the Millions” 


THE [4 NEWS, New York’s Picture Newspaper.. 
twice the circulation, daily and Sunday, of any other newspaper in 


. with more than 


America... 


220 East 42nd St., New York City... Tribune Tower, Chicago... 
155 Montgomery St., San Francisco... 3460 Wilshire Blvd., Los Angeles 


| 


No Gifts to Casting 
Directors, Screen 
Actors Guild Warns 


HOLLYwoop, Sept. 4—The Screen 
Actors Guild last week issued a 
sharp warning to its members 
against presenting gifts and gra- 
tuities to casting personnel. 

The SAG board noted, in a bul- 
letin to the membership, reports 
that “some casting office officials 
have been soliciting and accepting 
gifts and gratuities from actors.” 
There was no indication as to 
whether. the “reports” involved 
movies made for tv or for theatri- 
cal release, but in either case the 
practice is a violation of the guild 
by-laws. 

SAG warned that actors who 
engage in such practices are en- 
dangering their membership; that 
agents, urging clients to present 
gifts or gratuities to casting people, 
may lose their franchise and that 
the casting directors also might 
lose their jobs. Such handouts are 
still a violation even if given un- 
der the guise of “phony bets,” for 
example, the guild noted. Instan- 
ces of violations should be report- 
ed to the guild immediately, the 
board suggested. 


Buck Named FC&B VP, Media 
Head; Hussey Moves to Detroit 

Gordon F. Buck, assistant gen- 
eral manager of the Chicago office 
of Foote, Cone & Belding, has been 
named vp and director of media. 
He succeeds Robert F. Hussey, vp, 
who has been named media ac- 
count executive in the agency’s 
Detroit office to be opened soon. 
Mr. Hussey will have charge of 
media in the Detroit office and 


Gordon F. Buck Robert F. Hussey 


|will be an account executive on 
|the special products division of 
| Ford Motor Co. 


At the same time, Edward M. 
Stern, a member of the Chicago 
media department for eight years, 
has been named manager of the 
media department under Mr. Buck. 


Traffic World has a 
524 subscription, 90% 
renewal —- is the only 
publication necessary 
to reach the ‘317 
billion transportation 
market. 
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FAMOUS ARMORERS' MARKS 


Famous Crafts and Craftsmen / one of a series 


THE ARMORER 


When Knighthood was in flower, the most 
demanding craft was that of the master 
armorer who hand-shaped steel into armor 
that declared a man’s quality and protected 
his life. In a day when competition was 
literally lethal, and conferences were held 
between men who held sword or lance in hand, 
it was necessary to dress in fashionable steel. 


In today’s commercial competition, where 

_ advertisers and their agencies joust for the 
public’s favor, fine craftsmanship in metal is 
also essential to success. At C M & H it takes 
the form of fine photoengravings which, by 
faithful reproduction, protect the integrity of 


the advertiser’s message. For nearly a quarter 


century advertisers and agencies from coast 


to coast have challenged us with their most 
demanding problems of reproduction. 


ILLUSTRATION BY EDGAR MILLER 


To meet that challenge we have developed 
America’s finest shectabnarertng plant 

and a matchless team of photoengraving 
craftsmen. Our facilities now include a 
Gravure Division specialized for maximum 
reproductive quality in national nibvabtieing. 


COLLINS, MILLER & HUTCHINGS, INC. 


333 West Lake Street at Wacker Drive, Chicago 6, Illinois 


America’s Finest Photoengraving Plant 


& for Letterpress and Gravure 
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| posed group would be called the 
Television Allocation Research 


Nutrilite Magazine Drive Sei 
to Run October-June, 1957 


| 1957, will break with full-color, confined to one medium. Last year, 


| pages in Look and The Saturday | the company sponsored a 26-week, 


Beginning in October, Mytinger | Evening Post in October and sim- 


| hour-long dramatic series on NBC, 


& Casselberry, Long Beach, Cal.,| ilar insertions in the Ladies’ Home “Your Nutrilite Radio Theater.” 


international distributor for Nu-| Journal and Time in November. | 


Nutrilite determines its adver- 


trilite, will spend $375,000 in gen-|The remainder of the campaign, tising program on the basis of a 


eral magazines for a campaign on 


which is not yet set, will be about! vote by its thousands of independ- 


Nutrilite food supplement. The/on the same basis. As in the past, ‘ent distributors, who sell on direct 


campaign, to run through June, 


For complete coverage of 
THE FABULOUS SOUTHWEST 
24 counties West Texas and 
New Mexico use 


The £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


NATION'S LARGEST TRADE TeRmToRy 


the Nutrilite campaign will be|calls to homes. Distributors, who 


contribute a share of their sales 


) |yolume to the advertising budget 


| —80 per cent of the total budget— 
jare given a choice of a number of 
'media. Dan B. Miner Co., Los An- 
| geles, is the Nutrilite agency. 

| 


| ‘Success Story’ Is New 
Film by Johnson & Johnson 


| “Success Story,” a new 22-min- 
ute color film produced for John- 
|son & Johnson by Henry Strauss 
|Productions, New York, is avail- 

able for use by pharmaceutical as- 
|sociations throughout the country. 
The film, which deals with store- 
| front modernization, is a follow-up 
jof an earlier film, “Design for 
| Selling,” which emphasized inter- 
| ior modernization of drug stores. 


FCC to Propose 
Industry Probe of 
UHF Possibilities 


WASHINGTON, Sept. 5—An all- 
‘out effort to get a final answer on 
| the use of the uhf portion of the tv 
| spectrum will get under way here 
|Sept. 20, when manufacturers and 
| broadcasters attend a special meet- 
|ing with the members of the Fed- 
|eral Communications Commission. 
| Called on the motion of FCC 
Chairman George C. McConnau- 
|ghey, the meeting is expected to 
lresult in the formation of an in- 
|dustry committee for a “crash” 
|program to establish whether or 
/not uhf can ever provide a service 
comparable with the service pre- 
jsently available on the 12 vhf 
channels. 

| According to the outline distrib- 
|uted by the commission, the pro- 


Cr OeGe tes, 


nationally recognized 


“FACTS FORUM NE 


ACCEPTS ADV 


50,000 GUARANTEED CIRCULATION 
PLUS 100,000 NATIONAL NEWSSTAND 
DISTRIBUTION 


Facts Forum News is filling a long standing void in 
the publication field as evidenced by the spectacular 
nationwide growth during the past four years. It is 
non-partisan, non-profit, and supports no political 
party or candidate, Its objective is to present BOTH 
views of controversial issues vital to the nation and 
to the world. It is welcomed in the highest circles of 
thinking people. Its rapidly growing circulation in- 
cludes executives of oil, steel, and other industries 
... bank presidents and heads of financial institutions 
...U. S. Senators, Representatives, and major state, 
local, and national government officials ... high school, 
college, university, and public libraries. It offers a 
powerful market to its advertisers. 


NATIONWIDE FACTS FORUM RADIO AND 
TELEVISION AID IN BOOSTING THE CON- 
TINUED GROWTH OF FACTS FORUM NEWS. 


‘Reporters’ Roundup’’ — TV — seen on 136 
television stations. “Reporters’ Roundup” — 
Radio — heard over Mutual Broadcasting Sys- 
tem's 586 stations. 


“Topic of the Week" .. . with Robert F. Hur- 
ieigh, heard on 234 radio stations. 


“Facts Forum" pro and con discussions of vital 
issues heard on 342 radio stations. 


What they’re 


about FACTS 


Est. Feb. 1952 


Saying «+6 


3 


ee 
aR 


FORUM 


“... LT always read Facts Forum News with inter- 


est and profit...” 
EDITOR 


PITTSBURGH, PENNSYLVANIA NEWSPAPER 


“...I find some excellent articles I would like 
to reproduce and use in our security indoctrina- 


tion program.” 
Major, USAF 
SECURITY DIVISION 


“...you are presenting the most important 
national and international problems in a most 
interesting and informative manner. More and 


more people should read it... 
ASSOCIATE EDITOR 


AN EASTERN NEWSPAPER 


“... believe Facts Forum News to be one of the 
most helpful and provocative pieces of news to 


come to my desk.” 
PRESIDENT 
AN EASTERN COLLEGE 


From Clyde, New York ... “You are doing a real 
service to the people”; from Seymore, Indiana 
... “It's second to none”; from Dover, New 
Hampshire ...“Facts Forum is a WOW.” 


Facts Forum News offers you a market of 
thinking people. And thinking people are 


people of action. 


WRITE OR CALL TODAY FOR ADVERTISING AND MECHANICAL REQUIREMENTS 


East Coast Representatives 
McClanahan & Company — 
295 Madison Avenue 

New York 17, New York 


ADVERTISING HEADQUARTERS: 


Mid-West Representative 


John R. Rutherford & Associates 


230 East Ohio 
Chicago, Illinois 


1710 JACKSON STREET, DALLAS 1, 


TEXAS 


Committee. Its membership would 
include broadcasters as well as 
| manufacturers. Its research pro- 
grams would be financed by con- 
tributions from industry. Chair- 
man McConnaughey has indicated 
the committee may be incorporat- 
ed as a non-profit research group. 


® Proposals for a “crash” program 
to get a final answer on uhf were 
first mentioned by the chairman 
in his address before the NARTB 
convention in Chicago last April. 
Two months ago, when FCC 
adopted a report indicating it still 
hopes to move all television to the 
uhf band, the commission noted 
that it intends to try to stimulate 
research on the uhf problem. 

FCC has taken the position that 
the present 12 vhf channels can 
never support a truly natjonwide 
system of competitive service. It 
says the only hope for a tv system 
with room for expansion is in the 
uhf band. 

The outline for research by the 
new group Calls for elaborate field 
testing of uhf transmitters and re- 
ceivers in an effort to establish the 
accuracy of arguments for and 
against uhf which have been used 
in cases before the commission. 


s On the basis of its work, the 
group is expected to assemble facts 
relating to the feasibility of trans- 
ferring the operation of television 
broadcasting to the uhf channels. 
If this is not possible, the group 
would assemble facts on the best 
possible alternatives and advise the 
commission on technical principles 
which should be applied in allocat- 
ing channels. 

The commission also asked for 


information on techniques which 


can be used to get maximum serv- 
ice from vhf channels in the event 
the uhf channels will not provide 
comparable service. 

In its reports proposing ultimate 
transition to uhf, FCC has stressed 
that a lengthy transition period— 
of as much as 10 years—would be 
allowed to permit orderly replace- 
ment of transmitters and receivers 
as they became obsolete. 


Wilson Offers Vacation 
Trips as Dealer Premiums 

A free trip to Honolulu, Paris 
or Bermuda is included for the 
first time in Wilson & Co.’s new 
premium catalog for dealers. Cata- 
log items range from gold eyeglass 
cases, value 150 points, to travel, 
valued at 73,000 points. 

Each case of Wilson branded 
products has an established point 
value which is credited to the deal- 
er’s account. At any time, the 
points may be exchanged for an 
item of equivalent value. 


Curley Joins Hollingbery 

Len Curley, formerly with Knox 
Reeves Advertising, Ryder & In- 
gram and the now defunct San 
Francisco agency, Wilson, Markey 
& England, has joined the San 
Francisco staff of the George P. 
Hollingbery Co., radio-tv repre- 
sentative. He succeeds John Mow- 
bray, who resigned to join Hugh 
Feltis & Associates, Seattle, Pacific 
Northwest affiliate of Hollingbery. 


William D. Gulick Named A.M. 

William D. Gulick has been ap- 
pointed advertising manager of 
Warner-Chilcott Laboratories, a 
division of Warner-Lambert Phar- 
maceutical Co. Mr. Gulick joined 
the company in 1950 and was 
named assistant advertising man- 
ager earlier this year. 


N.Y. Studio Changes Name 
Roy Germanotta Inc., New York 
advertising art studio, has changed 
its name to Fenga & Donderi. 
Michael Fenga and Hector Donderi, 
owners of the studio for more than 
four years, said there will be no 
change except the studio’s name. 


Me rad : dine 7 
1k See 
ol ea a ea , 
7 Biden 
eR, 80 2 
sig Jah om 
Bee ee 
3 me 
os 9 ee 
be aie 
Bia 
Pee. 
oo Apt 1 
Sh, ed nies he : {4 A 4 
fe aes ag ae 7 24 
7 aye / 
ae Resi - 
4 Fae ee ] HE ick igs 
Bees: ‘ a 
acer "MARKET 
+5 a alee hho a 
Ht eee Ls a 
05 * ee 
bo aes fe ee * : 
See ; Bes: a3 
*. Sees es, Pe 
aie — chy 
PRY Lata A ae 
be ai ENE nrc f ane ; 
Xe ee Ce be ee gio eee ) 
Th fables siethwi | 
ze Peo re 9 L t 
ie Ce a 7 : 5 eee a a sag 
4 Asie Cue oleae ; 
—s 
ne. — 
Pe 0s New 30° Li | ) 
bas TWO Separate Newspapers + 30° Line BUYS BOTH! | 
a oe ~e 
ee a a L,,LDLdDndndOdLC CO le | ‘ 
Chee | 
ae ae. aves tan i 
OS I 
cae i vews * : 
“ws : a= sont tae ur | 
ee os pie i fe \ cz , Ee a : : 
Tis N OW ! ae? a ET | | 
eee he oN Rakes ~ Th, | | 
Oe Be eee | 
fie cna Se if 
or — | | 
a #4 Hoa ~ a 
if ae 2 : : 
ee Bee : j 
ae ; 
tote ' - , j i 
ea y 
pee: Th i 
eae Te | 
i Legare 
a ea ; hee 4 ; | 
ane “a Bre x 1O9S aAasenen 
i YS pig Rage pp 
Be 
hy ae | 
ba bay Pe oy 4 B i 
so , wee ~ x } 
4, Fé > ae ; 
a OF an ae ‘ | 
tae Efe ” x " ’ 
Oy Paes ‘ey | 
ae | | 
rs ees 
a ee ey, 
Viet ee — 
io fe => al | 
% Bie 3 4 D | 
’ ae a a - ¢ q 
“1 ees # Ves 
coe) Seas * = 
ope 4a laa P+ a 
- i 7 ee I 
ae . ) 
Aa a 
+a ep SS 
Si Ren 
he st 
lee - eC 
i 6 ee if 
ie er. iy 
ne } 
a if 
a St iy 
ES eee 4 
conn | 
i i 
E 4 ae i 
oe 
bo * , 
OS | 
ie." ik 
cror PC 
| aay : | ii 
oe aa } ' 
2 a as f 
» fe 
ara 
> 
ree | 
Sige j 
AS f 
ee | | 
hg ae | 
Bee as 
. : Po : 
sey 
Age. : i 
& 3. fal x 
fee 
Le ee | 
pe pe ] 
ee | 
i x 
Hee ee 
er 
jee } 
toe 
eae = . 


One of a series of comments on Metropolitan Oakland as : 
a market by Pacific Coast advertising agency execut 1s. 


is 


- = 
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Being a relative newcomer to the Far West, I am continually impressed 
with the amazing growth of this area in population —and, in the figures 
on home construction, employment, and buying power that naturally 
go along with this growth. 
Nowhere is this more apparent than in Northern California. I was inter- 
ested to see that the Metropolitan Oakland-Alameda County market 
now has a population of 852,700—second only to Los Angeles in the 
West. And, like Los Angeles, a lot of cars; the highest number of auto 
and truck registrations in Northern California. 

EDNA ERICKSON, Media Director 


COLE & WEBER, Ag 
Seattle if 


| Yes. 
| It is important 
| to recognize Metropolitan Oakland’s 
commanding size as a market. 

| It is equally important 
to remember this fact: 


| 
| 
ONLY THE OAKLAND TRIBUNE 
} 


COVERS METROPOLITAN OAKLAND 


| Daily 202,109 

if Sunday 222,313 
» ABC Publisher’s Statement 
| March 31, 1956 


| Cresmer & Woodward, Inc. z 
4 National Representatives ba 
} 
| 
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82 
Great American Names Two 


Irving Mallon, formerly of Per 


New York Companies Merge 
Planned Circulation, New York, | 


list brokerage house, and Promo- odical Associates, has been named Qqye 
of Great 


direct mail promotion eoncern, are | American Publications, New York. | 


tions by Mail, New York, creative | advertising manager 


St. Louis, Sept. 4—At a time, 


merging. Both organizations will| He succeeds Lawrence Serlin, who, when many marketers of bonded 


occupy their present quarters. becomes advertising director. 


Coming Soon 
New Golden Zone Market Book 


A wealth of material on this rich 13-county area will 
be yours in the 1956 Golden Zone Market Book. 
28 pages of valuable information for all sales and 
advertising managers planning national or re- 
ional campaigns. Contains latest population 
| orl buying power, retail sales, market 
characteristics, etc. 

Reserve Your Copy Now 

Write Poul H. Knapp, General Advertising Mgr. 


FORT WAYNE NEWSPAPERS, INC., Agent 
Che News Sentinel + tHe JOURNAL GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


fort WAYNE 


| whisky have been adding straight 
|whisky to their lines, a bourbon 
bottler here has been “bucking 
the trend.” 

| Three months ago, Conrad Inc., 
, bottler of Laurel Springs 90-proof, 
|6-year-old straight bourbon, en- 
tered the St. Louis market with a' 
new Laurel Springs bond. Backed 
by “family” packaging and a spe- 
cial introductory offer, Conrad 
seems to have moved successfully 
against the current. The new bond, 
|it told AA, now enjoys “near sat- 
| uration” within the group of larg- 
| est-volume liquor retailers. 

| Conrad started from a secure 
j pase. Laurel Springs straight, it 
| Says, has long been a leading 
bourbon in the area, “outselling 
most of the national brands by at 
least 3 to 1.” 


Advertising Age, September 10, 1956 


_|Tie-in with Familiar Straight Whisky 
Laurel Springs Bonded Booming Debut 


Eyeing the profitable bonded 
whisky market, Board Chairman 
Oscar J. Conrad agreed that the 
way to introduce a new bond 


‘would be to cash in on the pop- 
lularity of the straight. With its 


agency, Krupnick & Associates, 
Conrad decided to build their mar- 
keting plan accordingly. 


For easy identification, the pack- | 


age of the new bond was made the 


‘same as the straight package, with 


just enough difference so that the 
consumer could easily spot the 
bond. A pale gray horizontal stripe 
was added to the label background, 
and the bond was packaged with 
a special gold foil neck label which 
enclosed the top of the bottle, 
champagne-style. The case was 
changed only by the addition of 
a broad stripe for easier stock 
recognition. 

With the new bond readily iden- 


birthplace... 


of tomorrow’s products, processes and plants 
is research — with its laboratories and 
men. 80% of the manufacturers who 

sell them scientific apparatus advertise 
more in Analyti hemistry than in any 
other aguas tee chemical 
process industries =“, 

Analytical Chemistty publishes more on 
the applications of m@dern reséaych, 
analysis, control, and +k 
products than any othet magazine. *), 


advertising management 


ANALYTICAL CHEMISTRY 


One of four, fact-full 


American Chemical Society Publications: 
Chemical and Engineering News 
industrial and Engineering Chemistry 


Journal of 


Agricultural and Food Chemistry 


REINHOLD PUBLISHING CORPORATION 


430 PARK AVENUE - 


NEW YORK 22, N.Y. 


LAUREL 
SPRING 


ay See Petr titty Neen 


Se ee ER Re ee Ee 6 me 


TAKE HOME TWO—This two-color 

newspaper page helped launch 

new Laurel Springs bonded in St. 

Louis. Special offer paired the new 

bond with established Laurel 

Springs straight whisky. Krupnick 
& Associates is the agency. 


tifiable as a member of the Laurel 
Springs family, Krupnick devised 
a special two-bottle “carry-home 
pack,” containing a bottle of the 
new bond and a bottle of the Lau- 
rel Springs straight. For the in- 
troductory promotion, the double 
package sold for $1.50 less than 
the combined retail prices of the 
two bottles. A special introductory 
deal to the retailer, Conrad notes, 
insured his normal profit. 


® With the two-bottle package as 
the central item at point of sale, 
retailers were given a kit of pro- 
motional material, including spe- 
cial window banners, case wrap- 
around, ad reprints, neck hangers, 
etc. 

Ten days after the distribution 
drive got under way in May, and 
following a series of frequent small 
teaser ads, the first of several 
large-space ads broke in the St. 
Louis Post-Dispatch. A two-color 
page, it pictured the carry-home 
pack, stressing the price advan- 
tage df the introductory offer. 

Within 30 days, Conrad reports, 
the new bond had more than 50% 
distribution among the 3,000 liquor 
licensees in the market. Current 
figures indicate continued rising 
distribution with “near saturation 
in the group of retailers respon- 
sible for the big local liquor vol- 
ume.” 

Sales results surpassed the most 
optimistic estimates, Conrad re- 
ports. For example, “last Decem- 
ber, during the heavy holiday sell- 
ing season, Conrad enjoyed its 
biggest month ever. May, 1956, 
| the first month of the new cam- 
| paign, surpassed that December 
record by almost 50%. 


|s “The figures are especially sig- 
| nificant since, at both the local 
and national levels, December tra- 
ditionally accounts for a volume 
of liquor sales double the May 
| percentage.” 

| Since the introductory promo- 
| tional drive, Sales Manager John 
_F. Conrad III reports, a growing 
volume of repeat business has oc- 
curred during the usually slow 
summer months. 


Baruch School Ofters 
Space Selling Course 

A special course in advertising 
space selling will be offered for the 
first time this fall by the evening 
division of City College’s Baruch 
school of business, New York. The 
course will deal with preparation 
of the sales story, planning of 
agency presentation, application of 
the tools of the space sales trade 
and advertising production as 
viewed by the space representative. 
The class begins Sept. 25. 
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| 
LOOK 

| WHAT'S HAPPENING 

| 

| IN 

| P Hi | & A D = L FP Hi I A I Retailers know what’s going on in 

their own backyard. Advertising must i 

make the cash bell tingle. That’s ee 


why the men behind the cash drawers, 
in Philadelphia, are swinging to the 
DAILY NEWS. One big reason is 


maximum visibility. In our modern- 
sized newspaper we couldn’t bury 


a a es 


you if we tried. 


NEws + 29,608 
| Bulletin — 245,685 
Inquirer =— 247,254 


Retail Display, 7 months, 1956 Media Records + Evening Bulletin t Morning Inquirer 


Follow the lead of Philadelphia retailers. <i 
Swing to the Daily news and see the bright : 


difference .. . in sales. 


PHILADELPHIA DAILY 


Represented by: REYNOLDS-FITZGERALD * New York + Chicago * Detroit « Syracuse * Atlanta + Los Angeles * San Francisco * Seattle * Philadelphia 


+. 


: oe - ob PA Se se ee OD {nia 
ee 
F 
oo 
ee 
; 
| 
if 
| is 
| 2 
; | 
‘ 
; 
| : 
if : 
| 7 
if 
i 3 
' | 
’ 
Ks. 
R 
| 
x 
an | 
Pa 
Ree ev << 
| . 
a 
’ 
if 
1 
| 
} on 
% 
| f 
I | 
Y 
: 
: ee , 
i 
. 
i 
‘ en ing 
t | 
| | ; 
é ~~ = ies fas 
| fe ae 2 Pee oes) ee ie ae Ph ed ¥ re a Tra ees tee 2d Pit a pe ad a eo ii? oe - i c 5 a 4 


‘Flexography’ Launched and Robert P. Long, editor, also 
Flexography, new bi-monthly hold those positions on Gravure. 
devoted to all forms of rubber- 
plate printing, started Sept. 5.|O’Meara, Gould Join LaRoche 
Publisher is Graphic Magazines,| Carroll O’Meara, formerly with 
Garden City, N.Y., which also| NBC-TV and Young & Rubicam, 
publishes Gravure. Initial con-|has been named to take over su- 
trolled circulation will be 4,000.| pervision of television commer- 
Base one-time advertising rate for | cials of C. J. LaRoche & Co., New 
a b&w page is $170; size is 9x12”; | York. Doris Gould, previously with 
printing is by letterpress. John H.| Moselle & Eisen, has joined La- 
Nicholson, advertising manager,' Roche as a tv-radio time buyer. 


1'/2 BILLION DOLLAR 


MOTEL MARKET... 


VOLUME BUYERS OF PRODUCTS 
USED FOR BUILDING, REMODEL- 
ING AND FURNISHING MOTELS 
ALL OVER THE U.S.A. 


S. Wabash Ave. 


merken Motel Magazine enicaye 3, Wlinsis 


, 
f 


4 SPECIAL 


TO THE 


BUILDERS OF 


- SOUTH FLORIDA 


\ 


To those Builders of South Florida sho have inspected the 
“DREAM HOM SE™ this week, we owe a special note of thanks! 


* 


YOU, THE BUILDERS OF SOUTH FLORIDA, know top 
yeu see it! You would not have taken ume aff from your busy bile to veut 
the “DREAM HOUSE” if you had not known that we are now showing 
the most modernistic and most fashionable homes on this area. You have 
seen features we have uicorporated inte the “DREAM HOUSE” that have 
never before been shown im South Flonda 


value when 


WE. ARE PROUD 
to be the FIRST to bring these features to this area — 
you, Mr. Builder, will soun be showing these features in your new models 
This way we all do the best possible job for the home buyers! 


-_— — - 
Pa 
An Srvitation 
te thee Baiiders whe howe get pet beee ble te 
— 1: AND w off the over 
Te AY the 
ans 


tore 
‘Dabaw i HOUSE” Bee vow 


and we know — 


Advertising Age, September 10, 1956 


: QUICK-THINK — In 


an ad in the Mi- 
ami Daily News, 
Hal Burns, a Mi- 
ami builder, gave 
special thanks to 
40 of his compe- 
titors he counted 
among the crowd 
inspecting his 
“Dream House.” 
The ad, which 


> ran in the Miami 


Daily News, fol- 
lowed one which 
announced the 
opening of the 
house. 


AND SHE'S GOT 


THE SEATTLE TIMES 


BUYING POWER — more than 721,000 


people live in Seattle’s ABC City Zone. More 
than one million reside in Seattle’s ABC Retail 
Trading Zone. Seattle’s extraordinary 
buying power is third highest in the 

nation. Boeing’s Seattle payroll—one 
industry only—will exceed 

$200 million this year. 


SATURATION — tHe sEATTLE TIMES 


alone saturates this market 
with effective coverage. It’s the 
paper that’s looked to—by 


readers and by advertisers. 
Yes, Seattle is a thriving, buying market 
—and its buying public looks to 
THE SEATTLE TIMES! 


State Street Days 
Net Chicago Stores 
15% Sales Increases 


Cuicaco, Sept. 4—Coordinated 
promotion apparently paid off well 
for the department stores on 
downtown State St. here last 
month. 

Reports from the Federal Re- 
serve Bank of Chicago show that 
the three-day “State Street Days” 
promotion in mid-August, backed 
by all the stores, tallied up over- 
all sales gains averaging 15% 
over the same period in 1955. In- 
dividual stores reported sales in- 
creases up to 25% and 50%, ac- 
cording to John Sheldon, chairman 
of the State Street Council, the 
merchants’ group that sponsored 
the event. 

“The promotion itself was un- 
precedented,” Mr. Sheldon said, 
“in that never before have all the 
stores on State St. participated in 
one coordinated sales drive.” Un- 
usually heavy newspaper advertis- 
ing was used by the stores during 
the drive, all ads carrying a com- 
mon plug for State Street Days. 
Radio-tv promotion was also used. 


= “We tried to make State St. an 
exciting place to be during the 
campaign,” said Mr. Sheldon. “En- 
tertainers performing on a large 
flat-bed truck were on the street 
all day. Clowns, models dispensing 
perfumes, ‘mystery shoppers’ giv- 
ing away gift certificates and 
theater tickets all gave the street 
a carnival-like air. 

“In view of the over-all success 
of the campaign,” he added, “we 
would certainly like to see State 
Street Days repeated next year.” 

Calkins & Holden, Chicago, is 
the State Street Council’s adver- 
tising and pr agency. 


White Motor Co. Advances 
Roy Fryer, David Sheehan 
White Motor Co., Cleveland, has 
advanced Roy A. Fryer from as- 
sistant sales promotion and adver- 
tising manager to advertising 
manager and David W. Sheehan, 


D. W. Sheehan R. A. Fryer 


from assistant to the vp of sales, 
to sales promotion manager. 

Mr. Fryer has held merchandis- 
ing positions with White since 
1943; Mr. Sheehan has been on 
White’s national sales staff for 10 
years. 


‘La Hacienda’ Names Two 

La Hacienda Co., New York, has 
appointed Peter J. Blake Jr. vp in 
charge of sales development of its 
two publications, La Hacienda 
(Spanish) and A Fazenda (Portu- 
guese). Mr. Blake formerly was 
export manager of Minneapolis- 
Moline Co., Minneapolis. The com- 
pany also has named John G. Mc- 
Learen manager of midwestern 
advertising sales, with headquar- 
ters in Chicago. Mr. McLearen pre- 
viously was supervisor of Latin- 
American advertising of Minnea- 
polis-Moline. 


Hamm Names Faust S.M. 

George Faust has been named 
general sales manager of the St. 
Paul division of Theo. Hamm 
Brewing Co., St. Paul. Mr. Faust 
joined the brewer in March, 1955, 
as director of merchandising. He 
has been manager of Hamm's 
wholesale sales since spring of this 
year. 
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CONTINENTAL 
SCALE 


et wre ew 


What sells the 
Eastern seaboard 
: best 


May need adapting i 
for the 
middle west 


CHICAGO, ILLINOIS 
The Fensholt ens 
Agency, Inc. 


DAYTON, OHIO 


Hugo Wa pons 
Associates Co 


DENVER, COLORADO 
Harold Walter Clark, Inc, 


FRESNO, CALIFORNIA 
Long Advertising, inc. se 


LOS ANGELES, CALIFORNIA 
Dan B. Miner Company 


MILWAUKEE, WISCONSIN 
Scott, inc, 


MINNEAPOLIS, MINNESOTA 
Olmsted & Foley 


NEWARK, NEW JERSEY is 
Lewin, Williams & Saylor, Inc, ai 


NEW YORK, NEW YORK 
Lewin, Williams & Saylor, Inc. 


PHILADELPHIA, PENNSYLVANIA 


| Arndt, Preston, Chapin, Lamb 2 
} You are BETTER SERVED sae . 
| when your advertising agency arsrete agaa < 
| | is represented on-the-spot Advertising Agency 
1 in your important markets... PROVIDENCE, RHODE ISLAND 
i] Horton-Noyes Company 
| | Once outside of your own market area, you ST. LOUIS, MISSOURI 
| — face sales problems — yes, and opportuni- Wisle-Brandon Company 
ties, that can be met best with a local SAN FRANCISCO, CALIFORNIA ‘ 
} approach. You need the help, then — and pana Adrertoing, tes. E 
| the intimate regional knowledge — of a SAN JOSE, CALIFORNIA 
} staff on the ground. When your agency is a ene. te. 
» member of Continental Advertising Agency SEATTLE, WASHINGTON 
Network, you have this on-the-spot man gy 
: cece SPOKANE, WASHINGTON 
| Each CAAN advertising agency is solid, P haverisiag Agency : 
| informed, and respected in its own locality. a: : 
| Membership in the Network simply multi- Foster Advertising Limited Ss 
| plies its facilities for providing accurate TORONTO, ONTARIO . 
| grass roots information and local action in oo. yy 
! 20 major marketing areas of the U. S. and VANCOUVER, BRITISH COLUMBIA 
Canada. Ask the CAAN member agency WINNIPEG, MAMITOBA 
nearest you for details. 
OE 
CONTINENTAL ye 
= z 
4 
ADVERTISING ,, @é § 
| *4Gencs™ 


AGENCY NETWORK, INC. 
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FRIENDS—Hablemos, the Latin 

American newspaper supplement, 

is switching from letterpress to 

rotogravure. Here is a sample of 
the new cover. 


‘Hablemos’ Shifts to 
Color Roto to Attract 
Ads, Newspapers 


New York, Sept. 5—Hablemos, 
the Latin American newspaper 
supplement, will switch to color 
rotogravure printing beginning 
next January. 

The changeover, now being an- 
nounced to advertisers and agen-. 
cies, is to be accompanied by a 
25% rate hike, bringing the b&w 
page rate to $1,540. The onetime 
full-color page rate will be $2,140. 

Hablemos, published by Supple- 
mentos Associados since 1950, is 
a Spanish-language magazine pre- 
pared in New York for distribution 
to Latin American newspapers, a 
la The American Weekly, Parade 
and This Week Magazine in the 
US. 


® The supplement has had its ups 


and downs. When it started, it was 
distributed in seven papers. At) 
one point, it had distribution in| 
14 papers in nine countries. To- 
day, Hablemos runs in the Satur-| 
day or Sunday editions ef the fol- 
lowing eight papers: La Nacion in 
Costa Rica; El Mundo in Cuba; La 
Nacion in the Dominican Republic; 
El Commercio in Ecuador; El Diaro| 
de Hoy in El Salvador; Novedades 
in Nicaragua; El Panama America 
in Panama, and El Universal in 
Venezuela. 


It reports a current circulation | 


{ HE CAN HELP YOU 


If you're looking for fast 


Direct National Distribution 


Borney Kingston Merchandising Director 
Don't be fooled by the “outlet map” on 


ur wall! It's one te put your 
Lome B in A another to 


te in 
booming 9% billien DIRECT SELLING 


FIELD. Manofoeturers and agency execu- 
tives often amazed to learn how easy and 
is to move merchandise 

direct 


ov meath . . . many 

rae $250,000 te more than $124 millien 

annually. 
Send factual data to our M 

Director, Barney Kingston, Dept. A-203 

Saleeman’s OPPORTUNITY Magazine, 850 


of 221,500. 

The new Hablemos will be 
printed on the Louisville Courier- 
Journal’s roto press, the same press 
which turns out Parade and other 
magazines. 

Supplementos Associados is 
counting on the new dress to (1) 
bring new advertisers into the 
fold and (2) bring new newspa- 
pers into the distribution network. 

Henry Webel, vp of the com- 
pany, told AA that the new format 
will enable Hablemos to approach 


many advertisers whose products 
are particularly suitable for color 
advertising. He mentioned cos- 
metics producers as an example. 

The change to color rotogravure 
also is designed to improve the 
supplement’s salability to Latin 
American newspapers. Previously, 
Mr. Webel pointed out, publishers 
could say with some justification 
that Hablemos wasn’t supplying 
anything that they couldn’t pro- 
vide themselves. 

Mr. Webel said it is natural to 


Advertising Age, September 10, 1956 


expect South American publishers 
to develop supplements of their 
own. Hablemos is trying to beat 
them to the punch by going to 
|color roto, an expensive process 
which publishers south of the 
border are not likely to duplicate 
in the immediate future. 
“Newspaper supplements have 
|been the most successful postwar 
publishing venture in the U.S.,” 
Mr. Webel said, “and we look for 
the same healthy growth in Latin 


America.” 


~— 


Families Are OK on Mondays 
Too, United Air Lines Says 


United Air Lines plans to extend 
its family plan fare to include ar- 
rivals and departures on Monday, 
beginning Oct. 15. The change is 
subject to government approval. 

Reduced fares will be in effect 
from Monday noon to Thursday 
noon, instead of the current family 
plan rates in effect all day on 
Tuesday, Wednesday and Thurs- 
day. 


(lo you know 


of any market, that 
moves faster than 


1500 miles-an-hour? 


a North Dearborn Street, Chicago 16, TM. 
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Advertising & Commercials 
Bows; Gets Cole-Finder 

Advertising & Commercials, new 
Chicago agency, has opened offices 
at 209 S. La Salle St. Manager of 
the agency is Jules N. Draznin, 
exec vp, who formerly was direc- 
tor of advertising of Chicago 
Northside Newspapers, 
chain, and an account executive 
with Olian & Bronner. Charles M. 
Bernstein, Chicago CPA, is presi- 
dent. 

The agency has acquired the ad- 
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vertising account of Cole-Finder 
Inc., auto sales agency, which re- 
cently parted company with Rock- 
lin Irving & Associates after dis- 
missal of a grand jury indictment 
charging them with misleading ad- 
vertising and conspiracy to injure 
public trade (AA, June 25, July 9). 


weekly | Media plans for Cole-Finder in- 


clude tv, direct mail and outdoor. 
The agency also handles Park Na- 
tional Bank, Chicago, and the local 
office of Le Febure Business Sys- 
tems. 


Schlitz Wholesalers to JWT 
The Washington office of J. 
Walter Thompson Co. has been 
appointed to handle advertising 
for Schlitz beer wholesalers in 
Washington. There are _ seven 
wholesalers represer'ing the Dis- 
trict of Columbia, northern Vir- 
ginia and parts of M.vland. JWT, 
through its Miami o'‘:ce, will also 
handle the adverti.ng for the 


southern Florida £ ‘| \itz whole- 
saler group. In W: ington and 
Florida the Schli: wholesaler 


groups have combined forces in 
the interest of one large coordinat- 
ed advertising program which no 
cone wholesaler could buy individ- 
ually. The Chicago office of JWT 
handles the account of Jos. Schlitz 
Brewing Co. 


Reed Advertising Adds Three 
Brooks Insulated Clothing Co., 
a division of Brooks Uniform Co., 
and Paradise Bootery Inc., both 
of New York, have appointed Reed 
Advertising Inc., New York, to 


How fast can a market move? From the sleek 
F104A to the ungainly-dependable helicopter, 
the military aviation scene shifts so rapidly it 
takes the industry’s only 24-hour news service— 
the American Aviation Daily—to keep up with 
the market. And this leaves room for AMERICAN 
AVIATION to do its exclusive, overall “industry” 
editorial job. 

The military market alone is a sizeable chunk 
of aviation’s $10-billion. Why, in just the last 10 
months, more than $5-billion for new aircraft 
and missile construction has been funnelled 
through the 18 military procurement offices— 
where AMERICAN AVIATION concentrates 3,584 
circulation to nail down the key buying per- 
sonnel for you. 


World's largest aviation publisher’s.. . 


Throughout the aviation industry—airframe, 
engines, components, commercial carriers, busi- 
ness plane owners, terminal airport manage- 
ment—from 86% to 95% of American Aviation’s 
circulation in each category is concentrated with 
the companies doing the greatest dollar volume. 

Its complete, informed editorial coverage, the 
wide range of its appeal, its exclusive “industry” 
concept, make AMERICAN AVIATION your pri- 
mary aviation medium. The fact is, this one 
magazine alone delivers 91% concentrated cov- 
erage of the entire integrated-interdependent 
aviation industry. Arrange today to see “How 
to Increase Your Share of Aviation’s $10-Billion 
Market.” 


American Aviation 


17 E. 48th ST., NEW YORK, N. Y. 
CHICAGO 2, ILL. 509 


1001 VERMONT AVE, N. W., WASHINGTON 5, D. C. 
BLDG., DETROIT 2, 


139 NORTH CLARK ST., 


MICH. 8943 WILSHIRE BLVD., BEVERLY HILLS, CALIF. 
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handle their advertising. Both com- 
panies previously handled their 
own advertising. Beattie Jet Prod- 
ucts Co., lighter manufacturer, has 
also named Reed its agency. The 


Anderson & Cairns. 


Names Lennen & Newell 

The Health Insurance Institute, 
New York, recently formed public 
relations arm of the Health In- 
surance Assn. of America, has ap- 
pointed Lennen & Newell, New 
York, to handle its advertising. The 
institute will conduct an institut- 
tional-type program for insurance 
companies in the voluntary health 
insurance business. 


Mohs Joins ‘Globe-Democrat’ 
The St. Louis Globe-Democrat 
has appointed Louis R. Mohs cir- 
culation manager. Formerly ci- 
culation director of the Jersey 
Journal, Jersey City, he also has 
been circulation director of the 
Cincinnati Times-Star and the 
Pittsburgh Sun-Telegraph. 


DOESN'T 
READ 
AMERICAN 
BANKER 


But his bank's key executives 
do... it’s the one publication 
that is sure to reach their 
desks and be read, because it's 
their only daily source of vital 
banking news arid information. 
Some 50,000 top-level bankers 
in nearly 8,000 banks, repre- 
senting 92 percent of the total 
bank deposits of the country, 
read AMERICAN BANKER daily. 

Subscribers to AMERICAN | 
BANKER pay $20 a year, the 
highest subscription rate in the 
field... and 96 per cent renew 
year after year. 


Te de business with banks, 
~* reach the banker who reads... 


account was previously handled by ' 


DOORMAN 


1 RR EIS ie Ei RY i I ala Sp 
ae i * nae nee in a 
_ 3 j Le ne a 2 _ 
MS  . ont, 0 a i nS ave ae - ) Ce 
} Z Som , 7. a Parka ete ie Laraegaie a te 
; ' . (oR ea 0 ir (ea , Sg Sy 
A es at 
hos y Mo 
a , 
| to 
| y 
SSS \ 
| f 
; : 
} ?. 
j 2 
" 
#3 rei 
oe 
ene > 5 i a, 7 
is P a Sion eee Be ere en ene | aa : ra 
ae pe Be SRE Eg 2 9 a aa ere A ¥ . 1 
a (an ee ee oes has ae Sy Re es ee, eee ram, a Cw 5 
Ves a e sg _ bors See eee Gee aS : = a ig > tee Peo, oe ey = ; ‘ 
= inl aa i i o i m 4 ” oe oe "4 a aa a f eS me poo es pre of re Vein ki = hall oa ‘he f a. 
—— Ree eee ee ae —: * Be a me Sat (ease! ’ any BS t 
E bse me ae ea Ce a "a ne 2 if ek: og oT Re gaa : AEs i rae 
sat hy oc Ege aR tS, ty ee: ee S a ee = ie as a ae ee. ; 
ae a = a eee Ber 7 ae cs 3 eae: er ee 5 4 a3 P eeGi: Neros. | UT ps 
> er Nee es ae aa ee ee et eS Ee os P 
a : & ie $ aoe a dai tae | Sopra me: dae gi alas Se Braen, cF eee ae > ‘ rod 
. es at rae; = An ee Re ee ee ; Ss hh ee Seas ~ My oe = 2 " 7 . 
‘eee ieee Penh he ts liane en | > ia a a Ske 2 Regma aie a nee: eg tae ‘/_ os | = 
wc See pe Asi ees: 7 Rg : a “ie 4 ee ae fae © = = 
a * ihe ere eae aoa, ae = ee . oo Re) ee = =o b 
—. ae ae get ale a PG re eS ee ” 
|) ) ae oSelieas Rao a ae Li Sars. a / eater a Rea . ag (ne EES A r 
a all . {ia a a — 
te  } Pits cy: oe Re ae he are gt + ees Saas ate <A eee — va - 
ro | i. ae - ee es: ; ete. 4 ie ae eae rs ; sas bg : 
ee aie BS) jae re a ee ee eee : a4 5 < 
Rear Rae ey ‘en Sas Negteg Sys tl “5 Mogae ae Lo os Ea Pieeaiaeree Sa eee e F z 
et | ae es iy ee “ > gig i: * cies ENS) Caer pei. ae - ~~ . z 
re i ee Ly PER SS eee se Tie eh * ee ae a ae ’ . +e Tey ee ‘es 
ioe 7 ee ee “eres = re ee ae i y 4 y 
Gee pens eg Sree ~ gona sa os Se — A ete errs P a. 2 ln 3 i . 
ian fed ae aa ak ae ey eT | oS Sees ee a ba tee eae i: =i . 4 ; aa ‘ ve < t ‘ 
ees | cone ema arm a Ge art ame a a > ie 2 . : 
ct 3 i Sa Ne PS aa a ad ee ee ee . . a : ute ikl ya 
Pa Pa “Ge See, ae a 2 le geri sg ers: oY af Wp 2 
oo fan ZF * tReet one ae. * Re : ae er he” 2 4 i : Bee” hy , ~ 
ae ei ere ne Ps ah ee, hee a er . ae 4 ps Vln Z 4 
ae ae 4 * ey Pe ee. Weegee) a ee ees oa oa ea Pe ® et Y % — , a b 
a Se a 3 WM ES a i as rf ey: pe . ier. Sas 
i (on nect a ie ae me ee . : ™ = : an * ’ - 
: ~ gee a ae eee ao Re as cere eran ee a f f ’ “i 
a a reer eie ime pare ees 4 : eae ie ae ies ous ow = 
<n s oe Pe a ye es |e . , — ‘ s ; “ 
_— i We ey Ly. tle ee " Teme Se i oe , Reo ee ae ; i af ig 
=—e—— ®& = aw. a ae a - — . 
mei: Abe , > See Bs vite a oh ae ire ey ig Lee 5 97 a . : x ad 
5s i ia e ae 7 " tg . Be Pan og aa ; abe Ce eee ‘ 4 = fi. vet. cd iat ee 
ca a eed ¥ = i Bae: i eieceamaacmmmmmaaninss Bloe a ae - 3 “ 
ci ie eS <a i, S eee E way “4 fo ec ae é . ’ 
oa ae eae SC ee ae S 9 eC i re SS ee . a a on Sen 
Rte | te . i eR rae ‘Gane Bo CO le ne meee fy oo aoe eit oy age ~ _ ae fs 
i a | ee ia, Bee: oa ee Be a ee ea a Est . a A $c he? ik Mme 
4 ie Ee a ae a * ae eas Se ee od | eae ee a —. ioe Aas ; 
a Soe OR — a “CAs oe ae os ze ’ pote ia a Yon - 
eo: re Bes. a oy ae 5 Sa ae ae ee Oa il tea 4 _ ; & pe 
- ie ¥ : ae — ee ead ‘a pare > oe SN ae Ae a <a a ae t << nf 
eS oe 7 Rete i) ae ei a = “53 ene vos ete 5 wee ett ee +a " # a aes a 4 x . 
. oe z Se 3, ie cae: 43 a == ae e i Bi ee oe re Ta: ee i: oo . at “a a ne +> 7 
hd ‘2 ee ae int re a — ia Se ne a Sea 2.) gene a oe ty 
i goveraeet itil a ——. Beaks, See ae, 8 2 ° a sa ee Se 6 ad x » 
at ran sacl ae ———- Be Yo Nei ce Cre a eae oer re -_ ‘ he 
a ae oe FE ee ae eee : Pie i oh ee eats ea Ce : , 
: | ra ee iii ee ie. Bt RE ene ies ae ol x _< 9 
Me ye ee oo Bee 8 / aor ei Be te a ae = a iS , , 
ee eae ra: aa ME lin ae oe > oe. a . 
A ee | are : ae ae. gt Lae Soe el — 2 eS 4 : 
Fae | = oe 3 eae = * aor eae oe Ce gig ee a ae cas eres a a, 
i i eee ee por eee. * — : Ae eps. ae Seay. Zeer J a ae . in ae 
wc. hee oe te ee i As ek ae eae ie . - ies eel 
cc. ee a- See ey eee rae mya ls oa eae en ia eam 3s i aces Wiis Rae < ees ane 
7 ae ha” eee gene eae Deemer he Ra ae ae ee : 
3 pn es Wes = aie Be ne aces Pee on aS 5 es ee eee (ieee a * 
oe. Se a ee eo ea i gael ues, are A i ee ee i 
ee {ee Oe "S foe hee ae ae ee ae ee Det ss “ 
Fi Soe Sa es Be oer Pi ee ee Foal Be ps 1 ee an a 
ce a cee gs: EB ae seks oy cee. Wes ag oe es eae 
sgh et Pe Bee oe ee ; eg 2 ee eg Re! a, ioe oo 
taee, (f 7 Bcc... aes 4 fs or ye ae es 7 Ba a aeaeny Se Barak a ; yee . 
oo a eee £ — wae ee ET a Bele. ar i ae ae Sig, as eee 3 
Ee - i aa Ne ee ene ae Ue lies oS 2 ; 
~~ i eo ae Ss : ; ee Cte te. is 6 CO a oe f 
iY i oa Sige: ae a : ee ewe aed oe Sn, Bae oe “— +o ” 
ro i aoe een ie ee ee > I oS oe. es ae a es : 
a gd ee eS ce SS ee Roh aes ee rh ae 3 ies fe ee es 
eee ats eee ee i 3 a ee or te 4-cag Tee ae eats, 
ck irae ee et ee Sea, ee a ie ay Fs mem Se Posie a i : 
ee Bae Acie te. one ah cea ’ as ais eco z a "i eS ae oe ee AN TE a ae : 
. ‘ aad Mote Bi. fon a a ee Beek rpe ee OS a pts ae a a : 
oe ee Se a opus : ee > : a nema Ser ee “ae od a ‘ 
es Os’ Same. igen “ie : 2 ; 3  — i pe te Ta a ea = i .. ye : 
oo y BE aa eso ni ae fF © 2 ad ape ee eee. a ee aitog 2 ee cw 
a a * tee ae ee oe ay ak tee. = ‘ae: J m ri ot ae el . - err ae ee kee eat. 1d get. : 
brian ee eee Se ie. : a. ees ee 3 Eek ee ere Pian oS YS @ 
- oe > aE ae NE | Cl pall = ae = Bae ae. yaaa a : 
pete ae Be or) aa a eh ae ee wo gr is ake ee a a 
aS ae >, aan a ee ie ea ust Ree et iy | a 4 
Fy: Pe ee va =A ae : = ia” . aes y at ee = oe. Ogg Care Bee See ae: : 
be a Rey Seige es tes - eae [ es a on |. Se ai ey Ti ena ere " x : 
(oe “ee Ce ae | ae ae - OS ara a bose ee a ; 4 
J 2am eos ca rah 2 ee a > yee ‘ Bs, et ago 2 ite : ricut. = 
i ee Le Se . “See a of re ee a? . 
ts oe GETS ied ae eee ——_—— es, “lla REE = a i oe ce ae 
a See ee eee se . ae ee ee oe or a 
aa mane ty ne it aye tec es . ec *\, ‘ eh el a: . ae, 4 ieee . = i - 
a2 ee a Re 1 es Ft a aa er Sa ae if akg aes zi 
; a a ae ee. eS a Se at i ee ; 
. ae es Be ee: Al "dates er 
i” ; a 
i : a: 
} { 
: . 5 ‘ 
j f i 
iW ‘ 
“ 
iy 
| 
i] 
’ a 
} : 
i Fe 
a's 
A, ; 
’ 
| ; 
i ; 
| f ‘ 
gs 
a A j F 
o ee 
in ws Geet 
er —— ¥ sf 
" * yr re a . ‘ 
‘ ¥ ~ - e en j 
2 a, Or -* “3 = 
q PO @ ~ ion 
q sect : » 
a 3 
~¥ ll a 
7 5 wa ‘qattiren  fee 
, er oer" tl ay p tera 
: i . 4 . . as > ee ek: 
‘ —_. . Sh at a ‘ eg 
- > SS et Pe Bs. 
ee ee g Tes 
arsed tn Do 
} + Te TEL TG toe 
. ad eet a ae i: F ea | an" 
‘ 4 as ~~ ie, eae | ee 
’ | ee ere at. . 
9° in wy he eegh Me 
fee ‘ >. STONE STREET NEW YORK 2 NA Bhi 
la ae eer 7 : 4 . v ~~ - 
Dae Re le ae =. y a 
72 ee ae a es ‘74 
AN a. * 


NARTB Publishes ‘Let's Vote’ 
“Let’s Vote, Neighbor,” a study 
of a test campaign to get Ameri- 
cans to the polls to vote, has been 
published by the National Assn. of 
Radio & Television Broadcasters. 
The 20-page booklet will be sent 
by NARTB to every radio and tv 
station in the country to promote 
their cooperation in the current 
“Register, inform yourself and 


vote” drive, being conducted by 
the American Heritage Founda- 
tion. 


Freund Joins Rockwood 
Henry L. Freund has been ap- 


‘pointed to the new post of exec vp 


of Rockwood & Co., Brooklyn, 
chocolate manufacturer. Mr. 
Freund was formerly president of 
Essex Graham Co., Chicago. 


" 
a 
F 


i; F YOUR TV SPOTS REQUIRE EVE- 


CATCHING MOTION ON A CONSERVATIVE 
BUDGET, TAY STOP MOTION FILMS! 
Much, much lower in cost than full animation (which 
we also do for the heavier budget), Stop Motion gives 


IMPACT to your TV sales message at LOW COST 


Write us today for Sample Reel 


CHICAGO, iL 
1323 S. WABASH 
7 
NEW YORK, N.Y. 
341 W. 44th S. 


Bristol-Myers Starts 
Tests on Theradan, but 
Is Mum on Ingredients 


CuicaGo, Sept. 4—As quietly as 
possible, Helene Curtis Industries, 
|through Weiss & Geller, began 
| testmarketing a new and unnamed 
| product last October. 

The product, which is now in 
national distribution, is Enden—a 
dandruff treatment in shampoo, 
and the first such, says Curtis, to 
be offered without a prescription 
(AA, Aug. 27). 

Bernard J. Gross, Weiss & Geller 
vp and account supervisor on End- 
en as well as other Curtis products 
handled by the agency, says his 
staff simultaneously developed a 
name test, product test and na- 
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Curtis’ New Anti-Dandruff Shampoo 
Has Makers Scratching Their Heads 


| tional marketing plan. The first 
| move was the selection of Colum- 
| bus, O.; Syracuse; Wichita, and 
Madison, Wis., as the initial prov- 
ing grounds. Saturation spot tv and 
newspaper programs were worked 
out and carefully audited. 

Even Mr. Gross was surprised 
when Enden outsold all other dan- 
druff remedies combined, and out- 
sold any leading shampoo. 


= After ten weeks, it was decided 
to take the product to the West 
Coast. Saturation tv, newspaper 
supplements and newspapers were 
used. Distribution of from 70% to 
80% was quickly attained by using 
a “crew” operation. 

Meantime, the word was out. 
Alert competitors watched Enden 
dent their share of the shampoo or 
dandruff-treatment market, and 


for 


lowa PLUS! 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


io 
helps 114% Sales Increase 


for Skelly Oil 
in Metropolitan Des Moines! 


In Metropolitan Des 


Moines—as in ALL of 


“Iowa Plus’—WHO RADIO is the quality 
station that people hear, trust, BELIEVE. 


Your messages on WHO carry more weight 
because they are delivered by trusted voices 
and are backed by excellent programming 
sponsored by America’s leading companies. 


Skelly’s Mr. Loudon 


KNOWS what all this 


means to advertisers—and so do your Colonels 
at Peters, Griffin, Woodward. Ask them! 


Peters, Griffin, Woodward, Inc., Exclusive National Representatives 


Curtis decided to break into the 
national scene before other new 
products spattered flies into its 
new “ointment.” 

Mr. Gross says Curtis will spend 
about $2,000,000 in advertising the 
new product between now and 
the end of the year. About 50% of 
the budget will be spent in tv, 
mostly for plugs on “What’s My 
Line” and “Queen for a Day.” The 
rest will go into print—newspa- 
pers, supplements and magazines. 

Mr. Gross attributes Enden’s 
success first to its effectiveness. He 
explains that the principal ingre- 
dient used in the dandruff treat- 
ment is sulfur. “This is a remedy 
that’s been used for years, not only 
for the treatment of dandruff, but 
for other skin afflictions as well,” 
he says. 


a “The difference in Enden is 
that we use colloidal sulfur not 
precipitated sulfur commonly used 
in other remedies.” 

Curtis’ laboratory tested the 
product for about two years before 
it began test marketing and got 
effective relief in 100% of the 
cases in which it was used. The 
advertising claims say “99% of 
the patients under dermatologists’ 
care reported these marked bene- 
fits ...”; Mr. Gross says 99% was 
used instead of 100%, “because it’s 
a more realistic claim.” 

The second point Mr. Gross 
makes is that Enden creates a 
new product classification. “It 
cuts across both the dandruff 
treatment and shampoo markets,” 
he says, “and thus carves out its 
own place, rather than nibbling 
away at an existing market.” 


® The initial print ad used in each 
market is academic in tone and 
replete with words and phrases 
like—“Helene Curtis scientists,” 
“clinical research,’’ ‘‘medically 
proven treatment.” The ad also 
refers to the ingredients, and calls 
for seeing “your doctor and your 
druggist” for explanation. 

Following ads take a more com- 
monplace cosmetics theme  be- 
cause, says Mr. Gross, “the intro- 
ductory ads are meant to set the 
stage.” 

Curtis is less worried about 
competitors at the moment than 
it is about estabiishing Enden in 
its own right. Imitators, says Mr. 
Gross, will have to use something 
other than colloidal sulfur as the 
principal dandruff treating agent, 
since, he says, Curtis has the sup- 
ply cornered right now. 


= The first glimmer of a market- 
ing war comes from Bristol-Myers, 
which is testing Theradan, de- 
fined as “a specific anti-dandruff 
formula for men and women,” in 
six cities, of which one is Seattle. 
The new product is being tested 
by Doherty, Clifford, Steers & 
Shenfield, which has the Ipana, 
Ipana AC, Minit-Rub, Vitalis, 
Mum Mist and professional ad- 
vertising part of the Bristol-Myers 
account. 

Media used are spot tv and 
newspapers, and the copy says 
that the product goes farther than 
tonics and shampoos in the treat- 
ment of dandruff. The company 
declines to comment on the ingre- 
dients. Asked if the preparation 
contains sulfur, Bristol-Myers re- 
plies: “It’s our own formula.” 


Audience Analysts Makes 
Auto Radio Listening Survey 
A recent survey by Audience 
Analysts Inc. of the nine-county 
Philadelphia market revealed that 
37.2% of the households reporting 
(2,300) had one or more members 
listening to an automobile radio 
while driving to work. Total in- 
home radio audience from 7 a.m. 
to 8 a.m. is 57.5% of all households, 
from 8 a.m. to 9 a.m., it is 39.3%. 
Total auto ownership was 81.3% of. 
the households surveyed, with 62% 
owning one or more autos equipped 


with radios. 
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To sell more where more is sold 


oooif’s FIRST 3 FIRSTS 


A way to relax § 


A gently swaying hammock beneath shady trees is an ideal spot 
for relaxing but when it comes to increasing sales in the giant 
city markets, with their teeming millions, much heavier adver- 
tising effort is necessary. 


The three top markets of New York, Chicago and Philadelphia— 
where nearly % of all U.S. retail sales are made—should be the 
nearly indispensable core of almost every national campaign. In 
these king-size markets, where the family coverage of General 


Rotogravure * Colorgravure 


oe. 


The way to increased sales @ 


: 


Se Be 


Magazines, Syndicated Sunday Supplements, Radio and TV 
thins out—there is no substitute for FIRST 3 MARKETS’ solid 


62% COVERAGE of all families. 

In addition, FIRST 3’s “Sunday Punch” circulation of more than 

6,000,000 reaches over half the families in 1,319 Cities and 

Towns, which ring up over 30% of the nation’s retail sales. 
To make your advertising sell more where more is sold... it’s 

FIRST 3 FIRST. 


New York Sunday News 


Coloroto Magazine 


. Chicago Sunday Tribune 


Magazine 
Philadelphia Sunday Inquirer 
“Today” Magazine 


Y oe 


New York 17, N. Y. News Building, 220 East 42nd Street, MUrray Hill 7-4894 * Chicago 11, Ill., Tribune Tower, SUperior 7-00438 : 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 * Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-8557 : 
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Pages or Dollars... 


FIRST IN TOTAL ADVERTISING LINAGE 
(First six months of 1956) 


Publication 


LINAGE GAIN-LOSS RECORD 
(First six months 1956 vs. 1955) 


3rd 
Publication 4th 
Publication 


ADVERTISING DOLLAR REVENUE 
(First six months 1956) 


5th 
Publication 
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Among the available measures for judging advertising effectiveness — for 
X-raying the claims and counter claims of many media — there’s one reliable 
yardstick for gauging sales performance: tabulate the traffic who are coming back 
for more. 


It will show you, for example, that among the top five advertising journals, there 
is one that not only is attracting more and more repeat advertising, but is con- 
sistently outpulling all other papers in its field regardless of how you measure 
the volume of advertising: 


1. In pages of advertising— during the first six months of 1956, Advertising 
Age was awarded 1783 pages by advertisers—to 1401 pages for the second paper. 
Thus, even disregarding Age's ‘king-size’ pages (over twice as large as the second 
paper) compared to smaller pages, AA outscored its nearest competitor by more 
than 27% in display page volume. 


2. In advertising dollar volume —Advertising Age received advertiser approvals 
worth $1,588,125* for January-June of 1956—a $595,000 lead over the second 
paper. No flash-in-the-pan lead this—for as an accompanying chart shows, AA 
scored a spanking increase in its share of the field—from 23.1% in 1946 to 39.7% 
of dollar volume in 1955. This compares with a decline from 34.4% to 29.4% for 
the second paper. 


*Figured at l-time page rate. 


3. In total advertising linage — advertisers direct 54% of total advertising to 
Advertising Age during the first half of this year—more than the next four 
papers combined! This accentuates Ad Age's growth-and-leadership pattern, for 
in 1955, AA carried 50.3% of the total linage in the advertising press. 


Here, it seems to us, is confirmation where it counts! Having surveyed statistics 
which point to Ad Age for leadership in circulation and growth, having sampled 
the tremendous readership, response, and buying power of the important people 
who follow it weekly, more and more advertising media and services are directing a 
greater proportion of their promotion dollars into Advertising Age. 


Here is assurance of Ad Age's sales performance—a dollars and cents testimonial to 
the advertising journal offering you the biggest promotion value available today. 


1955 
$7,017,661 


8% 


% OF TOTAL LINAGE IN 
ALL 5 ADVERTISING PAPERS 


——EE 
CIRCULATION LEADERSHIP—POSTWAR GROWTH 

(*As filed with ABC, subject to audit, for 
period ending June 30, 1956) 
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Salesmen’s Incomes Increased by 3.5% in ‘55, 
American Management Assn. Study Shows 


New York, Sept. 4—Field sales- 
men for manufacturing companies 
increased their earnings by an 
average of 3.5% in 1955, according 
to a new survey on sales compen- 
sation by American Management 
Assn. 


sions in 77% of the companies sur- 
veyed. Base salaries are lower 
when bonuses and commissions are 
also paid, but salesmen with such 
incentives fare better in total com- 
pensation than do salesmen on sal- 
ary only, the survey indicates. 
Total compensation of the 14,093 
salesmen covered in the survey! # Bonuses and commissions range 
shows considerable variation, based | from 10% of total compensation to 
on such factors as level of respon- | 100% of total compensation, de- 
sibility and the market served.| pending on the type of plan and 
However, more than three-fourths| the industry. About 10% of the 


Extra compensation is provided for 
sales in excess of quota, to offer 
an incentive for greater effort. 
Salesmen, the survey indicates, 
fare much the same as other em- 
ployes with respect to participation 
in pension and group insurance 
plans. All the companies surveyed 
have group life insurance and 
group hospitalization coverage for 
salesmen, and 90.2% include sales- 
men in their pension plans. Most of 
the survey respondents pay all 
reasonable expenses of their sales- 
men while they are on the road. 


® Like other surveys of the asso- 


of them earned between $5,000 and | companies surveyed pay straight/ciation’s executive compensation 


$15,000 last year. 

The study analyzes the compen- 
sation paid to sales personnel in 
about 200 companies between the 


products field. 


| commissions only. Such plans are service, the survey of sales com- 
most common in the consumer | pensation is designed to enable 


subscribing companies to evaluate 


A combination of salary and their own policies in the light of 


spring of '55 and the spring of ’56. 
Positions included are those of 
sales trainee, three grades of sales- 
men, sales supervisor, and district 
and regional sales manager. 
Salesmen, the study shows, re- 
ceive incentive compensation in 
the form of bonuses and commis- 


bonus is the most popular method | current industrial practices. 

of paying salesmen, the study dis- Comparisons of salesmen’s pay 
closes. This method is reported by | have usually been considered vir- 
36.5% of the companies surveyed. tually impossible because of the 
The bonus is commonly based on ajapparent great variability in 
quota that sets a certain dollar| amounts paid and in job content. 
volume of sales as the salesman’s|The current survey makes valid 
target for standard performance.|comparisons possible, the AMA 
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OBSTACLE COURSE—Swiss requirements for ad agents are stringent, 
requiring a college degree, special courses in the subject and a 
government certificate. Here, Elizabeth Ossent, budding agency ex- 
ecutive of Bern, Switzerland, on a visit to the U. S., explains the 
situation to Clyde B. Clason, pr director of Adams Associates, York, 
Pa. Miss Ossent, formerly with Publicitas AG, Bern, expects to 
open her own agency after a year of additional schooling at the 
Werbefachschule, Hamburg, Germany. 


says, by use of a method of anal- ;‘‘thousands and thousands of 
\ysis under which salesmen are/| words, thus eliminating the need 
| classified by level of responsibility for resharpening and refilling,” 
jand by the market served. Sepa- according to Kahn. 
jrate treatment is given salesmen The pencil was launched via the 
lon salary only, and salesmen on | “Woolworth Hour” (CBS-Radio) 
| salary plus incentives. Aug. 26. Print advertising includes 
In addition to reporting total|color pages in Life (Sept. 3), 
compensation, the report provides The Saturday Evening Post (Sept. 
a detailed analysis of pensions and | 11) and Look (Sept. 18) and half- 


| group insurance benefits, expense page ads Sept. 2 in the Metro 


jaccount practices and provisions | 
|for sales incentive programs and 
|their relation to total compensa- 
| tion. 

The companies included in the 
| survey, first of its kind undertak- 
len by AMA, are located through- 
jout the U.S. They range in size 
|from less than $5,000,000 annual 
|sales to more than $500,000,000. 
|The number of salesmen they em- 
|ploy ranges from less than ten to 
more than 1,000. 


Wearever Ball Pencil 
Launched in Big Drive 

David Kahn Inc., North Bergen, 
N. J., maker of Wearever fountain 


pens, ball pens and mechanical 
|pencils, is introducing its Wear- 
ever ball pencil with a radio, tv,| 
and print drive. The pencil, which | 
retails for 25¢ and is available in| 
five writing colors, writes for | 


Comics Group in 36 cities. One- 
minute tv spots in seven or eight 
markets will be used during Sep- 
tember, with additional markets 
added in October. Dowd, Redfield 
& Johnstone, New York, is Kahn’s 


agency. 


Transitads Boosts Connelly 
Paul V. Connelly has been ap- 
pointed treasurer and a director 
of National Transitads Inc., New 
York. He was formerly assistant 
to Joseph D. Ryle, president of 
the company. Before that he was 
a vp of Lathrop Vandewater Pa- 
per Co., New York, and before that 
professor of economics at Man- 
hattanville College, Purchase, N.Y. 


Changes Corporate Name 

Kurnit-Geller Associates, New 
York, which has moved to 10 E. 
49th St., has changed its corporate 
name to KGA Inc. 
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Mutual’s pioneer participation plan— MULTI-MESSAGE— featuring : 
a different mystery program each weeknight from 8:00 to 8:30 (NYT) §& 


TRUE DETECTIVE MYSTERIES MONDAY 
TREASURY AGENT TUESDAY 
GANGBUSTERS WEDNESDAY 
OFFICIAL DETECTIVE THURSDAY 
COUNTER SPY FRIDAY 


hits Nielsen’s most recent Evening Top 10—five times 
—at the lowest participation cost in network radio. 
Over 450 stations regularly carry these and other 
top-rated participation programs including QUEEN 
FOR A DAY, GABRIEL HEATTER, and BOB AND RAY. 


For the best participation buys in radio...call, write, wire 


| 
| 

New York + LOngacre 4-8000 Vi | | A Chicago + WHitehall 4-5060 
| . 


BROGQADCAS TING @rTretses 


Source: Nielsen Avg. Aud., 2nd Report, July 1956 


- > ee ee as. gi + ‘ | eS AR - “eS a Se eh. er % Ss CS iio cae 4 uaa re ae 
‘ Pay RD Cee os & = a ¢ — = ve an a ee eee ES het me : , bes eee wie . - or 
° - ; ae: “hed or i ae er tte * i 4 
: ‘ fom) 8 a. 
‘ . Pn. 
" oe) r Lace 
> 
se ¢ 
Mas 
~~. 
a 
kat 
~—T 
i 
_—_—_—O ‘ 
_ 
* 
‘ 
has 
ti 
hd ie 
a 4 
— | 
2 
= 
. . = 
j 
. 
ee 
« 
Py 
=" 
A: 
+t) 
~ 
; 
ee! 
‘ 
ot 
ee 5 
‘ 
oe : » Ff 
2S, ee 3 = 4 ‘ : ¢ i rs « @ - Ss “3 
eee ee RR nee oo io. a : pen ag cory. ee A a : ‘ . . a4 ~ 4 i —. 
face) 5 a ee EL eee lw Fi ¢ oe - 4 5S tl Je AS) iil: MRE ta 7  ~soe ee 4 a el KS: 2g ~~ ae Lae a, Poe feat T — 7 + 


Family Food Spending Rose 25% in 
‘48-55 Period, U.S. Study Shows 


WasHINGTON, Sept. 4—The De-!since 1948. 


partment of Agriculture has dis-| Field work was carried out by 


closed the first results of a new National Analysts Inc. The 6,000 
nationwide |survey which shows | households were asked to report 
that food expenditures by U.S.| quantities of food and expenditures 
families increased 25% between | during the week preceding the in- 
1948 and 1955. terview. Estimates were obtained 


Since retail food prices increased | for between-meal snacks and/ 
only 0.5% in that period, the| meals outside the home. Informa-| 


Agriculture Department says most/tion also was obtained on home 


Advertising Age, September 10, 1956 


, ly bought in grocery stores. |reporting some expenditure for 
| The average size of family was|meals away from home. 
| 3.43 persons. Average expenditure| On an over-all basis, urban fam-— 
per member was therefore $7.89 a| ilies were found to be spending an 
'week for all food—$6.50 for food| average of $30 per week, or about 
at home and $1.39 for food con-|75% more for food than the $17 
sumed away from home. |spent by the average 1ural farm 
| Tables contained in the prelim-| family. 
inary report show expenditures for| Regional differences were slight, 
the nation as a whole ranged from except for lower food expenditures 
$11.69 for families in the under-|in the South. For the total of food 
$1,000 income group to $52.44 per | at home and away from home, the 
week for families in the over-| averages for a week in the spring 
$10,000 bracket. « | of 1955 were: Northeast $31; North 
More than 77% reported some|Central $28; West $30; South} 
expenditure for food and snacks | $22. Since southern families were | 


‘away from home, ranging from) found to average larger than those | 


The survey contains separate in- 
formation for one-person families. 
However, it was found that fami- 
lies of two or more persons made 
up 92% of the total number of 
households. Looking back into its 
files, the department said the $27 
average expenditure per family 
for all families compares with $10 
reported in a similar survey in 
1942. For urban families, the de- 
partment came up with a compar- 
ison covering 1942, 1948 and 1955. 
It said urban expenditures in- 
creased from $13 in the first sur- 
vey to $26 in 1948 and $32 in 1955. 


of the increase in food budgets | food production, food preservation | 91¢ per week for the lowest in-|in other regions, differences per » The survey is a joint project of 
probably represents upgrading and home baking practices. avenge group to $15.52 per week for person were reported to be even | the household economics research 
of the family diet. Some of it also | | the over-$10,000 group. | greater. | branch of the agricultural research 
pry a — in the average » For the nation as a whole, the| | |service, and the market develop- 
. The ; siial aalinen A lee pos shows that food expendi-|# Among urban families, weekly ® On the basis of expenditures by | ment and statistical and historical 
supplies detailed information on ures for all housekeeping families expenditures were $15.09 for the| income, the survey showed that! research branches of the agricul- 
total expenditures for food during | averaged $27 a week, including $22 | under-$1,000 group and $54.50 for) persons with incomes between $5,-| ture marketing service. Copies of 
a week in the spring of 1955 by all a food consumed at home and $5 the over-$10,000 group with 81.7% 000 and $6,000 after taxes spent the preliminary report, “House- 
U.S. families, and by urban, farm, or meals and snacks away from reporting some expenditure for| $33 a week for food, compared hold Food Consumption, Prelim- 
eek cuuel nés-teren tein. There | home. The figures include soft food away from home. with $15 for those under $2,000. inary Report, 1955,” are available 
are also breakdowns by income | “inks and alcoholic beverages but, For the rural farm group, top| Their expenditures for food out- free from office of information, 

. \do not include non-food items, such | expenditure was $34.14 for the side the home were three times U. S. Department of Agriculture, 


oup and for four major regions. 
- gs ; = | as soap and paper goods, common- over-$10,000 bracket, with 65.8% that of the under-$2,000 group. | Washington 25, D. C. 


A Report to Advertisers: 


on. expenditures for food while 
away from home. 


@ Later this year the department 
expects to cast fresh light on the 
new food items which contributed | 
to the “upgrading” of family diet | 
since 1948. | 

On a schedule still to be deter-| 
mined, it will release five reports 
dealing with expenditures for 200 
food items. These reports, one for 
the nation as 2 whole and one for, 
each of four regions, will give the 
quantity consumed and the open | 
diture for each item. In addftion,| 
there will be information about) 
home-produced foods, where home 
production is available. 

Other releases, also planned for 
late 1956 and early 1957, will deal 
with dietary levels, home preser-_ 
vation practices, home production | 
by rural households and home) 


baking practices. ’ 


® Based on interviews with 6,000 
families, the new study is the first | 
major government report on food | 
expenditures since the Bureau of 
Labor Statistics released data col-| 
lected in 1950, when it was revis- 
ing its cost of living index. 

While there were limited studies 
in 1952 devoted to selected urban 


of a BULL MARKET DILEMMA 


and rural areas, the new report is| 
the first on a nationwide scale by | 
the Department of Agriculture | 


| hollywood | 


FREE! Colored idea Bookiet Show- 
ing 10 New Ways Te Use lego 


HOLLYWOOD BANNERS 
OP lpge- Drape Dept. > 


Sales Volume Up, Yet Profits Fail To Keep Pace 


That is the dilemma reported by two out of three major 
advertisers. Normally, in our system of mass production, 
one would expect to see profits spiraling at an even faster 
rate than sales. Yet, today, everything seems to be bullish 
but the profit. 


Why? 


One big reason, among many: the high cost of mass selling, 
underscored by the fact that only a small fraction of the 
American buying public goes into the market every year 
for a specific product or service. 
For instance, among all United States families last year', 
88.3% DID NOT BUY A NEW CAR 
93.0% DID NOT BUY AN ELECTRIC 
REFRIGERATOR 
78.7% DID NOT BUY FURNITURE 
86.2% DID NOT BUY A TV SET 
94.4% DID NOT BUY AN AUTOMATIC 
WASHING MACHINE 
Yet, mass production calls for mass marketing. It is not a 
question of changing the methods of selling, but rather of se//- 
ing more creatively. Advertisers must look for and find those 
mass markets which offer the highest concentration of active 
buying prospects. 


Unusual Opportunity Exists 


Today, one of the most inviting opportunities exists in a 
phenomenal market. It is a mass market—yet with charac- 
teristics and interests that make it highly specialized. This 


group, which consists of about one-third of the total popula- 
tion of the country, accounts for a seemingly fantastic 
percentage of the goods and services purchased. For in- 
stance, this high concentration of active buyers purchased: 


3 out of 5 new cars sold 

1 out of 2 refrigerators sold 

2 out of 3 furniture items sold 

3 out of 5 TV sets sold 

2 out of 3 washing machines sold? 


This group, first labeled “Young Adults”* by Redbook when 
it became the magazine for this special audience over six 
years ago, is responsible for so much spending because 
Young Adults have. created for themselves a new and dy- 
namic way of life. 


The Suburban Explosion 


Suburbia, exurbia—they both mean people, and out there 
“people” refers to Young Adults. One fact proves it: three 
out of four homes are bought by Young Adults. The suburbs 
are growing seven times faster than the cities— paced by the 
fastest-growing group of people, Young Adults. 


America’s ‘‘First Families’’ 


Young Adults are the new-marrieds . . . the people with the 
young heirs and great expectations. Their growing families, 
in their new homes, spur Young Adults to buy something 
day after day. And this market 

keeps growing, every minute 

of the day: in 1961 there will 

be 35% more people reaching 

the age of 18 than there were 

in 1951! 


CIRCULATION UP AGAIN: *2,288,000*... 
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You reech moss production bee through ts own magusine .. 


THEN AND NOW—Bramson Publishing once used in- 


sertions like that at left. But now 


giving the actual staff of Production the VIP 
treatment in ads prepared by MacManus, John & 


it’s moved to 


Adams. The change, after years of traditional ad- 
vertising, gets the magazine’s sales: 
lar red carpet treatment” when calling on custom- achieved through an increase in 
ers, Bramson says. 


en “the regu- according to 


In ‘55, Variety Stores Cut Costs, Boosted 


Boston, Sept. 4—Riding the 


tide of national sales trends, lim-| 
lof 58 stores by the 40 companies 


ited price variety chain stores in 
1955 enjoyed a sales gain of 5.5% 
over 1954 that helped provide the 
trade with its first gain in net 
earnings after taxes since 1950. 


David Carson, lecturer on busi- | 


ness administration at the Harvard 
business school, reports these 
findings in “Operating Results of 
Limited Price Variety Chains in 
1955,” the 25th annual survey of 
the trade by the research division 
of the Harvard business school. 

__ The study is based on figures for 
|40 chains whose 5,861 stores do 
|about 85% of the retail variety 
business in this country. Aggregate 
|net sales for these 40 companies 
increased from $2,061,469,000 in 
1954 to $2,175,124,000 in 1955. A 
|major portion of this sales gain, 
the report, was 


average sales per store from $360,- 


New ‘‘Short-Order Cooks”’ 


The busiest lives call for the foods with the greatest number 
of conveniences built in. Small wonder Young Adults prac- 
tically live on the “instants” and the “frozens” and the 
modern, ready-in-a-minute dishes that sell in such volume 


in the great new suburban ee 
shopping centers! Indeed, a 
recent study shows a 20% in- 
crease in a representative 
group of “convenience items” 
since 1954. In the same period 
“regular” items increased but 


5% in sales. 


Who’s The New Station Wagon Set? 
No description more clearly identifies this Young Adult 


market served by Redbook. 


Young Adults are the New 


Station Wagon Set; but it goes "way beyond the fact that 
Redbook’s readers do own more station wagons (65% more 
than the national average). The phrase sums up their sub- 


urban way of living, their 
youthfulness, their need for a 
work-and-play vehicle with 
more room, more versatility. 
It emphasizes the get-up-and- 
go spirit of this special group. 


Redbook’s Audience 


Redbook is still the only magazine of mass circulation dedi- 
cated solely to Young Adults. Because of this editorial con- 
centration, it has grown steadily as the magazine Young 
Adults read and live by. Redbook’s total circulation, now 
2,288,000,* is at an all-time peak for any six-month period. 
And its newsstand sales continue to spiral, in the face of 
downward trends among almost all other major mass 


magazines. 


1951 52 53 


NEWSSTAND SALES UP: 


Some interesting facts about the 2,288,000 people who buy 


Redbook each month: 


@ More than half of Redbook families have annual 
incomes above $5,000. Their median income is 
21.7% above the national average. 


@ 62% of Redbook readers own their own homes, 
spend more than 15 billion dollars each year to buy 


and furnish them. 


@ 88:1% own automobiles; 88% are married. 
@ 40% of Redbook families travel more than 2,000 


miles on their vacations. 


These figures, of course, reflect the significance of the entire 
Young Adult market, in mass selling. They point to Red- 
book’s usefulness in reaching a concentrated market which 
can reduce the high cost of mass selling, and help bring 


profits closer to sales volume. 


Advertising Linage Up 14% 


During the first six months of this year, thirty-eight new 
display advertisers recognized Redbook’s value in reaching 
this phenomenal Young Adult market. Advertising linage 
itself showed a 14.8% increase over the first half of last 
year—on top of a 17% gain in all of 1955 over 1954! These 
are definite signs of advertiser awareness, of a re-examina- 
tion of existing selling tools, of a search for buying prospects 
who can be reached and sold on a concentrated, mass basis. 

Do you have the facts you need about the Young Adult 
market? Here is concentrated buying power that is vital to 
every alert advertiser who is concerned about today’s profit 
dilemma. Why not contact Redbook now? See how this 
magazine can help you to boost your profits right along with 
your growing sales! Redbook, 230 Park Avenue, New York 


17, N. ¥., MUrray Hill 6-4600. 


' $ist Starch Consumer Magazine Report. 


* Based on Federal Reserve Bulletin, August, 1955. 


3 A distinctive term for a distinctive market, and increasingly recognized 
as such in United States government and other authoritative studies. 
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© Net 20% on 5% Sales Increase, Study Shows 


000 in .1954 to $376,000 in 1955. 
Another factor was the addition 


in 1955. 


s Merchandise lines that contrib- 
uted most to the sales increases 
were jewelry, apparel and acces- 
sories. Confectionery, nuts, notions, 
smallware and miscellaneous lines 
showed sales declines. 
| While net sales for the 40 com- 
'panies were up 5.5%, total dollar 
|expense was up only 4.2%.:'As a 
result, 1955 aggregate net profit 
| (after charges for interest on 
| owned capital) was up 20.6% over 
1954—from $95,600,000 to $115,- 
300,000. This upturn represents the 
first increase in net profits the 
trade has enjoyed in five years. 
The drop in operating costs, ac- 
cording to the report, was due in 
large measure to iower personnel 
costs, and this, it says, resulted 
largely from more self-service op- 
erations and other kinds of mer- 
chandising displays that require 
less personal attendance. 


Soap Sales Are Up, 
Association Reports 

Soap and synthetic detergents 
sales are up 15.3% in pounds and 
11.7% in dollar value for the first 
six months of 1956 as compared to 
the same period in 1955, according 
/to the industry census compiled 
| by the Assn. of American Soap & 
|Glycerine Producers, from data 
|submitted by 74 of its member 
| companies. : 

The sharpest gain for the six 
months in any of the product clas- 
\sifications is in liquid synthetic 
'detergents with an increase in 
‘pounds sold of 86.2%. Total syn- 
\thetic detergents sales, solid and 
|\liquid, increased 25.4%. Despite 
‘these increases in synthetic deter- 
lgents, the total sales of soap 
| showed a decline of only 1.5%. 


| 
Florida Daily Resumes 

| The Leader, Lake Worth, Fia., 
|!which suspended operation as a 
| daily newspaper in 1955, has been 
lsold to a group of Palm Beach 
‘county business and professional 
‘men and will resume publication 
‘about Oct. 1. The property was 
‘bought from Tennessean Newspa- 
pers by a group headed by Charles 
|B. Guthridge, president oi the 
Lake Worth General Hospital. 


Explanation: ~. . im 

TULSA, No. 2 Market , 
Plus 

MUSKOGEE, No. 3 Market 
Equals 

OKLAHOMA'S BIGGEST 

MARKET! 

and only 


KTvx 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
| * STUDIOS IN BOTH CITIES 

| © 316,000 WATTS 

* BILLION DOLLAR MARKET 

Ask Your 


Avery-Knodel 
Representative 


L. A. (ed) BLUST 
Vv. P. and Gen. Mgr. 
TULSA BROADCASTING CO. 
Box 9697. Tulsa. Okla. 
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Motorola Advances Three 


Motorola Inc., Chicago, has made | 
| promotion supervisor. He previous- 
| ly was an editor and writer in the 


three marketing promotions in its 
communications and _ electronics 
division. Robert L. Borchardt has 
been named manager of the tech- 
nica! information center, succeed- 
ing Harold A. Jones, named di- 


signed. Robert E. Newlin has been 
named to the new post of product 


technical information department. 


Banks, Curtis Join B&B 


Benjamin B. Banks and Horace 


rector of the division's sales earlier Curtis have joined Benton & 


this year. He has been assistant 
manager of the department since 
1954. Frederick W. Alexander has 
been advanced from technical ed- 
itor to advertising manager, suc- 
ceeding Reginald Mars, who re- 


Bowles, New York, as vps and ac- 
count supervisors. They both held 
the same positions in their former 


affiliations: Mr. Banks at Ruth- 
rauff & Ryan and Mr. Curtis at 
| Batten, Barton, Durstine & Osborn. 


America’s FOREMOST TOY 


a 
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,issue in the magazine’s history— | 
| the issue of LHJ that carried the 
diet. 

Components of the formula are 
dextrose, corn oil, evaporated milk 
and water. Karo syrup comes into 
the picture as a substitute for the 
dextrose, and Mazola is apparently 
one of a very few products that 
fill the corn oil requirement. 


‘Fabulous’ Diet 
Fattens Sales; 
Worries Medics 


PHILADELPHIA, Sept. 4—The “fab- 
ulous formula diet,” a creation of | # Corn Products Refining Co., 
| 


the Rockefeller Institute for Med-| maker of both Karo and Mazola, 
ical Research, that seems to have is saying little about current sales 
broken away from its clinical ori- | of the two products, but it does 
gins and leaped into the market-| admit they’ve been “very success- 
place, is proving itself to be as ful” lately. Cheerfully going along 
much of a sales fattener as a body | with the dieting idea, the company 
reducer. has been running extra ads pro- 
Since the diet was first made|moting Karo and Mazola as in- 
public in the July Ladies’ Home | gredients of the formula (AA, July 
Journal, it has (1) boosted might-|16) and plans to run two more 
ily the sales of Karo syrup and/ three-fifths page ads along the 
Mazola corn oil, both of which same line in Parade, This Week 
can be used as ingredients of the Magazine, First Three Markets 
formula, (2) sold dextrose retail) Group and American Weekly this 
at a herculean rate, (3) cleaned | month. 
out a major pharmaceutical house, Meanwhile, in the dextrose busi- 
of its entire dextrose inventory | ness, the diet seems to have had 
land (4) sold out—faster than any even greater impact. Williams 


Hunting big game... 


EFFECTIVE BUYING INCOME, Franklin County 
TOTAL RETAIL SALES, Franklin County .......... ..$761,591,000 


General 


Merchandise - $130,323,000 


\For your next schedule, use the Columbus Dispatch as your guide to 
greater sales in Central Ohio . . . it’s the ONE newspaper that blankets 
the entire market. Write for information, The Columbus Dispatch, Co- 


Drug 


Automotive .......... 


Eating & Drinking 
Places eeeeee .$ 61,183,000 


Apparel 
Furniture, 


lumbus 16, Ohio. 


“ Golumbus Dispatch 


READ IN MORE THAN 4 OUT OF § COLUMBUS HOMES DAILY, 
MORE THAN 9% OUT OF 10 SUNDAY 


*Source SMSBP 1956 


National Representatives: O'Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los 
Angeles, San Francisco; McAskill & Herman. Inc., Miami Beach 


ETE 


seeeee-$ 51,461,000 


Household ...$ 34,428,000 


... or big sales, the principle’s the same! You 
have to know where, and how to hunt. If you’re 
looking for big sales results, use the fertile 
Columbus, Ohio, market . . . and let The Colum- 
bus Dispatch be your guide! See what this 
combination offers! 


In addition, when you advertise in Columbus, 
you get a proven test market . . . preferred by 
ALL advertisers as the No. 1 test market in 
the mid-west, and the No. 3 test market in the 
nation. You also get a diversified population, 
an isolated market, saturation coverage at low- 
est cost, the advantages of full color ROP, and 
sales results you can see! 


r\is 


HIO, MARKET* 
. COLUMBUS ABC CITY ZONE POPULATION now more than. . 502,000 


or $4382 per family 
.$164,157,000 


..... $140,831 ,000 


Gas Stations ..$ 47,233,000 


Lumber, Bldg., 
Hdwe. ......-$ 49,516,000 


Pharmacy, down in Tampa, Fila., 
reports that it has “sold more 
dextrose in one day than all last 
year.” Murphy Wholesale Drug 
Co., Council Bluffs, Ia., reports 
that dextrose sales “have jumped 
from 12 units per month to 144 
units per day.” 

Even deeper in the dextrose 
business, Smith, Kline & French, 
Philadelphia, a major pharmaceu- 
tical house, reports that “our in- 
ventories of dextrose have been 
exhausted as a result of Ladies’ 
Home Journal’s ‘fabulous formula 
diet.’ We have informed our cus- 
tomers that we cannot accept or- 
ders and have no assurance we will 
be able to accept them in the near 
future.” 


® The forces of science, however, 
are worried about the booming 
diet. The Aug. 25 Journal of the 
American Medical Assn. carries 
three articles about it, all of them 
agreeing that the diet could be 
dangerously low in protein content 
if not used exactly as prescribed. 
They all agree, too, that the diet 
should be used only after a doctor 
has investigated the physical con- 
dition of the individual dieter. 

Dr. Norman Jolliffe, director of 
the New York City department of 
health’s bureau of nutrition, even 
went so far as to say that the diet 
“as is” is below minimum stand- 
ards for maintaining body struc- 
ture and function. 

Dr. Vincent P. Dole of the 
Rockefeller Institute, developer of 
the low protein diet, in another 
article in the same issue of the 
AMA Journal, makes the same 
warning about medical supervision 
over all dieting and notes that 
some people “wrongly believe that 
protein causes their obesity. 

“Any diet,” Dr. Dole asserts, 
“becomes a fad if it claims to 
solve the problem of obesity.” No 
such claim for the diet is made 
by the Rockefeller Institute, he 
stresses. 

For its part, Corn Products Re- 
fining Co. in its special Karo and 
Mazola ads on the diet, prom- 
inently urge people to “see your 
doctor first” before using the diet 
at all. 

C. L. Miller Co., New York, is 
handling the ads for Corn Prod- 
ucts. 


Kane Adds Henderson Mig.: 
Conrad to Tell Ad Story 
Henderson Mfg. Co., Fisher, II1., 
has appointed Kane Advertising, 
Bloomington, to handle advertising 
and sales promotion for its contour 
power mowers. 

The agency has 

created Conrad, 

the contour cat- 

erpillar, to ex- 

plain the advan- 

tages of the 

mowers, which 

feature a 

“unique type of 

cutting blade.” 

Media will in- 

clude consumer 

magazines, trade 

publications, direct mail, catalogs 
and point of sale material. Grubb 
& Petersen Advertising, Cham- 
paign, formerly handled the ac- 
count. 


Speidel to Crown Zellerbach 
Conrad Speidel, formerly North- 
west public relations manager fo1 
Kaiser Aluminum & Chemical 
Corp. at Spokane, Wash., has been 
named assistant to the director of 
public relations of Crown Zeller- 
bach Corp., San Francisco. Before 
joining the Kaiser organization 
Mr. Speidel was with Weyerhaeus- 
er Timber Co., Tacoma, last as 
publicity manager. 


Richard Ullman Adds Office 

Richard H. Ullman Inc., Buffalo, 
film distributor, will shortly open 
its third office in Hollywood. The 


Conrad 


company also has an office in Mi- 
ami, 
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HARRISBURG * 


aa 


ae. 

a 

By 
Raa mie 

i ae ‘i-8 of Te ety RRS od gp ee La 
PER Ae K:, ys lg ane SS ap oe Asi yet ts weenie. «Paper, ere 
Sic ae Be ols Sa AE PC ee es ae nto em 


between PITTSBURGH 
and HARRISBURG : 


Here’s evidence—proving beyond any doubt—that you get 
over 75,000 more TV homes in central and western Pennsyl- 
vania by buying WFBG-TV in combination with Pittsburgh. 
No Other Station Combination in the Area Produces This Maximum 
Audience. Proof: ARB, March, 1956 Coverage Study. Call 
your H-R man today. 


THE ONLY BASIC CBS-TV STATION 
SERVING THE AREA 


WFBG-TV's Unduplicated | WFBG-TV'sand Station B’s Pittsburgh's Primary Area Represented by H-R Television, Inc. | 
Primary Area Duplicated Primary Area 


: az 
A TRIANGLE STATION 


WEBG-TW 5 
ALTOONA, PENNSYLVANIA ie 
Channel 10 : 
ABC-TV * NBC-TV " 


operated by: Radio and Television Div. / Triangle Publications, inc. / 46th & Market Sts., Philadeiphia 39, Pa. 


WFIL-AMeFMeTV, Philadeiphia, Pa. {/ WNBF-AMeTV, Binghamton, N.Y. 
WHGB-AM, Harrisburg, Pa./WFBG-AMeTV, Altoona, Pa./WNHC-AMeFMeTV, New Haven, Conn. et 
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j * and color they want. And in this 
Billion-Dollar Pin-Ups... ee a cow wo. 


| cause it’s a rewarding, 


creative | 


- ° | 
Sewing Patterns Guide 38,000,000 eon pe mve ne tere 


This is the consensus of the five 
|brand-name pattern companies 
|—Advance, Butterick, McCall’s, 
| Simplicity and Vogue—and so 
| strongly do they believe in it that 
of the companies have 


Women in Do-It-Yourself Industry 


i Leadi around the middle. But in the past 
Three of Five ding | decade, the dowdiness and drudg-| three 


Pattern Companies Are | 
sewing and a flourishing fashion | fashion advertisers this year. 


$1,0 00,00€ Advertisers business has emerged—a thriving | ; aaa 
| $800,000,000 industry which in the; ® Simplicity Pattern Co., largest 
| $800,000, 


ohnson ; : ‘ ; -_ 

Naw York, Sept. 4—In the dear, Past 15 years has grown four times| Pf he ve, is exploring te poses 
dead days, home sewing was usual-| faster than the population. = =—E_| i, advertising in the NBC-TV 
ly a matter of necessity, and the Women no longer sew to pinch |, “Today,” “Tonight” and 
result often resembled two flour pennies. They sew to get the exact | «tiome” plus a teen-age program 
sacks sewn together and tied style they want in the exact fabric on WOR-TV. 

Vogue Pattern Co. is running a 
high-style fashion campaign in 11 
fashion, home service and shelter 
| magazines to introduce its latest 
| refinement: Patterns that are both 
printed and perforated. The cam- 
| paign employs an editorial format 


in FTTN—the top 


11,047 selected top tackle dealers and jobbers. 
FISHING TACKLE TRADE NEWS 


WILMETTE 


ILLINOIS est ...now the easiest.” 


ery have disappeared from home| stepped forth as $1,000,000-plus | 


and the theme, “Always the smart-_ 


' 
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wae thes him aake the woman 


ee “VeColis woe i) ene meee 


FASHION TWINS—For fall, McCall’s 

Pattern Co. is continuing its “fash- 

ion excitement” campaign in ten 

fashion and home service maga- 

zines. Doyle Dane Bernbach is the 
agency. 


Every Point-Of-Purchase labeling requirement— 
brand identifications . . . guarantees . . . instructions 

. . . product uses—become easier, faster, more efficient 
to apply with Kleen-Stik pressure-sensitive labels. 


All set to make your product a stand-out 

even in the most congested counter space, 
Kleen-Stik Labels never “pop” or “‘pucker”’ 
regardless of heat, cold or humidity . . . instead 
: remain colorful, eye-catchers 

despite constant handling! 


Right off sales floors and counters due to striking, 
self-selling impact. Accelerate your sales, build 
prestige . . . with the P.O.P. sales abilities 


of Kleen-Stik Labels. 


WRITE TODAY for FREE TEST-IT- 
YOURSELF KiT . . . cohtoins pressure- 
sensitive samples for testing in your 
plent. 


KLEEN-STIK 


PRODUCTS, INC. 
7300 W. Wilson Ave. © Chicage 31, It 


Pioneers in Pressure Sensitives 
for Advertising and Labeling 


McCall’s pattern division is in 
the midst of a three-year $3,000,- 
000 “fashion excitement” cam- 
paign, which it set off this spring. 
Running in ten fashion and home 
serwice magazines, the campaign 
recommends, “Make the clothes 
that make the woman.” This fall a 
supplementary theme has _ been 
added: “Better fabrics make bet- 
ter fashions.” 


® Advertising campaigns are only 
one phase of a pattern company’s 
|promotional efforts, however. A 
great deal of emphasis is also put 
on (1) educational programs to 
help women—especially teen-agers 
—learn to sew; (2) a multitude of 
promotions to help retailers sell 
more fabrics and notions; (3) pat- 
tern magazines to serve as a show- 
case for each company’s fashion 
story, and (4) editorial tie-ins 
with consumer magazines. 

Such diversification is paying 
off. According to a Simplicity 
survey, 15 years ago retail stores 
sold 45,000,000 patterns to 23,000,- 
000 women, or 47% of the female 
population of sewing age. 

Today those figures have mush- 
roomed to 90,000,000 patterns 
bought in stores and another 10- 
15,000,000 from newspapers and 
other publications. They are 
bought by approximately 38,000,- 
000 women—or 63% of the female 
population of sewing age. This all 
adds up to $33,000,000 worth of 
patterns. 


s That’s only part of the financial 
picture, however. Retail stores are 
only interested in patterns in re- 
lation to the sales they touch off. 
No store would bother with pat- 
terns if it weren’t for the subse- 
quent sale of $468,000,000 of fab- 
rics, $83,000,000 of sewing notions 
(thread, zippers, buttons) and 
$250,000,000 of sewing machines, 
the Simplicity survey shows. 

Because of this, the pattern 
companies probably try as hard to 
sell fabrics as the manufacturers 
and retailers do. And the one big 
message all five pattern companies 
have for piece-goods departments 
is: “Stop emphasizing price and 
start promoting fashion and qual- 
ity.” 

By continually stressing the 
cent sign, stores downgrade home 
sewing and associate’ it with 
cheapness and neediness—the best 
way to alienate piece-good cus- 
tomers, who have upgraded with 
the rest of the economy, the pat- 
tern companies believe. 


® Equally important are the edu- 
cational programs. Public schools 
have made clothing construction 
an important subject in their cur- 
ricula—in fact it’s a required sub- 
ject in many schools. Co’ uently, 
each pattern company is busily 
wooing a vast captive audience of 
6,000,000 teen-agers. 

Seasonal pattern catalogs and 
fashion magazines areg@dited es- 
pecially for school girls, and dis- 
tributed free to schools. Movies 
and film strips with fashion and 
how-to-do-it themes are sent out. 
Stylists troop across the country 
putting on elaborate fashion shows, 
completely accessorized and in the 
newest fabrics. Classroom charts 
and student leaflets demonstrate 
every phase of sewing. 

Similar material goes to 4-H 
Clubs and the extension service of 
the U. S. Department of Agricul- 
ture, which has also greatly in- 
creased their clothing instruction. 


= In these ways the pattern 
companies hope to mold con- 
| firmed brand-conscious home sew- 
‘ers. Brand loyalty runs high with 
home sewers, it is believed. If a 
/sewer has good luck with, and 
gets accustomed to, one kind of 
| pattern, she tends to stick with it. 
| The publishing phase of the pat- 
|tern business has upgraded too. 
The trend is clearly toward a 
| fashion magazine appearance, with 
fewer and larger figures to a Page, 
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“We must reach everybody 
concerned with the sale” 


says Herbert B. Luria, ! resident 
LURIA ENGINEERING 


,wr BWawes ¢- & & 


-ompany 


a i ale Bt ee ee | 


“I don’t believe any two sales are made in 
exactly the same way — or, in most cases, to 
exactly the same kinds of people. However, 
at all times, our salesmen have to get to the 
man who approves the specifications.” 


“In addition, of course, our salesmen have 
to talk with the consulting engineers, the 
architects and the contractors. In varying 
degrees these men, too, exercise a consider- 
able influence on the buying decision.” 


Although Herbert Luria doesn’t talk about the building team, he 
sells it. Like every successful building product salesman, he knows 
that Luria Engineering must reach every influential and decision- 
making member of the building team before a sale can be made.“ 
He knows that the sound construction, permanence and adaptability 
of his buildings must be demonstrated to everybody who has an 
influence on the buying decision. That is why Luria sales require the 
constant support of a major advertising campaign in Architectural 
Forum. More than &ny other magazine ForuM delivers the highest 
concentration of building team members: not only architects, engi- 
neers and contractors but also decision-making clients who are 
actively building new buildings, modernizing old buildings. 


! . ~ architectural r Oo Fe U iv 


the magazine of building 


*HOW BUILDING PRODUCTS ARE SOLD. Dun and ees 
Bradstreet’s report on a personal interview study = 
made among leading building product sales ; 
directors and distributors. Write for your copy: 
Market Research Maaager, Architectural Forum, 


9 Rockefeller Plaza, New York 20, New York. 


SAE eee 32 


“In most cases, this is a company president, 
vice president, or resident engineer in charge 
of a building program. Sometimes he is a 
behind-the-scenes financial man. And when 
he makes the decision, everybody follows!” 


“So, because one never knows in advance the 
organization of each sale, we must reach 
everybody concerned with it. That is why 
we advertise extensively in Forum. Forum 
is read by the men who are important to us.” 


yore Ss an : 2 - . : ae : eae ik vaste, fee eee Peek we 2 fe 
7 ; : af ig. 7a 
6 : 
* 
2 
~e 
ee . 
ee | 
« 
'e a , : 
-_ & ~ ' . é 
‘ey te” . * ; oy a 
ae ght -) a . Co So oe we oo S, ee ™ ik 
ie. os a ; ee ia Me ee ee a Sat 
| a @ sae i ) ko er. ey sy 
Ee +t — Mareen 7 , a a a ee bs 
'@ @&: ‘goa ae ep ae . ee a * © 
eo a é . ae 7 e fe. ae a 5 n 
oo ee a See meri! po oe ae FA ; 
a +. ‘ ee egy 28: , $ : 
vg ae Be ec eee ee : a eeey 
Pe a cs ‘.; ‘ ty ye 
lie fo Sen id > 
- ae oe eo Ba A 2 
: eae ae be ew a i eg 
‘ . “ at | ee emai ae “ 
ES Se ea a \s at 
: : A> CaOn as ae a q 
+ a ai" 
: ® : a ea seen od 4 a ‘ 1 
7 ¥Y ae - eo he Sete tes F - 
2 ie { ¥ : sie a RE : 
a en oe he : eee 
eee Ea ee =. eek. seat Bria: seat 
ae be ey ea my i ool ea a é 
ce Le _- ) ae oH 
ee Se el aga Rakes if 3 Sauer’ 5 3 
2 " é et hy : c % : hope v 
j 
ee ee : 
“a 
: . : ; an. Bete 
at in — er hee Se 
ee ee ‘4 m i ame ee ae 2 a cae ee ae, a tg Palins ee a 
" e 4 a: \ oe A ee ee, aaa ‘tie 
vie | aia a oss) ea ee” knee Be et ‘ 
ce f SS 7 LS Sane § Ae on a ) :% 
in % ES A ie ol - See SS : oy a 
ee 7 Oo cee es ae 2 
a 0 oe oe ae i ee 
her ae — ale: ER. : 
Bs ) a ers. i ne eo est 2 i ay 
; 4 ‘ eee 52) ee oe ee z 
ff Beh. . 2) as mothe eee ; 
i og i.) i 7 ae * uphea. 5 “ 
As oe ee eae am fy . ak eh ae ry ; 
; 4 ee Ne ee ene . — Be a ag: 7: 
+ : 5 te iar 5 [oa 7 ee Te, Vaan: - : 
ae a a Minas , I. | ERE es ae g 
{ Cages Soe ae — Bee: a, ee oe . 
7 lr > Ree? Wan 3, °F ; 
eae | f ——— roe oe ers ee : 
aie. a a a ae Seem = 
at) ae Maas im ge eee ee a <a i 
Eos: <a “SER creme Asad y eens ! 
et) ee eneaie es wn ieiee | : 
a ee — : 
oo, ae \ | ie ui a Ee, cs ae 
engl : Ai oe 2 Geis ae: 
ee 
a 
a 
Drie 
3 
> a 
mah 
t $ 
i % 
NS 
. S 
{ 3 
° - " - Poke i ae TN hip ag tbe ene * : 
. ~| Se ee ee SS » aS ie ee oe a Z t 
= en FS Sian RP eS Sa oe . 
; 
a y 
js are ; 
| ts 
| “ ‘ 
_ ¢ 1 
eg? = 
ee? 
os 
Po eg 4 
oe ~ 
ae ' Ys ae PA 66s! Ee D Lan ea Apt = ae o, eee a 
* - "3 ~ - ¥ gat + » ¥ v ” os ee . sd 7 * “a oe #4 
ore + a ty . a 
ry “ai FF / = ; 4 he oe Ba rep a 
i” rau 
\q ’ 
| 
a > Lae 
" it: 
<" 
! ° ; 
* 
ul oma a pe an ae : 


100 


Patterns Roundup ... 


more high-style photographs, more 
color. 

This fall, the Simplicity and Ad- 
vance books are guaranteeing cir- 
culation, the first pattern maga- 
zines to do so. Schedules have been 
reshuffled too. McCall’s is drop- 
ping its vacation issue and will 
come out quarterly. Butterick is 
consolidating its back-to-school 
and fall-winter issues and will 
now publish three times a year, as 
do Advance and Simplicity. 

Vogue continues to publish six 
times a year, maintaining that 
fashion is change and must be re- 
ported quickly. 


® So far, the companies invest 
more in their magazines than they 
take out in advertising revenue. 
Advertisers are exclusively in the 
sewing field, and salesmen are 
fond of pointing out that pattern 
book advertisers have no compe- 
tition from hard-goods or other 
manufacturers. 


But at the same time, these 
same salesmen look forward to the 
day—which they believe will come 
soon—when those hard-goods and 
other unrelated manufacturers 
will begin to utilize the pattern 
media. A home sewer is definitely 
a homemaker, and she buys a pat- 
tern magazine as a reference book 
which she will thumb through for 
an entire season, they argue. 

Four of the five companies issue 
30 to 40 new patterns a month 
along with a_ point-of-purchase 
tool, an elephantine catalog pic- 
turing the entire line. The excep- 
tion is Vogue, which issues pat- 
terns twice monthly and keeps its 
monthly catalog up to date with a 
semi-monthly supplement. 


® Here are the details of the fall 
promotion plans for the five com- 
panies: 

Simplicity Pattern Co. is sinking 
its advertising budget in television 
this year. By the end of Septem- 
ber, however, the company expects 
to complete plans for a print cam- 


paign to begin some time after the 
first of the year. 

At present, tv spots are used on 
the Lucille Rivers sewing section 
of the “Home” show, which fea- 
tures Simplicity patterns for one 
week each month. On this pro- 
gram, Simplicity offers a booklet 
on professional tailoring tricks and 
to date has given away 86,000 
copies. 

This month, Simplicity has also 
started using spots on the 7:55 
a.m. “Today” newscast to promote 
the Simplicity Pattern Book. 


s The company is also sponsoring 
a “Why I like to sew” contest for 
teen-agers in the New York met- 
ropolitan area, over the “Ted 
Steele Show” (WOR-TV). 

“We hope it’s only the begin- 
ning of a whole series of teen-age 
sewing contests,” Lucile McLean, 
advertising and promotion man- 
ager, told AA. 

Star of the sewing campaign is 
Simplicity Pat, an animated char- 
acter who shows how quick and 
easy it all is. The campaign is 
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complete with a singing commer- 
cial too: 

“Well I like clothes that are 

smart and slick 

And I like sewing that’s easy 

and quick 

And just one thing will do the 

trick— 

It’s—Simplicity Printed Pat- 

terns. 

Start sewing 

Get your wardrobe \ going 

With Simplicity Printed Pat- 

terns.” 

Grey Advertising does tv adver- 
tising for the company; Franklin 
Bruck Advertising handles the 
print. 


s-A heavy school program in- 
cludes nine stylists who travel the 
school circuit with 25-garment 
fashion shows. Four other stylists 
concentrate on retail stores. 
Simplicity, a leader in featuring 
fabric credits in its pattern book, 
reports success this year in store 
posters which show specific ways 
to use specific fabrics—as exem- 
plified by current posters on bor- 
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’ BUSIEST SALESMAN 
Fort Worth-West Texas 


marker Bfover 2,107,300 PEOPLE 


‘23.5% of Texas 


$2,536,309,000 


25.1% OF TEXA 


FAMILY COVERAGE DAILY IN 


COUNTIES AND 20% OR 


59 TEXAS COUNTIES SUNDAY. 


A far greater number of 20% counties 


wisi alte} |) 0 m8 


than any other Texas newspaper. 


Fort WorTH STAR-TELEGRAM 


LARGEST CIRCULATION IN TEXAS 


... without the use of schemes, premiums or contests—“Just a Good Newspaper” 
Se ae ae 


der prints and tyrolean corduroys. 

Simplicity patterns are featured 
editorially by American Girl, Ev- 
erywoman’s, Farm Journal, Family 
Circle, Good Housekeeping, Har- 
per’s Bazaar, Parents’ Magazine 
and Seventeen. 

For its spring and fall-winter 
issues, Simplicity Pattern Book is 
guaranteeing a 500,000 circulation 
with a one-time b&w page rate of 
$3,000. For summer a 400,000 cir- 
culation is guaranteed and page 
rates are based on $2,400 for a bkw 
page one time. 

The second-youngest pattern 
company, Simplicity was estab- 
lished in 1928 and started publish- 
ing its pattern book in 1949. The 
patterns retail at from 25¢ to 50¢. 


s Vogue Patterns is running a 
heavy magazine campaign from 
August through November to in- 
troduce its coup of the year: The 
first printed and perforated pat- 
tern, a project the company has 
been perfecting for the past three 
years. 

The ads all share the same edi- 
torial format: They look like a 
cover of Vogue. The brief copy is 
always the same. 

“New Vogue Patterns are print- 
ed and perforated,” the banner 
reads. “Always the smartest... 
now the easiest. Easiest to mark— 
easiest to cut—easiest to use.” A 
footnote gives the pattern number 
and advises, “Available at bet- 
ter department stores and fabric 
shops.” 

The campaign started in the 
August issues of eight magazines. 
In September it will run in seven; 
in October in six, and in November 
in three. The media list includes 
Better Homes & Gardens, Glam- 
our, House & Garden, Ladies’ 
Home Journal, McCall’s, New 
York Times Magazine, Parents’ 
Magazine, Seventeen, Vogue, 
Vogue Knitting Book and Vogue 
Pattern Book. 

The campaign divides fairly 
evenly among four-color, two-col- 
or and b&w pages. Sterling Adver- 
tising is the agency. 


® According to Stephen P. Parke, 
sales and promotion director, . 
Vogue’s educational program this 
year is based on the concept that 
teachers have a surfeit of techni- 
cal knowledge; what they need is 
more fashion in the classroom. 
Hence Vogue’s school material 
includes such fashion aids as 
wardrobe-planning charts, and em- 


We Meet Deadlines 


+ Realistic. . 
+ Difficult... 
+ Impossible 


Phone our Betty Wolfe at Willard, 
Ohio 231. Tell her your deadline. 
She'll tell if we can make it. If 
we can't, she'll say so. And, if Betty 
says we'll meet your deadline 
we will! 
-——~ Mall Coupon For FREE QBALATEX Balloon Information 
The PIONEER Rubber Company 
408 Tiffin Road, Willard, Ohio 
Please send me: 
(C Name of my nearest QUALATEX 
Distributor 
(0 Copy of “Advertising Balloon Fact Pack” 
(Ideas, samples, prices and imprint 
worksheet) 
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\\ VOGUE 
DYTTE RNS 


COVER Girnti—Vogue Pattern Co. is 
running page ads, including this 
one, in 11 fashion, home service 
and shelter magazines. The ads all 
share the same editorial format: 
They all look like a cover of 
Vogue. Sterling Advertising is the 
agency. 


phasis is put on the costume 
rather than just the garment. 

Vogue also provides a fashion 
advisory service and a speaker’s 
bureau, as well as material for 
women’s clubs and adult educa- 
tion groups. Besides the Conde 
Nast fashion books, Vogue pat- 
terns are featured editorially in 
Ladies’ Home Journal. 

This year Vogue is aiming for 
storewide display and promotion 
of its patterns, and to persuade 
the stores a survey of pattern 
book subscribers is quoted. Results 
from 867 cities showed that with 
each Vogue dress or suit pattern 
sold, 63% of the customers also 
bought fabric; 51% bought shoes 
or hat or both; 33% bought gloves; 
37% bought jewelry; 32% bought 
handbags, and 90% bought a gir- 
dle, bra or corset. 


s The first Vogue pattern came 
out in 1899, and in 1948 Vogue 
started its Paris Originals, line- 
for-line copies of couturier de- 
signs featured in Parisian collec- 
tions. To play up the fashion 
angle of its patterns, the company 
provides special labels for the 
home sewer to sew into the fin- 
ished garment—“Couturier De- 
sign,” “Special Design” and “Paris 
Original,” depending upon the 
pattern. 

The first Vogue Pattern Book 
was published in 1917, and it now 
has a circulation of 309,360, ac- 
cording to December, 1955, ABC 
figures. The new onetime b&w 
page rate is $1,900. 

At McCall Corp., response to 
the “fashion excitement” cam- 
paign has been “beyond expecta- 
tions,” Walter Boyle, vp of the 
pattern division, told AA. “We're 
selling not just more, but higher- 
priced, patterns,” he said. 


® So far, 99% of the stores in- 
volved have requested additional 
McCall’s promotion aids over and 
above their regular shipments, it 
was said. And of these stores, 75% 
set up special fabric department 
displays, 41% trimmed major 
windows and 20% ran big-space 
newspaper ads on their own, ac- 
cording to John S. Robling, pro- 
motion manager. 

Main innovation in the new pro- 
gram is a galaxy of special-de- 
signer patterns. Currently, a fall 
wardrobe by Givenchy and four 
patterns by Trigere are being ad- 

vertised. Other names to be pro- 
moted include Galanas, Tina Leser, 
Helen Lee (for children’s wear) 
and even Alfred of London (for 
men’s shirts). 

One major talking point for the 
designer patterns is that they are 
designed exclusively for McCall’s 
patterns and cannot be purchased 
ready-made. 

The fall advertising campaign 


of four-color pages is running in 
seven magazines in August and 
September, and in five magazines 
in October. The list includes 
American Girl, Ladies’ Home Jour- 
nal, Mademoiselle, McCall’s, Mc- 
Call’s Pattern Book, National 4-H 
News, New York Times Magazine, 
Redbook, Seventeen and Vogue. 
Monthly editorial coverage is in 
McCall’s, Mademoiselle and Red- 
book. 

Each ad repeats the campaign 
theme, “Make the clothes that 


make the woman,’ and pictures | Trade Fair in Barcelona. This fall | 
the “fashion twins,” as McCall’s| it'll participate in the fairs at) 
calls them: One twin is neatly | Salonika and Stockholm. 
garbed in a McCall's printed pat-| James McCall sold his first pat- | 
tern while the other twin models | tern in 1870, but it was not until | 
the finished garment. 1914 that McCall’s Pattern Book 
For fall, a: secondary theme is | was started. In 1920 McCall’s in- 
being introduced, “Better fabrics| troduced the printed pattern, an 
make better fashions.” Doyle Dane |improvement that all the pattern 
Bernbach is the agency. | companies have now adopted. Pat- 
McCall’s is bus) on the inter-| tern prices range from 35¢ for a 
national scene, tov. So far this teen pattern to $1 for a couturier 
year it has taken pert in the Foire version. 
de Paris and th: International) Formerly the pattern book was | 
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masonry building 


singularly different... 
Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


“‘He’s really on the war path!’’ 


@ High costs got you doing a war dance? You can 
make it a waltz if printing is one of the items. Paper 
costs represent more than 25 per cent of the average 
printing job. Consolidated Enamel Printing Papers 
cost less than other enamel papers of equal quality! 

The reason is simply a modern papermaking 
method pioneered by Consolidated. Several costly 
manufacturing steps are eliminated, yet finest quality 
is maintained. 

Jupce ror yourseLF! Whether you use sales 
brochures, booklets or any other quality printed 


material, Consolidated Enamels can save you money, 
without sacrificing quality. These savings are offered 
only by your Consolidated Paper Merchant. Contact 
him today for complete facts and free trial sheets to 
make your own test run, or write us direct. 


oncoladaled 
ENAMEL PRINTING PAPERS 
production gik e modern gioss « fiash gloss 


productolith « consolith gloss « consolith opaque 
Consolidated Water Power & Paper Co. © Sales Offices: 135 S. LaSalle Street © Chicago 3, Illinois 
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Patterns Roundup... 


published five times a year, but 
the vacation issue is being dropped 
this year. The one-time b&w page 
rate is $1,450 and the December, 
1955, ABC audit was 194,327. 


Advertising Age, September 10, 1956 


ric stylists and back-to-school 
fashion shows sponsored by the 
individual stores in conjunction 
with fabric houses and Butterick. 

For schools there are lesson 
plans on the Basic Fitting Pat- 
tern, swatched brochures, wall 
charts and instructional booklets. 

Ebenezer Butterick made the 


by towns. Posters will be dis- 
played in 2,214 branches of the 
two companies. Penney will also 
use counter cards offering free 
Advance patterns to customers en- 
rolling in specially priced sewing 
courses during the week. 

Six years ago, Advance initiated 
its American Designer patterns, 


® Butterick Co. is spending its 
promotional dollars on consumer | 
service and on building a better | 
feeling towards sewing. Its adver- | 
tising activity this fall is confined | 
to a one-column ad in the Practi- 
cal Home Economics Co-Ed, pro- 
mating the new Butterick sub-teen 
pattern sizes. After the first of 
the year, the company expects to 
place more advertising through its 
agency, the House of Twiss. 

This fall the company is intro- 
ducing half and sub-teen sizes and | 
a Basic Fitting Pattern, designed 
to end once and for all the prob- 
lem of fitting. 

Butterick agrees with the indus- 
try’s increased emphasis on fash- 
ion, but still maintains that “fit is 
fundamental to fashion,” an idea 


very first paper pattern in 1863/and in the current fali-winter is- 
(it was for a man’s shirt) and the/ sue is featuring designs by Edith 
Butterick Pattern Book has been| Head and Nettie Rosenstein. The 
publishing since 1908. In 1955, cir- pattern price range is from 25¢ 


SEWING TEACHER—Simplicity Pat, animated cartoon character, 


shows how easy it is to sew with Simplicity Patterns which are 
being advertised exclusively on tv this fall. Grey Advertising is 
the agency. 


that keynotes most of the compa-, programs stressing the close re- 
ny’s promotion. lationship of fabrics, notions and 
Included are suggested store) patterns, regular mailings to fab-_| 


culation was 240,000 and the b&w | 
one-time page rate is now $1,350. | 
Patterns are priced from 35¢ to 
75¢. 


# Advance Pattern Co., the young- 
est company, was formed in 1932 
and has published a pattern book 
for only two years. In those two 
years, however, it has built up a 
circulation of 225,000 which it is 
guaranteeing for the first time in 
its fall-winter and spring issues. 
The new one-time b&w page rate 
is $1,235. For the summer issue, 


the guarantee is 200,000 with a 


$1,100 rate. 

The company has no advertising 
plans for this fall. For stores, the 
company is furnishing display ma- 


terials and suggestions such as ad- | 


vertising mats, manikin patterns | 
and window streamers. 

Starting in December, Advance | 
patterns will be given monthly ed- 
itorial coverage in Woman’s Day. 


to $1. 


‘Miller Co. Adds Two Accounts: 
Promotes Walter Warner 

Gearhart & Otis Inc., New York 
underwriter, has appointed Harold 
Miller Co., New York, to handle 
its advertising. Magazines and 
newspapers will be used to pro- 
mote a new $2,500,000 tax exempt 
bond issue. Miller also has been 
named to handle mail order ad- 
vertising for the physical culture 
equipment made by U. S. Barbell, 
New York. Wexton Co. formerly 
handled the Barbell account. 

Miller has appointed Walter 
Warner, formerly an account ex- 
ecutive, head of its new business 
department. 


|CBS Shifts Kremer 


Ray H. Kremer has been named 
manager of sales development of 


|CBS Radio Spot Sales, New York, 


During the week of Sept. 24, Ad- replacing Ole Morby, who has re- 
vance is joining in a three-way |Signed. Mr. Kremer previously was 


promotion with J. C. Penney Co. 


and Singer Sewing Machine Co.) 
| tive. 


Advance pattern and the Penney | 


The promotion centers around the 


fabric used by the fifth-place win- 
ner in Singer’s “Sew-Off” held in 


an account executive in the Chica- 
go office of the station representa- 


Dr. Leo Bogart Appointed 
Dr. Leo Bogart, director of re- 


the 1956 Sewing Fashion Festival. search account services at Mc- 

|Cann-Erickson, New York, has 
® Duplicates of the dress will be been elected president of the Ra- 
shown in 756 Singer sewing center dio-Television Research Council, 
windows and a like number of New York. He succeeds Maxwell 


“You ignore 413,800 prosperous people 
if you don't include Tacoma 


. says Edw. P. 


your A’ Schedule” 


MARSH & COMPANY, INC. 


Seattle manufacturers’ agents and broker 


“Many times we tell our principals the Tacoma-Seattle story ... that 
Seattle promotions do not sell merchandise in the Tacoma market. In and 
around Tacoma there are 413,800 able-to-buy people, and most of them 
read their local daily newspaper to the exclusion of any other daily. So, 
whenever we can, we urge that our products be advertised not only in 
Seattle newspapers, but also in the Tacoma News Tribune.” 


The Tacoma News Tribune 
is represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 


of Washington State's 
GENERAL 
MERCHANDISE 
SALES 


in these two 
important markets 


Penney stores in the same or near- 


'Ule, Kenyon & Eckhardt vp. 


SALT LAKE CITY 
Represented by CBS-TV 
Spot Sales 


“ARB june 1956 
**Pulse, Feb, 1956 Compiete intormation on request 
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CadiePlansDenial | 


in Viking Sloane’s 
Polisher Piracy Suit 


New York, Sept. 4—Viking 
Sloane Corp., seller of chemically 
treated cleaning and _ polishing 
cloths, has filed suit against Cadie 
Chemical Products Inc. charging 
Cadie with unfair competition and 
infringement on Viking’s advertis- 
ing and merchandising. 

Cadie Chemical, which is ex- 
pected to enter a general denial to 
the supreme court suit for $500,000 
damages, is charged by Viking! 
with using the “same format, style, 
illustrations and the use of the 
words ‘Miracle Cloth’ in its ad- 
vertising and promotion litera- 
ture.” 


Viking (whose advertising agen- 
cy is Maxwell Sackheim & Co.) | 
Says it has spent more than $400,- 
000 in-the past 12 months to ad-| 
vertise its products in newspapers, 
magazines, radio and television. | 

The complainant says that cer- 
tain of its advertising phrases are 
“exclusive, continuous and unin- 
terrupted” and therefore have a 
“secondary meaning immediately | 
identifiable with the plaintiff's 
business.” 

Among these, allegedly, are the 
phrases “Miracle Cloth,” “Windo 
Wipe” and “Windo Gleem.” 


® Viking charges that when Cadie | 
engaged in a direct mail advertis- | 
ing campaign to department stores | 
in June of this year, it did so in a) 
manner “by which they fraudu- 
lently and deceptively ‘palm off’ | 
and confuse the defendant’s prod-| 
ucts with those of the plaintiff.” | 

Viking claims further that it) 
had a contract with Cadie in which | 
it was agreed that Viking would) 
buy polishing cloths from Cadie 
and the latter would refrain from 
competition with Viking as long as 
Viking continued to buy Cadie 
products. Cadie is alleged to have 
breached this contract. 

The complaint points out that, 
the plaintiff sells its cloths for $1 
and $2 and charges the defendants’ 
“imitations” sell for 79¢ or less. 

Cadie also is charged with of- 
fering the same 40% discount, the 
same payment for two-thirds the 
cost of a customer’s first 1,000- 
line ad, and other merchandising 
devices “with the intent to deceive 
the public and to cheat the plaintiff 
out of its just business and prof- 
its.” 


s Adolph Axelrad, counsel for 
Cadie Chemical, indicated that 
Cadie will file a general denial of 
all charges and will enter coun- 
tercharges. He commented that the 
phrase “Miracle Cloth” has no ex- 
clusivity, as alleged, because it has 
been used by other companies, as 
well as Cadie, before Viking used 
the phrase. 

Cadie Chemical has been in the 
polishing cloth business for about 
15 years, Viking approximately 


six. 
Smith & Refsky represents Vik- 
ing Sloane in the suit. 


FCC Okays C-C’s KFWB Buy 

The Federal Communications 
Commission has approved Cro- 
well-Collier Publishing Co.’s pur- 
chase of KFWB, Los Angeles, from 
Harry Maizish. Crowell-Collier 
will start operating the station 
within the next month after a 
final audit. Crowell-Collier’s plan 
for acquiring KULA, Honolulu, 
was ended by “mutual agreement” | 
because Television Corp. of Amer- 
ica, owner of KULA, was not suc- 
cessful in clearing the stock for 
sale. 


Wooster Names LeBron A.M. 
Frank C. LeBron, formerly with 
Pabst Brewing Co., has been 


named advertising and marketing 
manager of Wooster Brush Co., 


Wooster, O. 


COOK WITH CLARK—The D. L. Clark Co., Pittsburgh, is »romoting its 

candy bars with a new six-pack tray on which a _pecial recipe 

using the candy is printed. Five recipes (one to a tra) are used— 

each includes finely chopped Clark bars as an essential ingredient. 
The special pack retails at 25¢. 


‘Kaiser Earnings Up 52%, 


Net earnings of Kaiser Alumin- | 


um & Chemical Corp. were $43,- 
293,295 for the fiscal year ending 
May 31, according to the annual 
report just released. This includes 
$2,655,152 non-recurring income. 
This was a 52% increase over the 
$28,565,377 reported for the pre- 
vious fiscal year. Net sales were 
$330,712,209, a 23% increase over 


the previous year’s $268,133,162. 
Earnings per common share after 


preferred dividends were $2.86, 
compared to $2.03 the year before. 


Advanced By Olin Mathieson 


Roger Corbett has been appoint- 
ed sales promotion specialist for 
the film division of Olin Mathie- 
son Chemical Corp., New York. 
Mr. Corbett was formerly a sales 


representative for the company in_ 


Pittsburgh. 


Test and 
know the 
Pittsburgh 


market . . . 


Panel of 2,000 
Pittsburgh families available for: 
© Promotion Penetration Studies 
© Blind Product Tests 
* Opinion Surveys 


Market Survey Bureau 
2 GATEWAY CENTER, PITTSBURGH 22, Pa. 


Couvrr 1-0220 


110™ ANNIVERSARY ISSUE 


1846 «: «1956 


Big November issue commemorating 110 years of American life. 


FASHIONS 
TRANSPORTATION 


TRAVEL 


ARCHITECTURE 


PERSONALITIES : 


MUSIC 


Almost everything important in American life has happened during 
the 110 years existence of TOWN & COUNTRY, the second oldest 
general magazine in the United States. 


The advertiser gets extra readership and extra life at no extra cost. ee 


TOWN & COUNTRY | 


New York 22, N. Y. 


572 Madison Avenue 


BOSTON CHICAGO 


DETROIT 


LOS ANGELES 


MIAMI 
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they took the “horse” out of horsepower 


MOTORIST in 1906 had his share of 
tire troubles and jangled nerves. But 
even then, America’s product-design 
engineers were working ahead. They 
pioneered new engineering concepts and 
mass production methods — met the 
challenge of war — helped turn the auto- 
motive industry into a $21 billion giant, 
employing more than 921,000 people. 
Today, more than ever, product-design 
engineers are doing big things for prod- 


ucts and people. They’re creating NEW 
MARKETS AND MAKING THEM 
GROW. 

Because of the intense competition for 
a greater share of the automotive mar- 
ket alone, design engineers are con- 
stantly searching for products, ideas and 
methods to incorporate in their automo- 
tive projects. 

The same is true of the product “idea 
men” in other industries. For factual 


Product Engineering 
makes sales grow......./ 


Product Engineering, McGraw-Hill Bldg., New York 36, N.Y. 


The McGraw-Hill Magazine of design engineering 


er: 
fe 


assistance in their design decisions, more 
than 32,500 product-design engineers 
have made Product Engineering the 
fastest growing publication in its field. 
To reach these men who make markets 
grow, advertisers put more pages, and 
invest more dollars, in Product Engi- 
neering than any other design magazine. 
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Feature Section 


Advertising Age 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


E&E Man on Special Events 


More Joneses Have Chevvies 


Headlines Are O’Meara’s Subject 
Drive Home the Topic: Woolf 


Opportunities—Risks, too—for US. 
Business in Middle and Far East 


Joyce A. Swan, executive vice-president of the Minneapolis Star 
and Tribune, recently spent five weeks on a quick trip around the 
world in company with Wilbur E. Elston, Star and Tribune editorial 
page editor. Most of their time was spent in Lebanon, Jordan, Egypt, 
Israel, Turkey, Pakistan, India, Free Vietnam, Formosa and Japan. 
Following is a summary of Mr. Swan’s observations concerning both 
the difficulties and the opportunities for U.S. business in the Middle 


and Far East. 


By Joyce A. Swan 


...A U.S. auto maker sets up an as- 
sembly plant in India, then is told it 
must manufacture half of the parts in 
India if it wants to do business with the 
Indians. 


. A Singapore Chamber of Com- 
merce executive says Russian attempts 
at flooding Southeast Asia with shoddy 
textiles have failed. 


. .. The government withdraws all its 
advertising from Dawn, the leading Eng- 
lish newspaper in Pakistan, and bans 
the newspaper’s reporters from govern- 
ment offices, in an effort to suppress 
editorial criticism of the government. 


.. . A newspaper association in Beirut, 
Lebanon, restricts the number of pages 
in the 32 daily newspaper members and 
sets circulation prices to throttle com- 
petition from the most vigorous dailies 
in the group. 


... The Iraqi government buys a tele- 
vision station from the British, now 
broadcasts from Baghdad two hours a 
day in Arabic to owners of 500 sets, hopes 
to go commercial in a year. 


s If the Suez Canal crisis can be settled 
peaceably, the Middle and Far East have 
enormous potentials for expansion of 
U.S. business and industry to the benefit 
of those underdeveloped countries, of 
democracy and U.S. industry. But the 
expansion will be accompanied by head- 
aches and frustrations unless generous 
doses of patience are swallowed by U.S. 
business men and realistic acts of encour- 
agement are considered by the U.S. gov- 
erment to make the risk-taking worth 
while. 

Selwyn Lloyd, British foreign secre- 
tary, recently said: 

“The Russian steamroller of today con- 
sists of a great mass of technicians, tech- 
nologists, teachers, business and other 
experts, all intended to export Commu- 
nism at the same time they export their 
goeds and services.” 

It is into this arena of Communist com- 
petition that U.S. business must go if it 
expands into the Middle and Far East 
and into which many people believe it 
can go successfully if certain facts are 
understood: 

1. First, U.S. business needs to under- 
stand the climate for business, the meth- 
ods and inconsistencies of Middle and Far 
East countries. 

2. U.S. business needs to understand 


the local media, their limitations and the 
cloud of censorship and illiteracy in most 
countries. 

3. U.S. business must encourage our 
government to work out means of stimu- 
lating business to take the risks they face 
when entering many foreign countries. 


The climate for private enterprise 

Nine of the fifteen countries we visited 
were less than ten years old. The newest, 
Free Vietnam, is less than two years old. 
Their newness helps us understand fre- 
quent inconsistencies and contradictions 
which could well be caused by lack of 
experience and mature judgment. 

The internal problems they face are 
fantastic. They must develop and apply 
new constitutions, provide for elections, 
find homes for refugees in most new 
countries, wrestle with monetary stabili- 
zation, decide whether to be neutral, pro- 
West or pro-Communist. 

Interwoven with nearly every other 
problem, as the Suez Canal storm has 
clearly shown, is that of nationalization 
of industry vs. private enterprise; of na- 
tional pride and desire for their own 
people to build industry vs. the sober 
realization of the vital need for Ameri- 
can know-how and capital. 

Desire to encourage foreign business 
investment was undoubtedly a partial 
reason for Prime Minister Nehru’s speech 
to the Indian parliament in May killing 
a proposal that could have set a ceiling 
of $5,000 a year on individual incomes in 
India. 

It was also a reason for encouraging 
General Motors to set up an assembly 
plant for Chevrolets in India. Then, with 
seeming contradiction to us, the Indian 
government told GM that it wanted as- 
surances that, within three years, GM 
would be building at least 50% of each 
Chevrolet from parts made in India. Gen- 
eral Motors, we were told, felt the limited 
auto market didn’t justify this require- 
ment and moved to Pakistan. 


® The climate for business is vitally af- 
fected by the standards of living. It is 
still difficult for Western nations to un- 
derstand the desperate poverty of most 
peoples in many Middle and Far East 
countries. The average per capita income 
in India is about $54 a year. This is about 
one-thirty-fifth the U.S. standard of liv- 
ing per capita. A Turkish skilled laborer 
makes about $13 a month. A West Paki- 
stan school teacher earns about $25 a 
month. Women workers on a construction 
job we were told about in Hong Kong 
earn 35¢ a day plus any pieces of wood 
under four inches in length they can 


| Joyce A. Swan 
pick up to take home. 


Searcity of local capital also has an . 


influence on the decision of some coun- 
tries to have the government build in- 
dustry. 

Eric da Costa, an able Indian econo- 
mist, says that India is in the position 
of the U.S. after the Civil War and if 
India’s rate of productivity continues to 
grow as it has in the past five years, 
India will, in 50 years, reach the present 
U.S. standard of living. 

This confidence in the future is ex- 
pressed everywhere and is supported by 
an almost fanatical determination to im- 
prove the standard of living. 


® India has launched its second five-year 
plan. Pakistan has announced its first 
five-year plan. Both emphasize industrial 
growth, although the place of private 
enterprise in the programs isn’t always 
clearly spelled out. President Diem of 
Free Vietnam told us how badly Vietnam, 
almost entirely an agricultural economy, 
needs industry and his strong belief in 
private enterprise, not government-owned 
industry. 

The U.S. government program for eco- 
nomic aid to the backward countries is, 
in many cases, providing much more help 
than the countries care to admit—again 
the question of national pride prevents 
their always expressing recognition of 
the value of aid or their thanks for it. 

The Ford Foundation is of great help 
in many countries. A trade school in 
Karachi has been built by the Pakistan 
government and equipped by the Ford 
Foundation. The Foundation trained the 
instructors, who are Pakistani, not Amer- 
icans. So the project dovetails national 
pride with American know-how and 
looked very successful to us. 


The media and their limitations 

Emphasis on education is growing in 
every country we visited, but the elimi- 
nation of illiteracy is a long and tough 
problem. Excluding Japan, Formosa and 
Israel, possibly one out of six or seven 
adults can read and write in the Arab 
or Asian countries. 

Many daily newspapers are published 
in nearly every country, considering the 
literacy rate. Beirut, the Lebanese city of 
750,000, has 32 dailies and the largest 
Arabic language paper has 12,000 circu- 
lation. Istanbul, 1% million population, 
has 19 dailies, but the largest has a cir- 
culation of about 275,000. Cairo, 2,000,000 
population, has nine dailies. The country 
of Israel, with nearly 2,000,000 people, 
also has nine dailies. 

The concept of advertising as we un- 


derstand it is virtually unknown. Adver- 
tising is not recognized as essential in 
selling merchandise, nor as an aid to the 
development of the economy of a country. 


s Japan, which has 143 daily newspapers 
and which comes closer to using adver- 
tising effectively than any other Middie 
or Far East country, carried nearly $100,- 
000,000 of advertising last year in all its 


newspapers—a tremendous growth of ad- ~ 


vertising in a few years. 

But few other countries would have a 
fraction of that amount. 

Many daily newspapers are supported 
by political parties and are content to live 
on that income, instead of attempting to 
develop revenues from advertising. Oth- 
ers are reported to be receiving substan- 
tial payments from nations outside their 
country of publication to print or suppress 
certain types of news or to take specific 
editorial positions. 

Newsprint, although scarce throughout 
the world, is available in sufficient 
amounts to handle greater volumes of 
advertising and usually at prices sub- 
stantially under the U.S. open market 
price. 

Sometimes the government restricts the 
use of newsprint, particularly for dailies 
unfriendly to the government. Sometimes 
the newspapers, through associations like 
that in Beirut, resirict the number of 
pages each can print in an effort to pre- 
vent the largei, more aggressive papers 
from growing bigger. 


s A pall of censorship hangs over news- 
papers (and magazines and radio sta- 
tions) between Europe and Japan, which 
stifles advertising as much as it does news. 
Newspapers under the thumb of govern- 
ment censorship have no more initiative 
in creating and selling than in covering 
the news adequately. 

When we were in Egypt in May, a 
censor sat in every newspaper office. A 
weekly meeting of editors was called 
by an official from the ministry of na- 
tional guidance, to “assist” the editors 
in deciding what their editorial line 
would be for the following week. 

Turkey has a new and rigorous law 
which gives the government full power 
to suspend newspapers for printing “false 
news.” Restrictions in Turkey aren’t new. 
An editor of Istanbul told us his news- 
paper had been suspended 15 times since 
the end of World War II. 

Radio stations are government-owned, 
with an occasional exception, and provide 
no outlet for advertising. Last year the 
Iraqi government was fascinated by a 
closed circuit television station display at 
a trade fair in Baghdad. The British have 
just completed installation in Baghdad of 
a tv station sold to the government. it is 
now broadcasting two hours|a day in 
Arabic to the 500 sets in the city. But 
the Iragi government hopes 5,000 sets 
will be in use in a year and commercials 
can be sold on the station. The Iraq ex- 
ample should not, however, be identified 
as a forerunner of television installations 
throughout the Middle and Far East. 

There are scores of magazines, but they 
carry little advertising. There is some 
billboard advertising. 

By U.S. standards, this is a depressing 
picture of the media through which pri- 
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vate enterprise must, for the long pull, 
sell its merchandise and build its volume. 
But there is real hope for improvement, 
and certainly the urging of U.S. business 
men who know the value of advertising 
would cause newspapers and magazines 
to have a better appreciation of what they 
can do for themselves and for business 
through adequate advertising. 


Concessions by U.S. government 

The World Bank has made loans of 
nearly $3 billion to 43 nations. This has 
been largely an intergovernmental op- 
eration, and loans must be backed up by 
member government guarantees. In a 
few months, however, a World Bank sub- 
sidiary, the International Finance Corp. 
is scheduled to have a system in operation 
which will permit direct investment by 
IFC in productive enterprises without a 
government guarantee. 

Through the International Cooperation 
Administration (ICA) the U.S. govern- 
ment now offers to insure U.S. private 
investments aimed at developing the econ- 
omies of some nations against loss be- 
cause of seizure by a government or 
inability to convert local “soft” currencies 
into dollars. To date, the U.S. has, through 
ICA, signed agreements with U.S. firms 
totaling $106,000,000 for this kind of pro- 
gram in 30 foreign nations. 

Many thoughtful and _ experienced 
Americans are concluding, however, that 
the U.S. government should set up many 
more incentives for business interested 
in taking risks, particularly in underde- 
veloped foreign countries. This point of 
view was repeated to us many times dur- 
ing interviews in the 15 countries we 
visited. 


s Hugh D. Farley, director of the United 
States Operations Mission (foreign aid) 
to Lebanon, makes these suggestions to 
encourage U.S. private investment in 
“strategic” foreign countries: 

1. A three-year tax write-off of capital 
investments abroad. 

2. Extension of the three-year limita- 
tion to five years on operating losses car- 
ried forward. 

3. War risk insurance. 

4. Guarantee against expropriation. 

5. Exemption of income from foreign 


investments for a period of years from 
U.S. corporate profits tax and personal 
income tax. 

6. Full diplomatic action to implement 
the agreed program. 


= Encouragement of U.S. business by in- 
centives like these might not only stim- 
ulate U.S. business to expand into mar- 
kets where they have great growth 
potentials over the next quarter of a 
century, but could also... 

1. Help undeveloped countries to be- 
come increasingly self-supporting and, 
therefore, more able to withstand the 
pressures of Communism. 

2. Meet head-on the trade competition 
of Russia in the countries of the Middle 
and Far East. Russia is not going to be 
discouraged by instances like that in 
Singapore, where shoddy Russian tex- 
tiles fail to move off the shelves of mer- 
chants, because the over-all quality of 
Russian merchandise is improving. 

Russia may be discouraged when Amer- 
ican business is producing sufficient high 
quality merchandise in foreign countries 
to provide the people with goods at rea- 
sonable prices made possible through 
U.S. mass production techniques. 


® Profits are first-rate in many countries. 
A major problem is assurance that the 
new governments, in particular, will de- 
velop a consistent pattern in their atti- 
tudes toward foreign firms and the for- 
eign executives who run them. 

About 30 new textile mills have been 
started in Pakistan in the last two years. 
It was reported that some of them made 
90% on their investment last year. The 
return on new apartment buildings in 
Beirut was reported at 25%. 

Taxation of corporations and individ- 
uals is still in the formative stage in most 
countries. Japan has an extremely high 
personal income tax for Japanese, and 
those same tax rates are now being ap- 
plied on a progressive scale over the 
next five years to foreign business men. 
This can discourage foreign investment 
unless the Japanese principle is followed 
for providing a good part of personal in- 
come in the form of company cars, al- 
lowances for housing, food, servants, and 
liberal expense accounts. 


Looking at Radio and Television ... 


Dropping the Gavel on Conventions 


By The Eye and Ear Man 


Are the conventions a good advertising 
buy? 

Now that the hoarse throats have 
healed, the torn placards have faded, and 
the last “man who” has returned to his 
anonymous haven, the time has come to 
evaluate the estimated $15,000,000 cost as 
an advertising value. 

In addition to conventions, there are 

- special events which have been available 
for sponsorship from time to time ‘at 
varying costs. These include the Olym- 
pics, a few major sports events, and 
perhaps even another Kefauver type 
crime investigation. And an occasional 
coronation, or a wedding like Grace Kel- 


ly’s. 


® One advantage of sponsoring disaster 
or special events is that if the event is 
big enough almost everyone will be in- 
terested in it. In addition, people sample 
various networks, if they are in com- 
petition, to see if one channel does a 
better job than another or if the reception 


is better. 

Because of these mass tune-ins the cost 
per thousand per commercial minute— 
and there is plenty of commercial time 
attached to these lengthy shows—comes 
in at an average or favorable base. The 
extension of audience is also impressive 
if the event is a wing dinger. Frequency 
is the only item that is missing because 
of the relatively short period of time in- 
volved, but even frequency is possible in 
a prolonged World Series or a fighting 
political convention. 

There also is an intangible advantage 
in sponsoring an important event. The 
association of the product and a world- 
shattering event is likely to put them in 
the same light and on the same level. 
There is no way of measuring this glamor 
rub-off, but it must be there. 


® Or is it? Is there a resentment on the 
part of a viewer for the advertiser who 
sponsors an historical event? Do people 
dislike the idea of an advertiser getting 
a free ride on an important event or in- 
truding on an individual’s privacy? Is it 
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The Creative Man’s Corner... 


date for another year. 


changed to Cholmondely. 


worded; that’s what it means, too. 


More Joneses to Keep Up With 


MORE PEOPLE NAMED JONES* 
OWN CHEVROLETS THAN ANY OTHER CAR! 
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This is the first sour note we’ve noticed in Chevvy’s new look in advertising 
—a changeover noted in this space some time ago. Since Chevvy turned its 
new leaf, most of its advertising has been concerned with the races it has 
won, with the car’s perkiness and power. And now suddenly Chevvy reverts 
to its former habits. Soon or late we will probably have the shelf of books 
dusted off and published again with the old “best seller” gag brought up to 


Aside from the fact that we don’t think people give a hoot about how many 
other people buy a particular make of car (else why would so many of them 
crave Caddies?), the last thing they would probably want their car saddled 
with is the fact that more people named Jones own it than own any other 
car. This is no reflection on the name Jones per se—but, as a symbol, it stands 
for ordinary, run-of-the-mill folks. Our feeling is that this particular ad 
would gain 100% in effectiveness if the name Jones in the caption were 


Like the headline, the copy uses a mixed comparison: “2 million more 
people drive Chevrolets than any other car.” To us this always sounds like 
“2 million more people than any other car drive Chevrolets.” The way it’s 


a negative advantage to have multiple 
commercials on an exciting, significant 
program? It might be. 

And what about the cost per thousand? 
To be sure it is average or better, but it 
is without significance compared to an 
annual cost per thousand computed over 
a year’s time. Frequency is important in 
any product sold or brand preference 
sold. If Westinghouse, RCA, and Philco 
achieved significant sales increases in 
the convention weeks, what happened the 
rest of the year? Did they shoot their wad 
on a single event and have to rely on in- 
adequate competitive advertising the rest 
of the way? 

A half-hour television program costs 
$4,000,000 a year, give or take a few 
hundred thousand dollars. So does a full 
participation in a truly major event. Half 
of a half-hour with exchange commercials 
costs about $2,000,000. Same dough buys 
half an event. The problem becomes 
simple: does the advertiser spend the bulk 
of his television money on a super colos- 
sal event for a week or two and get im- 
portance or does he buy a comfortable 
middle rating year-round tv program? 

There is no substitute for pounding 
away at the potential customer day in 


and day out. The ideal tv program would 
reach every consumer every day whether 
the product is a frequently purchased one 
or a product which is only getting a brand 
preference build-up. The retreat from 
this ideal comes only because the dollars 
available cannot stretch that far. 


® If an advertiser is going to spend his 
money on a program to get the impor- 
tance and concentrated attention of a big- 
time event, he should be big enough to 
have it act as the frosting on his everyday 
cake. He should have plenty of other 
advertising to go with it every week. 
Since there are not many advertisers who 
can afford the enormous costs of special 
events and still keep a regular advertis- 
ing schedule, the decision should be to 
take the safer course. 

By all means consider the big events. 
But don’t risk your all on any single 
event. The chances of the event being 
disappointing in whole or in part are 
always present as they are in any show. 
The odds of a yearly program being okay 
are better than a one-shot. Chances are 
the conventions were dull to a lot of peo- 
ple. If this is true, a lot of money went 
down the political drain. 
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Today’s homemaker knows her “onions.” She speaks with authority 
on nutrition or nationalism. She juggles calories in one hand—and points 
out architectural styles with the other. Her attitudes shape 
trends in food, government, and business. In food marketing, 
her preferences determine profit or loss. There is only one magazine 
today—the CoMPANION—edited especially to engage all the interests of 
the homemaker from kitchen to club activities. And when she sees your 
advertising in COMPANION, along with her most stimulating, 
rewarding reading, she’s bound to reach for your brand more often! 


CROWELL-COLLIER PUBLISHING CO. - 
640 FIFTH AVE.. MEW YORK 19. 8. Y¥. 
PUBLISHERS OF WOMAN'S HOWE COMPANION, COLLIER'S 


Companion sells your product to the homemaker and the retailer! 
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Just Looking... 


A colleague of mine remarked the 
other day that in a whole issue of 
The Saturday Evening Post he had 
been able to find only one advertise- 
ment with a headline. 

“With a real headline,” he said. “We 
just don’t write ‘em any more.” 


s What did he mean by that? Well, 
he meant headline like “A Skin You 
Love to Touch” and “The Man With 
the Grasshopper Mind” and “The 
Stranger Who Married My Mother” 
and “The World, the Peace, and Andy 
Gribbin.” 

I checked through the July 28 issue 
of the Post, and I guess you could say 
Je was right. 

There were ads with dreamy, hand- 
lettered captions: “Aren’t Today’s 
People Wonderful?” And plenty of 


On the Merchandising Front... 


By Walter O'Meara 


hard sell in Modern Gothic: “Bayer 
Aspirin Makes You Feel Better Fast.” 
And ads with what were really slo- 
gans in display type: “Triumph Over 
Tooth Decay.” 


® But in the whole lot there was only 
one headline that had the special sor- 
cery my colleague was talking about 
—the ability to say a simple thing in 
a magic way; to touch the heart as 
well as the head; to stop you and hold 
you by the sheer spell of words; and 
all the while to sell you like a Fuller 
Brush man. 

I suppose you're wondering what 
that headline was. Well, I'll save you 
the trouble of looking it up. Here it 
is, you may have come across it be- 
fore: “Even Your Best Friend Won't 
Tell You!” 


Is the One-Stop Store Unit Trend 
Tapering Off? 


By E. B. Weiss 

For something like a year, both in sev- 
eral AA columns and in several talks, I 
have been making these basic points with 
regard to the current trend toward giant 
retail store units: 

1. All giant retail or- 
ganizations are becom- 
ing department stores 
—in square footage of 
floor space in each 
store unit and in di- 
versity of inventory by 
category. Two most 
recent examples: (a) 
the Newberry variety 
chain has announced 
a long-range program 
aimed to take this chain completely out of 
the five-and-dime category and turn it 
into a “variety department store”; (b) 
Grand Union food super chain recently 
opened a new store unit that has more 
non-food departments than some stores 
classed as “department stores” by the U.S. 
Department of Commerce. (Over half the 
total selling space in this new unit is oc- 
cupied by non-foods. This is a food store?) 

2. As a consequence, the newer store 
units of our giant retailers are becoming 
even more similar, even more alike than 
is the merchandise of so many manufac- 
turers these days. These store units are 
alike in size, in appearance, in merchan- 
dise classifications stocked, in brands 
stocked, in price lining, in fixturing. The 
original differences between the variety 
chain, the drug chain, the food super 
chain, the mail-order chain are steadily 
disappearing. 

And I refer here not only to the disap- 
pearance of differences as between the 
various variety chains themselves, for ex- 
ample, but to the disappearance of differ- 
ences between all the variety chains and 
all other mass retailers. They are all be- 
coming as alike as Ike and Mike—and the 
shopper frequently is only dimly aware of 
the particular chain’s store in which she is 
shopping and she has less and less reason 
to be concerned on this score, since one 
store unit of one chain is so very much 
similar to the store unit of any other 


chain. 


# 3. Moreover, the new store units of 
most of the chains are rapidly assuming 
all of the characteristics of the depart- 
ment store, and thus getting to look and 
function more and more in the present- 
day tradition of most of the department 
stores. Simultaneously, the department 


stores are deliberately aping the chains in 
open display techniques, in self-selection 
techniques, etc. In this connection, it is 
necessary to bear in mind that we really 
have only about 100 true department 
stores, and that the 900 or so other stores 
classified as department stores are in 
point of fact, with only a few exceptions, 
less of a department store than the newer 
“A” units of the various types of chains! 

4. In brief, I have been contending that 
we have today more one-stop and half- 
stop store units than we have one-stop 
and half-stop shoppers. I have also been 
contending that this is proved by these 
factors: 

A. The average sale in these giant store 
units has barely crawled up, while the 
addition of new merchandise categories, 
the addition of higher price lines, etc. In- 
deed, the average sale in these giant store 
units has barely crawled up, while the 
total inventory has zoomed. The turnover 
of some of the new categories has been 
pretty sad! 

B. The sales per square foot in these 
giant store units has not been in any way 
spectacular. On the contrary, any number 
of older and smaller store units show bet- 
ter square foot results than the huge new 
store units. (Figures compiled by Amer- 
ican Druggist show an actual drop in 
square-foot sales among the drug chains, 
and new store square footage has very 
high costs.) 

C. The net profit percentage of these 
mass retailers has barely held its own de- 
spite enormous gains in volume. It is in- 
teresting, in this connection, to speculate 
about the net profit percentage of most of 
the large food super chains. These chains 
are, today, doing 25% and more of their 
dollar gross in non-food lines bearing 
margins running from 25 to 50% (instead 
of the 17% average margin on food, 
which is the figure these chains prefer 
talking about). Yet, despite a volume 
running into the many millions in each of 
these big food super chains on high- 
margin non-foods, their net-profit per- 
centage has been in a continuous decline 
for some years. 

5. I have also been contending that: (a) 
we have too many stores today with in- 
adequate assortments; (b) we have too 
many stores in which the shopper who 
wants just one item must spend too much 
time because of the size of the store, and 
(c) we have too many stores suffering 
from a size so large as to cause actual 
physical fatigue on the part of the shop- 
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6. Finally, I have been contending that 
when any one fundamental merchandis- 
ing concept is universally seized upon by 
all and sundry as the cure for all ills— 
then this very unanimity of conclusion 
automatically creates a merchandising op- 
portunity in precisely the reverse direc- 
tion. 


® Therefore, I have been suggesting that 
the time is becoming ripe for a return of 
the specialty store in mass retailing! 

In this connection, I have pointed out 
that in some areas of the country, small 
food stores—stocking only the basic foods 
—are operating quite successfully along- 
side the huge “non-food food supers.” 
And in a recent column, I mentioned that 
the Sunset Appliance Stores, one of the 
largest appliance chains in the country, is 
opening some ten “pup” stores (one-man 
store units) and if the idea succeeds, this 
may be rapidly expanded. 

Now I find that the giant Allied Stores 
Corp. is developing plans to open a num- 
ber of small-size store units over the na- 
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tion that will stock only children’s wear. 
These will be children’s wear specialty 
stores. If the pilot stores should prove out, 
a chain of some 100 or more of these spe- 
cialty stores will be opened by Allied. 

Very interesting. And, I think, very sig- 
nificant. 


= Of course, moves by just two giant re- 
tailers do not constitute a trend. But I 
choose to conclude that it is more than a 
coincidence that two huge retail organ- 
izations should, within a short time, show 
indications of even being willing to con- 
sider a reversal of what I have insisted is 
an over-done trend toward one-stop shop- 
ping units. I think other examples will be 
announced from time to time in i956 and, 
by 1957, it is entirely likely that a suf- 
ficient number of giant retailers will be 
experimenting with smaller specialty 
store units to suggest quite emphatically 
that the bloom is indeed off the peach of 
the giant store unit and that the specialty 
store is about to stage a return engage- 
ment. 


“My name is FIDO’ 


If you're still with us, your aim 
should properly be to make easily in- 
terpreted figures in your roughs. 
Here’s how to show it’s a dog. 

A dog is a common animal. One of 
the most common things about him is 


that he can have fleas. So can cats 
and rabbits, but for idea communica- 
tion we safely make the association: 
dog, fleas. Don’t hesitate to put a few 
hopping around over him, to indicate 
his caninity to the art director. 

1. Here is a dog, and some pretty 
good fleas. Note the placement of legs 
on the fleas. Dots show hopping. 

2. Always wag the tail. It can only 
happen to a dog. Elvis can rock and 
roll, dogs just wag and wag. 

3. Feet like this mean you arc not 
wanting a pig or deer in the comp. 

4. Adult dog, letter breed on side if 
you get into trouble. 

4a. Puppy, big feet, big head, cuter. 

5. One black ear and spots help. 
This is a Fat-head Dog, but it’s a dog. 
A mortar board and glasses make him 
wise. Once I saw a dog pushing a 
power lawn mower in an ad, proving, 
I guess, the ultimate in ease of opera- 
tion. You're the judge of how far to 
go. Maybe that one sold lawn mowers. 

6. Drawthinks can get ahead of you 
at times. I had room for this head 
here, and saw at once that without 
the ears, 6b, he’d go fine with an ad 
titled “Feel like this about borrow- 
ing?” 
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Next Lesson: “Now you can COMPOSE” 
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Salesense in Advertising ... 


Drive Home the Topic Idea 


By James D. Woolf 
Advertising Consultant 

A striking weakness of a great many 

advertisements, it seems to me, is the in- 

clusion of too many ideas in a single piece 
of copy. 

Writers of these advertisements appear 

to feel that they must 


costs. With this notion 
I do not agree. “There’s 
hardly anything that is 
more ruinous to good 
writing,” says Rudolf 
Flesch, “than the rule 
of thumb against repe- 
tition of the same 
word.” 

Writes Merrill Devoe 
(“Effective Advertising Copy,” The Mac- 
millan Co.): “One of the most common 
objections to repetition is that it is mono- 
tonous, especially if overdone. However, 
this objection has less validity for print 
media than for aural media. Many people 
do not read advertisements with suffi- 
ciently close attention to realize that the 
repetition has occurred. However, this is 
truer of the mass audience than of read- 
ers who are highly educated or ‘literary’.” 
Mr. Devoe offers the following as an ex- 
ample of effective repetition: 

Are You Really Lovely to Love? 
Is there an air of freshness 
about you... always? 

All summer, every day, you're confi- 
dent, certain of your freshness—when you 
use Fresh Cream Deodorant. 

Your underarms are dry...and stay 
dry! There's not a trace of odor. No worry 
about staining lovely clothes. Why? 

Fresh contains the most effective per- 
spiration-checking ingredient known. 

Fresh has a wonderful freshness all its 
own. A delicate dear fragrance. A pure 
whiteness. A whipped cream smoothness. 
It’s never sticky ... never greasy—always 
gentle to skin. 

For an air of freshness use Fresh every 
day. You can’t help but be lovely to love. 

A Fresh girl is always lovely to love. 


« Comments Mr. Devoe: “The word 
‘freshness’ appears in the subheadline and 
at three different places in the text. The 
brand name, ‘Fresh,’ occurs five times. 
The phrase ‘lovely to love’ is used at the 
beginning and at the end... the ‘always’ 
idea is expressed or implied in a variety 
of ways.” 

My favorite example of repetition as an 


avoid repetition at all . 


instrument of emphasis (perhaps because 
it came from my pen) is this: 


The Most Interesting Subject 
in the World 


Of all the multiplicity of things in the 
world is there among them any one that 
wins and holds our interest with greater 
force? 

Is there a “line of least resistance” to 
human hearts and minds—a point of con- 
tact, a method of approach and presenta- 
tion—that has the surest chance to grip 
us? 

We here at Farm & Fireside think there 
is. We believe the most interesting subject 
in the world is—people. 

We are charmed by Shakespeare's 
beautiful English. But the real soul, the 
real grip in his plays is—people. Romeo, 
the tragic lover! Shylock, the greedy 
money lender! Macbeth, the murderous 
king! 

Consider the immortal book—the Bible. 
The Great Book teaches its tenets and its 
principles in terms of—people. 

Adam and Eve. John the Baptist. Judas 
and his thirty pieces of silver. Paul. Lot’s 
wife, who turned to salt. 

People—the universal appeal! People 
who laugh and love and hate. People who 
inspire us, fire us, sadden us, gladden us. 

People—the most interesting subject in 
the world. 


s Winston Churchill’s stirring battle cry 
contained 147 deathless words. The topic 
idea of determination—We shall not flag 
or fail. We shall fight in France, we sliall 
fight on the seas and oceans . . . we shall 
never surrender—is used 12 times! Here, 
I submit, is emphasis—and emphasis, 
mind you, without verbosity, dullness, 
or tiresomeness. 

The principle is simple enough: the 
writer should have clearly in mind what 
is to be his central theme, the controlling 
topic thought, and he should keep this 
from start to finish sharply before him. 
He should strive to arrange his matter 
by referring everything to his central 
idea; and he should ask himself, as he 
writes, if each word and sentence he is 
setting down helps to make his topic 
concept clear and vivid and forcible. 

Yes, the principle is simple enough, and; 
I think, cannot be successfully quibbled 
with. It is obviously of special importance 
in copy directed at the average mass mar- 
ket level of education and comprehension. 


Mr. Woolf’s articles are now available in a handsomely bound 
book for permanent reference. Price: $5.95. Write Advertising Pub- 


lications, 200 E. Illinois St., 


Chicago 11, IUl., for “Salesense in Ad- 


vertising,” available on five days’ approval. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

These two ads illustrate an interesting 
phenomenon in connection with great 
store advertising. Run by two fine high- 
prestige stores of great integrity, in cities 
500 miles apart, these ads are for fans 
from one maker. 

In these days of much talk about 
“brand or product impression advertising” 
(it’s my observation there has always 
been a good deal of this), you will see here 
how the treatment of a retail item may 


provide instantaneous impression of its 
importance and caliber as an item and a 
value. 

The only difference to be distinguished 
between the two items is that the one at 
$39.95 is electrically reversible, the one 
at $29.95 must be manually reversed by 
turning the whole fan around. 


® Let’s look at the virtues and weak- 
nesses of the two presentations first. The 
large ad (full four columns) says un- 
mistakably before any body copy is read: 
“This is an important item and value— 
and we are proud of it.” 


The small ad illustrates the item bet- 
ter, provides some notion of scale, and 
tells among other things that the fan 
“cools” 4,000 CFM. (Actually, this is not 
true. It “moves” 4,000 CFM.) The large 
ad has no mention of capacity—a serious 
omission. 

The large ad as first inserted used a 
line of copy omitted in this ad 
(second insertion in a second newspaper). 
That line read: “1,001 of these fans— 
eaclusive at BLANKS in America.” That 
gave a quickie idea of the importance of 
the item, in itself an element of persua- 
sion. 

A study of the response created by 
thousands of ads convinces me that “bul- 
let copy” (as in the small ad) can be val- 
uable, but to the optimum, only as a 
support to “body copy,” not as a substi- 
tute for it. Readers seem to want copy 
that “talks” to them—in addition to 
“lists” of features. 


® The large ad has “body copy.” How- 
ever, it is pedestrian and very much less 
enthusiastic and important-sounding than 
the size of the ad would lead, one to 
expect. Neither ad mentions color—im- 
portant to most women who are inter- 
ested. Neither ad invites or urges any 
action. The small ad offers no panel ac- 
cessory. 

Neither ad deigns to mention the fact 
that if you use these fans you can bring 
great comfort to rooms in which stale, 
unmoving, hot air makes sleep or com- 
fort impossible. Advertising’s job is to do 
more than a wooden Indian can do, 
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which is to hold out a representation of 
merchandise. Both of these ads, except 
for the “excitement” generated by the 
- larger presentation, just “hold out” rep- 
resentations of fans to readers. As I see 
it, advertising’s job is not to describe or 
hold out merchandise, but to sell it, to 
make people want things and do some- 
thing about it. 

The large ad wastes considerable space 
in meaningless gray background, while it - 
wants space for enthusiastic and service- 
rendering sell, and better illustration. 

* . € 

It is my opinion that the larger ad was 
the better buy for the store, solely on the 
basis of its more ccnvincing “superior 
impression.” 

It is an interesting and vital fact, often 
ignored or forgotten in big stores, that 
big and enthusiastic presentations (on 
items warranting them) are often more 
profitable than conservative and sterile 
presentations, even if the large ones sell 
somewhat less per $100 of space cost. 

Here’s why: 

Fixed expenses in a store’s appliance 
or housewares department would be the 
same, any given week—whether it runs 
the small or the large ad. If a small ad 
runs at a cost of $200 and sells 20 times 
that, or $4,000, the gross profit dollars 
presumably cover the rightful share of 
the cost of fixed and variable expénses 
and leave some net. If instead, a large ad 
runs at a cost of $1,000 and sells only 15 
times space cost ($15,000), fixed expenses 
are still the same. Therefore, almost all 
of the gross profit doliars in the extra 
$11,000 worth of business are net profit 
dollars, The gross profit in that extra 
$11,000 of business need have assessed 
against it only actual additional] “out of 
pocket” expense. 


® A store comptroller of the old schoo! is 
not likely to appreciate this point. Yet— 
with any 5¢ lead pencil, he could prove 
to himself that if a store is making a net 
profit now on advertising that produces, 
on the average, six times its space cost 
(most stores don’t do that well, all ads 
considered )—the same store would make 
far more net profit if it improved copy 
to double that response, and then pov- 
BLED ITS ADVERTISING PERCENTAGE. 

This is due to the terrific profit lever- 
age in good copy. Good advertising has a 
tendency—not to increase—but to multi- 
ply net profits. It can’t be done without 
good copy. 

Anyone who suggests that good copy— 
words—are unimportant in newspaper 
advertising doesn’t understand the medi- 
um, and should be working for an out- 
door advertising company. (Even there, 
copy is probably more important than 
such a fragmented viewpoint would ap- 
preciate.) 
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Lennox Says ‘Swap Old Smoky’ 

Lennox Industries is building its 
new furnace-buying-season ad 
campaign around “Swap Old 
Smoky.” The ads invite the reader 
to see his Lennox dealer for a 
liberal trade-in allowance on his 
old furnace. This is the first time 
Lennox has advertised replace- 
ment to the consumer market. The | 


“Swap” ads are running in Sep-| 


tember issues of Home Moderniz-| ~ 


ing, Living for Young Homemak- 
ers and .Reader’s Digest. Fulton, | 


Morrissey Co., Chicago, is the) 


agency. 


Real-Kill Starts Killer Drive 

Real-Kili Co., Kansas City, Mo., 
has started a campaign in 37 mar- 
kets to introduce a new product, 
Real-Kill Fly & Mosquito Killer. | 
Using b&w and color newspaper 
advertising and television spots, 
the company is offering $1 to users 
who will try the product and re- 
turn the empty can. Allmayer, Fox 
& Reshkin, Kansas City, is the 
agency. 


decision to advertise that Gillette 


Fabulous Advertising Success Story 
of Listerine Told by Gerard Lambert 


hadn’t been very good up ’til then, 
but now it was in the groove. 

Mr. Lambert has not been en- 
gaged in any business activity 
since leaving Gillette. He has been 
connected with the federal gov- 
ernment, has devoted his time to 
promoting low-cost housing, and 
also has been with the Institute 
for International Social Research. 
‘ In addition to his other talents, 

Mr. Lambert is a good writer. He 
tells in highly readabie prose just 
how he and Marion Feasley—and 
later Grodon Seagrove—originated 
and developed the advertising and 
marketing that made Listerine 
virtually a household word. 

Fortune, Doubleday & Co. and 
Mr. Lambert have granted AA 
permission to reprint in full the 
condensation that appeared in 
public that the company’s product’ Fortune. Here it is: 


(Continued from Page 2) 


had been wrong; i.e., telling the 
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HANKSCRAFT 
DISPLAY MOTORS 


_ SELL MORE 
Coke’ 


This pert miss is flagging plenty of 
consumer attention — and increasing 
home sales — as she reminds the 
consumer to take Coke home. 

This is just one of the Coca- 

Cola Company's six, year- round 
interchangeable displays utilizing 

the Hankscraft standard 1240 
full-swing motor. You'll find 

many other famous names in action 
with low-cost, trouble-free Hankscraft 
display motors. They operate for weeks 
without attention — and on a single 
flashlight battery. 


The center pivoted motion piece .f 
the girl holding signal flags oper- 


ates in @ full sweep, moving each 


flag approximately 150 degrees. 


Free Besk! 16 pages of detailed information 


*Coke is the registered trademark 
of The Coca-Cola Company 


THE HANKSCRAFT COMPANY, Reedsburg, Wis., Dept. AA-9 


Please send me FREE manual on Honkscraft Display Motors. 


and drawings on 11 basic Hankscraft models, special 


motor applications end free engineering service that 


Nome 


will help you plon the most effective animation for 


your display. 


THE HANKSCRAFT COMPANY 


REEDSBURG. WISCONSIN 


Soles Offices in these principal cities: CHICAGO 
* PHILADELPHIA * MINNEAPOLIS * NEW YORK © DALLAS 
TORONTO (Ontoric) SAN FRANCISCO (Erfoch Lee Company) 


- How I Sold Listerine 


By Gerard B. Lambert 
Copyright © by Gerard B. Lambert from | 
the book “All Out of Step,” to be pub- 
oy in November at $4.50 by Doubleday 
& Co. 


The story of the growth of the 


ted ideas around. Marion spoke up 
apologetically. “How about bad 
breath?” he asked. I glared, re- 
|/minding him that this was a re- 
spectable meeting. Once more he 
|Lambert Pharmacal Co. between | brought it up. Impatiently, to get 
'the years 1922 and 1928 has never|rid of the subject for good, I 
been told with accuracy. For years | yelled over the low partition to Mr. 
I have had the fear that my tomb- | Deacon and asked him to come in. 
stone will bear the inscription,, He had been a close and dear 
“Here lies the body of the Father friend of my father’s and had been 
of Halitosis.” Halitosis, as an ad-| with the company from the start. 
vertising word, played a part, but 
it was far from the main reason | s I asked him if Listerine was 
for the company’s rapid expansion.| good for bad breath. He excused 
Here are the facts. himself for a moment and came 
Before 1922 I had launched into | back with a big book of newspa- 
a few grandiose ventures that had | per clippings. He thumbed through 
driven me $700,000 into debt. I} the book. 
came to the conclusion that the| “Here it is, Gerard. It says in 
only chance I had of paying the|this clipping from the British 
debt was to go to work for the | Lancet that in cases of halito- 
| Lambert Pharmacal Co. I got on|sis...” 
the train for St. Louis. | “What’s halitosis?” I interrupted. 
The morning I entered the office| “Oh!” he said, “that is the med- 
| I went to my cousin, Arthur Lam- ical term for bad breath.” 
bert, one of the trustees, and asked __I bustled the dear old gentleman 
| him how much they would pay me | out of the room. “There,” I said, 
|to work for them. He said that | “is something to hang our hat on.” 
| they would pay me a large sum of | We all agreed that we had 
| money to stay away. It was said in| found a way to refer to bad breath 
| jest, but nevertheless I knew that | without quite so much offense. I 
|}he meant that my coming would| asked Fuessle and Seagrove to 
|not be welcome. I reminded him | have their agency prepare one of 
| that we owned the business—it| our current ads, merely a colored 
|had been founded by my father,; picture of the Listerine bottle, 
Jordan Wheat Lambert, in 1879—) with a coupon for testing. Coupons, 
j}and that my four brothers were|I thought, would give us a good 
automatically vice-presidents. My} notion of the relative pulling pow- 
| mind was made up. I was moving er of what we had been doing and 
| in. | what we intended to do. 


| 
s After two months on the job 1 ® It didn’t take long to go down- 
was made general manager. I) town and buy a $2.50 picture of a 
asked for the name of the com- | girl. I took it back to the house 
pany that did our advertising. It | and wrote the first halitosis ad. It 
was a Chicago firm, Williams & | told about a girl who had this one 
/Cunnyngham. I requested that handicap. She had all the advan- 
| someone be sent down to see us. | tages in the world, but, poor lass, 
| The two men who arrived were! she was getting nowhere. The word 
| to be among the best friends I ever | “halitosis” had an asterisk by it, 
| had. One was Milton Fuessle and and at the bottom of the ad it ex- 
‘the other Gordon Seagrove. At| plained that it meant unpleasant 
| that time I knew absolutely noth-| breath. Later, whea, to my shame, 
|ing of advertising. We went into| this word appeared in the diction- 
/my brother Marion’s office and I| ary, everyone knew what it was. 
| closed the door. I announced that! We tested the two ads, and hal- 
we would not leave that room un- | itosis, even with the crude mech- 
| til we had an advertising idea for| anism of coupons, outpuiled our 
| Listerine. For a long time we bat- | bottle ad by four to one. Fuessle 
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told me later what happened in 
the office of Williams & Cunnyng- 
ham. It was a big agency, and 
they passed the halitosis ad around 
for comment. Eighty-two per cent 
of the staff said it would not suc- 
ceed. 

At that time we were spending 
about $100,000 a year on advertis- 
ing Listerine. I made the board a 
proposition. If they would let me 
spend $5,000 more each month, 
cumulatively—that is, $5,000, then 
$10,000, and so on—I would resign 
if I couldn’t show an additional 
net profit for each month of at 
least $5,000. 


® Some astute member of the 
board pointed out that they would 
be risking only one $5,000 on this 
gamble, and they agreed to take 
me up. I raised this wager to a 
much higher figure later, but we 
never failed to take in an addi- 
tional profit in any one month 
that was greater than the in- 
creased advertising cost for that 
month. By 1928 our expenditures 
for advertising were above $5 mil- 
lion a year. 

Things were now running very 
smoothly. I had hired a good fac- 
tory manager, and it was clear to 
me that in a company of this kind 
the important thing was selling the 
products by successful advertising. 
It goes without saying that a prod- 
uct must be good, but even the best 
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cutting across the photo. 


In successful matters of this sort | 


there is always the question of 


credit for the achievement. I give | 


Milton Feasley full credit for it all. 


He and I were great cronies, and I | 


Milton Feasley 


loved him dearly. He had a pleas- 
ant little habit of keeping a glass 
of straight gin back of the curtain 
in his office, which he sipped from 
time to time during the day. Until | 
his death he thought he was fool-_ 


|ing people about this. Sometimes, 
in the late afternoon, we would 
gather in my office for a drink. 
There would be Edith Whitlock, | 
|who was our bookkeeper, secre- 
tary, treasurer, and space buyer, 
j}and Feasley and myself, half of 
| the outfit. Whit sometimes spread 
'a large sheet of tin on the floor, 
|and I amused them by playing the 
harmonica and clog dancing. Miss 
Whitlock was already getting eld- 
erly, and soon after this she re- 
jtired on a pension we had pro- 
vided. 


} 

|  Psychology—or Results? 

| It was not long before the Lam- 
bert Pharmacal Co.’s earnings and 
the revenue from my _ wholly 
owned advertising agency rose to 
}a point where I was able, in five 
| years, to pay off, with full inter- 
/est, my entire personal debt of 
$700,000. 

Testing was the secret of the 
success of all the advertising I did. 
Since my day, of course, there has 
been a great deal of testing; most 
big agencies have their own re- 


;search departments, and there are 
independent organizations that 
make a sole business of it. In many 
cases, this work is based on psy-/| 
chology. But much of this is not} 
| getting down to brass tacks. The | 
acid test is not there. What does 
the ad do in practice? 


s There are times when an adver- 
tising agency finds it unwise to 
look too closely into this question. 
It is simpler to maintain a large 
new-business department and to 
obtain a new account while play- 
ing golf or drinking a cocktail. 
And the officers in the company 
that is spending the money are 
sometimes entirely content with 
this situation. They don’t know a 
damn thing about it themselves, 
and couldn’t earn a dollar on their 
own at the game. So why not just 
point out that one of the best 
agencies in the country has the 
account and if it fails it is the 
agency’s responsibility? 


In my case if the ads didn’t 
work, I personally lost a lot of 
money. As early as 1922, I in-| 
structed our sales manager to set! 


111 


up a system in drugstores that 
would permit us to count the sales 
response to the appeals I wanted 
to test. He kept telling me it could 
not be done and was very stub- 
born about it. That sales manager 


jis the only man in the company 


that I ever fired. I let him go and 
then went out and did the job my- 
self. 


The Real Test 

In general, this is how our test- 
ing worked. We picked twa groups 
of small towns with a population 
of about 10,000. One group was to 
be left alone as a control to show 
the results without advertising. In 
the other we could test the relative 
effectiveness of different appeals. 

Before starting the test our men 
went into a town and saw every, 
and I mean every. retail outlet. 
They arranged to have an exces- 
sive shipment of the product sent 
to these retailers. In this way the 
retailer could not reorder from a 
wholesaler and so confuse the fig- 
ures. The retailers accepted our 
big shipment because we guaran- 


one gets nowhere unless the con- 
sumer is informed of its existence. | 
With this belief, I felt sure that the, 
factory could take care of itself 
and that I should return to my 
home in Princeton and concentrate | 
on the merchandising. | 


® Before leaving St. Louis, I oateee | 


my friend Fuessle to join me in a 
chat. I explained that I was going 
to set up my own advertising 
agency in New York and wanted 
him to come along. It was sug- 
gested that his name be used in 
the company title, but I saw a 
practical difficulty. The name 
Fuessle, I told him, was difficult to 
pronounce. Would he mind chang- 
ing his name to something that 
sounded just the same but was 
spelled differently, such as Feas- 
ley? He had no objection at all, 
and the name of the new advertis- 
ing agency became Lambert & 
Feasley, and it carries that name 
today. 


A Happy Ship 
I insisted on one thing. I was to 
have all the common stock of the 
company and he was to have only 
a salary. This salary I started him 
with was, however, not so bad. It! 
was four times higher than he had 
ever received. There was a good 
reason for this stock arrangement; 
advertising accounts and copy 
writers are mercurial and uncer-_| 
tain. The Lambert account was 
controlled by our family, and I did 
not want it messed up with some 
legal complication involving stock. 
As soon as we got recognition, 
the money began to pour in. Feas-| 
ley and I did all the work our-| 
selves. We would outline an ad, 
sometimes on the back of an en- 
velope, and get in a cab and go to 
a professional photographer. There | 
we supervised the taking of the | 
photos. When the proofs came) 
back we would go to work. There | 
was one rule that I insisted on: 
no photographs were to be re- | 
touched. We had, of course, no| 
art department, and consequently. 
I had no battles with its director | 
on this point. 


® The sales of Listerine olettonea| 
to skyrocket. It was during this) 
period that we were running some 
advertisements that attracted at-| 
tention, to say the least, with cap-| 
tions such as “Even Your Best| 
Friend Won’t Tell You,” “Often. 
a Bridesmaid But Never a Bride,” 
“If You Want the Truth, Go to a 
Child,” and so on. Invariably these | 
ads were full-page unretouched 
photographs, with the copy simple 
type below the picture or in a band 


Two-page spreads were 


read by 36% more people 


per page than single page advertisements. 


This conclusion is based upon a McGraw-Hill Research 
Department analysis of ratings for 300 single page advertisements 
and 241 spreads, run in three business publications by 

17 advertisers who used both sizes of space. Copies of this 

Data Sheet (#3109) are available on request from your 


McGraw-Hill man. 


Studies such as this are a continuing project at McGraw-Hill 
. all designed to provide a better understanding of how 
good advertising in good business publications can help 


create more sales. 


NMcGRAW -HILL 


PUBLISHING COMPANY, INCORPORATED 


App 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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Lis rin capita than the amount that could; He is dominated by the philosophy ; and stayed there. The 25-center,| There was almost no mention of 
The te ~ Story... | be risked in a national campaign. of the sales manager. | although losing money at first, just| the paste other than to say that it 
teed the sale of it. This exaggeration was to make it) I am perfectly aware, of course,| kept on going. That told the story: | was a good paste put out by a re- 
Once a week our men would) easier to read results, and to save that some items must have distri- | our paste would be 25 cents. | liable company. But the reason the 
personally count the stock at that time. |bution, display, and competitive; Immediately we went to upper | ad succeeded was that at least half 
time in each store. The difference| Results show up very quickly in| discounts above all else. But there New York State and set up an-| of the page was taken up by a 
between the amount in stock on| Weekly checks. When these early are many products where a dollar| other group of test towns. From picture of what you could buy with 
the previous week and the next! findings come in, it is wise to can best be spent on advertising | this test came one of the most in- | that $3 saving: a pair of stockings, 
count would show the sales over | cTosscheck by setting up a differ- and not on free goods, discounts, or | teresting results I have ever en-|a tennis racket, or something like 
deals. Listerine, a specialty, is one | countered in advertising. It was|that. It was a visualization of a 


the counter. This is quite different | €Dt set of towns in a different part 
from psychological guessing. In of the country. If this is done of these. I had only six salesmen) obvious that our appeal on this 25-| specific reward for economy, in- 


those towns the sales manager | thoroughly, you will eliminate any for the entire country. Our adver- | cent item should be economy. In stead of a generalization on the 
was absolutely forbidden to install | Chance for accidental error. In my tising created a demand from the some towns we ran the typical, subject, and, like showing a col- 
any window displays, counter dis-|°W" case, at least, I have never consumer so great that the dealer unimaginative ads with girls show- | ored picture of a red fire engine to 
plays, or to give any special dis-|*nown the final national cam- had to carry it, even if he did not| ing shining white teeth, something a small boy, it meant much more 
count. No good chemist would add > —— counter to the results like the terms of the sale. that advertisers even today have) oo. the mere promise of a re- 
several ingredients whi ing | OF the . ‘not relinquished. These towns ward. 
on : adie aiendainaes” — 7 Testing Toothpaste | were to act as a control. In differ-- The minute I saw the results 

|@ During this period the manager Earlier, I had convinced the|ent towns we ran the economy of these tests I acted quickly. I 
® With this setup we first let all | is frothing at the mouth. He sees company to come out with a Lis- appeal that we thought would pull | started a whale of a campaign all 
towns run along as usual for sev-| this gOing on and he is not in on it.| terine toothpaste, and I found my- | best. It did. It far exceeded in fi-| over the country. At the end of 
eral weeks. In this way we got a|/In many companies I consider an’ self paying more attention to it as| nancial results the more spectacu-| four years Listerine Tooth Paste 
norm or base from which to start.| aggressive sales manager the|time went on. Most toothpastes|lar halitosis campaign, but it is| was earning more than $1,500,000 
When we had the norm established | greatest menace the company pos- then sold for 50 cents a package. I seldom referred to. |a year. [ 
we broke with advertising in all|sesses. His living depends upon ajhad set up some test towns in 
towns except the control towns.| bigger sales staff, more discounts, Ohio. In one group of towns we Show the Reward |@ Milton Feasley’s death soon after i 
This advertising was confined to| more free goods, and more deals.| put a 50-cent paste on sale and The ads went somewhat as fol-| he came to New York was a great 
local newspapers. In all cases the|To hell with the profits. The in the other set a 25-cent paste. The | lows. If you save 25 cents a tube! personal blow to me and a real 
amount of advertising in dollars | president of the outfit probably | 50-center made a profit from the | and if you buy twelve tubes a year | loss to the agency. I found myself 

| trying to run the whole ball of 


was made four times higher per' knows nothing of merchandising. | beginning but arrived at a plateau in your family, you will save $3.) 
| wax by myself and I missed Feas- 


| ley badly. But I had an inspiration. 

How about the second man that 
| came to St. Louis that day back in 
| 1922, Gordon Seagrove? I had seen 


Gordon Seagrove 


something of Gordon since those 
| days. He was an expert copy writ- 
|er and he also was a lot of fun. 

| Gordon Seagrove came on to 
|New York and we worked per- 
| fectly together. As I write he is 
|still with Lambert & Feasley. 
| Throughout most of the years since 
| I left, Gordon produced practically 
‘all of the Listerine and Listerine 
Tooth Paste advertisements. 


The ‘Saw-Tooth’ Method 
Early I reasoned that when we 
began to reach a point of satura- 


‘Tell 39,000 
Hardwaremen 


SAN DIEGO :: BIGGER ___ wtie to tuy on 


a OREGON $176,167,000 HOW to sell 
PONTIAC, MICHIGAN . 168,715,000 YOUR products 
INDIANAPOLIS, INDIANA 162,066,000 

KANSAS CITY, MISSOURI. . . . . 156,961,000 through 1957 


IN FOOD STORE SALES) tier covorano. | | | | | 144148,000 
SAN DIEGO, CALIFORN $199,062,000 
San Diego is a billion dollar market — isolated by 125 miles from 
any other metropolitan market. To sell this young giant of a 


market— use the proven and wanted “saturation” circulation 
the San Diego Union and Evening Tribune. 


COPLEY newspParers | 
| Write for full information ! 


15 “Hometown” Newspapers covering i = , e es os % 
San Diego, California — Northern Illinois — Springfield, Illinois bet Closes October 15, 1956 


and Greater Los Angeles .. . 
Served by the COPLEY Washington Bureau and the COPLEY News Service Fee as ae 
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tion with any group of people, a|to $157 a share after I was out,|Dan Miner Opens S.F. Office; by more than 100 of the company’s period a year ago. 


new appeal for the same product | 
would be like plowing virgin ter-/ 
ritory. We started advertising Lis- | 
terine for sore throat and for | 
dandruff. Then we used the appeal 
of after shaving. All of these things | 
kept boosting sales. 

_It occurred to me one day that} 
we might capitalize on the human 
memory. Surely, I reasoned, a man 
would be foolish to approach you | 
in your office every day to sell! 
pencils. This idea resulted in a pe- 
culiar “saw-tooth” campaign. We 
would start a three-month cycle | 
with no ads, and then have the ex- 
penditure rise each month until it | 
reached $600,000 on the third! 
month. Then a drop to nothing 
again. The average per month was 
the same as before but we were 
letting memory carry the load for | 
us. The profits somehow went up| 
another million dollars that year. 


| 
| 
| 
® It is my belief that when sales | 
of a product and the advertising | 
are both running along on a level, 
a company can wisely spend an. 
additional dollar on advertising| 
even if that dollar brings in net! 
only an additional dollar and one'| 
cent. This is treason to the old-line 
business man. He will tell you that 
in his business it is customary to 
spend, let’s say, 13 per cent of the 
sales on advertising. That was 
good enough for his grandfather 
and it is good enough for him. 


The Budget Menace 
I shudder to think what would. 
have happened if we had run a) 
stupid old-fashioned budget in the | 
Lambert Pharmacal Co. A commit- 
tee of stuffy men and accountants | 
would have sat around and said we | 
will spend only the per cent of Lis- 
terine sales that we spent last year | 
or perhaps just a tiny bit more.) 
And we would have probably still | 
been earning $115,000 a year! 
In our case, after checking our | 
results carefully, we plowed the 
money in, hoping for at least that | 
one penny additional profit. Of 
course it didn’t work out that way. 
Every time we spent the new mon- 
ey much more than a penny came 
in. But we always knew what the | 
response to our advertising was. | 
This was possible because we 
never allowed the sales manager to 
put on any deals, or sell carload 
shipments, or do anything to 
change the sales arrangements 
with the trade. In these later years 
I have watched with great amuse- 
ment the frustration of the adver-| 
tising boys who cannot find out 
the results of their advertising be- 
cause of the crazy fluctuations in) 
sales figures that come from these 
practices of a zealous sales man- 
ager. 


s For some businesses I think an 
advertising budget is suicidal. You 
stick to the planned figures when 
the truth is you may have the 
thing on the run and a fortune in 
sight. It is like.a charge of troops 
who are told to go to a certain line 
and stop there, even if the enemy 
is running away in a panic. 

In the late months of 1928 I de- 
cided to sell out all my holdings in 
the Lambert Co. for cash. From 
time to time I have been credited 
by friends with uncanny wisdom 
in selling out before the big crash 
in 1929. Lambert stock went from 
$157 a share to a low of $8 a share 
after the break. But it was not pri- 
marily wisdom about the market 
that made me sell. There is a much 
simpler and more accurate ex- 
planation for my decision. Through 
sheer youthful recklessness and) 
bad judgment I had acquired debts | 
that had been on my mind night 
and day. When I found a way to. 
pay them off I was content to quit, 
happy to be free again and with 
all the money I should ever need. | 
I did not have the slightest desire 
to have more, and I didn’t care 
how high the market went. Lam-— 
bert stock went from $115 a share | 


} 
| we closed the deal. It was in Gold- San Francisco, was regional ad- 


‘to be more than $25,000,000, all' Reynolds & Baker, all San Fran- 


but I have never had any regrets Names Walden, Anderson builder-dealers. Entrants are to 
that I did not hold on. Holding on,} Dan B. Miner Co., Los Angeles obtain entry blanks from a U.S. 
and seeking the last dollar, was agency, has opened an office in| Steel Homes dealer and write 50 
what ruined thousands of people| San Francisco, at 593 Market St.) Words or less on “Why I would 
in this country, so perhaps my lack | Charles K. Walden will manage the like to own a U.S. Steel home.” 
of greed was what saved me. new office. Mr. Walden was pre-| Other prizes include Youngstown 
viously associated with Garfield &| dishwashers and waste disposers, 
® I can see now the room where| Guild and Honig-Cooper Co. in| Sm air conditioners, Tappan 

_Tanges, Hotpoint washers and re- 
man Sachs’ office. The room was vertising manager of Safeway | frigerators, Eversoft water soften- 
full of lawyers and accountants | Stores in the Midwest, and headed | ers, Morrison garage Roly-doors, 


‘and attorneys. They were gath-| his own agency specializing in food Mor-Sun furnaces, Permaglas wat- 


ered about a tremendous table, | accounts. | er heaters, Polaroid land cameras 
each with a batch of papers. I had| Willard S. Anderson will be as-| and a Torro power mower. 

told all those Wall Street people sociated with Mr. Walden in the 

that the only thing I would accept new office. Mr. Anderson was pre- Newberry Reports 8% Gain, 
for the stock was a certified check viously with Wank & Wank, Ley' Opening New Units 

for cash. I was quite sure it was & Livingstone, and Winer, Ohleyer, | J. J. Newberry Co., New York, 
: Lagi " |reports sales for the first six 
of which I had made in six years. cisco. | months of 1956 at $82,143,135, a 
I did not know the exact amount; | 
I just wanted to retire with no U.S. Steel Homes Sets Contest jn 1955. Earnings before federal 
more worry about debts, and the U.S. Steel Homes, housing sub-| taxes are $3,245,961 or 90¢ a share, 
exact amount was unimportant. I sidiary of U. S. Steel Corp., is of-| compared with 1955 earnings of 
was forty-two years old and there fering a three-bedroom ranch home $2,792,047, or 77¢ per share. Sales 
were so many things to do that/in a national contest to be spon-/| for the month of Jume are reported 
did not involve business. |sored between Sept. 9 and Oct. 31/13.3% above the corresponding 


| gain of 7.7% over the same period | 


113 


| As part of its $19,000,000 expan- 
|sion program (AA, June 25), the 
|variety department store chain 
| will open a 70,000 sq. ft. unit on 
{Northern Blvd. in Manhasset, 
| L.I., in a new shopping cenier now 
|under construction. It is the third 
new Newberry unit planned for 
this general area. 


Marie does t 
FASTER... 


complete mailings, multl- 
graphing, ee. 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 
j _ Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
uick service and fast delivery 
ALL WAbash 2-8655. 
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,431 S. Dearborn Street, 


KALAMAZOO... 


the booming Michigan city 


that should be on your National List! 


z . 
sabe J 
Soe . 


~ Kalamazoo has aC 


In the prosperous six county trading area, the big one— 
Kalamazoo County —recorded a record $210 millions in 
retail sales last year. Continuing sales gains in 1956 give 
evidence of another record year. 

The marked stability of this area is seen in the Michigan 
Employment Security Commission monthly labor mar- 
ket bulletin which consistently shows Kalamazoo with 


the highest employment ratio of any of the 14 major MAZOO GAZETTE—where 
Michi 


areas. maximum productivity. 


KALAMAZOO GAZETTE 


BOOTH 


TWE BAY CITY TIMES © THE KALAMAZ00 GAZETTE 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT Fs 


THE FLINT JOURNAL THE GRAND RAPIDS 


YSPAPERS 


_ Hub of the prosper 


‘and stable $422,867, 


. iw 
7 z 


Kalamazoo’s reputation for stability is further enhanced 
with its selection by the National Planning Commission 
as the nation’s most typical city of those having an 
economic base of diversified industry. 


For top coverage* of the entire prosperous Kalamazoo 
market, feature your products or services in the KALA- 


your promotion attains 


*97% in the City Zone 
*86.8% in the Metropolitah Area 
*60.3% in the entire Trading Zone 


e R.O.P. COLOR DAILY 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St, New York 17, Oxford 7-1280, Sheldon 8. Newman, 435 N. Michigan Ave Chicg o 4 


perior 7-4680; Brice McQuillen, 785 Market St, San Francisco 3, Sutter 1-3401, William Shurtliff, 1612 Ford Bldg 


Detroit 24,.Woddward 1.0972 
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We must find a better way of deal-| sheep to have wool in order to 
ing with this problem, for so far keep warm. Through the genera- 
we are not doing much of a job. | tions they have lost the ability to 

“Save A Life Foundation” will produce wool. Occasionally, how- 
be a non-profit organization. I ever, one will come across a 
should like to hear from your throwback that has a few small 


To the Editor: This story is too 
important to keep to myself. I 
want to share it with your readers, 
for with their knowledge of the 
situation, they might come to the 
front with a solution, at least a 
better one than what is being used 
today. 

I am a pioneer of the automo- 
bile industry, starting with Olds- 


mobile in 1906. I wrote the first | 


business books for the industry, 
and established the Automotive 
News, now the “Bible” of the in- 
dustry. Little did the pioneers 
dream that a great killer was in 
the making. As it is well known, 
we have killed the first million 
men, women and children, and we 
have a good start on the second 
million. 

We are not making much prog- 
ress in reducing the daily carnage; 
we keep on killing a hundred hu- 
man beings a day, and injure 4,- 
000. What helps we are using 
are spasmodic. We are not reaching 


This department is a reader’s forum. Letters are welcome. 
Auto Veteran Seeks Support for Crusade 
in Behalf of Greater Automotive Safety 


‘ble after reading these figures. 

The Red Cross will not touch it, 
|for it is the type of disaster in, 
which they are not interested. | 
mass millions every day, which is Please laugh that off, if one can 
necessary if we are to reduce the laugh after reading this letter. 
daily toll AND THE WORK Our good President, as you will | 
MUST BE CONTINUOUS. remember, called in all the gov- 

The daily newspapers of Amer- ernors for a meeting in Washing- | 
ica are the one avenue reaching| ton, and among other things the 
60,000,000 people as buyers of President's Safety Committee was 
|daily newspapers, and if you add set up, and there is an office force 
|one reader to the subscriber, you | on the job. And now read the next 
reach 120,000,000. Here you have sentence carefully: If you want the 
the logical daily approach to this! government to help save your life 
|nationwide menace. I planned to from an automobile accident, you | 
use every daily newspaper in have to send in a few cents for a 
America, and based on that folder. This is a new low in some- 


jreaders and idea men on this 
problem. America needs some real 
thinking. We act defeated when we 
approach this menace. 
J. H. NEWMARK, 
Miami Beach, Fla. 
e 7 . 
Yes, Alice, There Is 
a Bald-Headed Sheep 
To the Editor: In the July 23 
issue of ADVERTISING AGE, Ralph 
Vierno sent in a Charles Antell ad 
that had been run in Iceland. The 
headline was: “Have You Ever 
Seen a Bald-Headed Sheep?” 


‘thought, I wrote 360 paragraphs thing or other. | 


‘on safety driving, and pulled no| I am setting up “Save A Life| 
punches. For the first time, the Foundation,” and I want the help| 
driver was told what he should/of the 4th Estate, in suggesting a| 
know, instead of telling him what| modified plan, but reaching mil-| 
| he should NOT do. I have a piece lions through the daily press, the} 
'for every day in the year. Feeling | most powerful voice in America. | 
that the newspapers should be paid; If a foreign enemy approached | 
|for the space, I got in touch with | our shores and killed a hundred of | 
‘the ANPA, and then I got a stag-|our citizens daily and injured 
gering surprise, for using but 42 thousands, Washington would call 
lines daily would cost better than |out the troops and put a stop to 
$3,000,000 a year. I felt very hum-/|this wanton butchering every day. 


Only 16 days to make TRUE’s bonus December issue! 


Sell the more 


< ! sie 
# 


SN 


4 
/ 


EXTRA CIRCULATION! 


Well over the 2-million-plus 
of current issues! 


EXTRA 
MERCHANDISING POWER! 


Hundreds of top stores tie in 
with the biggest Xmas promotion 
in TRUE’s history! 

Make space reservations now! 


than 2,000,000 men 

who do their own buy- 

ing in TRUE...the man’s 
magazine that outsells LIFE 
and LOOK and COLLIER’S at 


America’s number one 
magazine for men 


| Well, perhaps in Iceland they 
haven’t—but bald-headed sheep 
| certainly do exist. 

| For the benefit of Mr. Vierno 
|and ADVERTISING AGe’s readers, I 
am enclosing a photograph of a 
| genuine “bald-headed” sheep. 

| This particular sheep was pho- 
|tographed in Barbados, B.W.L., 
| and it’s not in the least bit unique. 
| Throughout the British West In- 
dies islands, you will find thou- 
| sands of these sheep without any 
| wool. No, they haven’t been clipped 
|or sheared—it’s the way they 
| grow. 

| Itis an excellent example of na- 
ture’s adaptability to climate. Since 
| it’s warm and pleasant throughout 
the year, there is no need for the 


'patches of wool. 
| J hope Mr. Vierno isn’t going to 
‘run that ad in the trop‘cs. 
Jupson H. SPENCER, 
Interiors, Chicago Office. 
+. a * 


Cup of Sugar Welcomes 

New Neighbors 

| To the Editor: Just thought 
you’d like to see how James Gray 
Inc. welcomes new neighbors as 
part of its own promotional activi- 
| ty. 

| So very often, we see these new 
neighbors move into bright, shiny, 
| Spanking-new .. . but oh-so-cold 
‘and unfriendly offices. That’s why 
} we send them this traditional cup 
|of sugar, along with a cheerful 
| message. 

| Fine for do-it-yourself coffee 
|breaks, the cup and sugar have 


P | found a secure place in many, 


j}many new offices and have won 
inew friends—and new business— 
for us. 

We hope you'll put your own 
cup and sugar to good use right 
away. 

W. McF. BeresForp, 
Vice-President, James Gray 
Inc., New York. 

Gray’s “cup of sugar” is a good- 
|sized coffee mug, filled with loaf 
lsugar in a special James Gray 
wrap, and including a booklet on 
Gray services. 

* « * 


Quotes AA Editorial 

To the Editor: Your editorial 
comment July 30, “A Lesson for 
Marketers,” is so fundamentally 
sound that I consider it one of 
the reasons that AA has been on 
my top reading list since Vol. 1, 
No. 1. 

A lesson, or admonition, was 
further pointed (more specifically 
to our field) by David R. Uran’s 
letter in the Aug. 20 issue. 

While we assume you would 
have no objection to our referring 
to and quoting from your editori- 
al, with proper credit, we are at- 
taching self-addressed stamped 
envelope which we trust you will 
use to let us know your wishes. 

O. J. WILLoucnsy, 

Publisher, Drug and Allied In- 

dustries, Atlanta. | 

+ - . 
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600 W VAN BUREN ST- CHICAGO 7 
TELEPHONE STATE 2-5367 
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Advertising Age, September 10, 1956 


pening your client’s advertisement 
| was not inserted in the September 
issue as ordered. 

One of our mail carriers, in- 
stead of putting the mail in the 
slot in the door as he should have, 
threw the bundle over the transom 
and it landed behind a file cabinet 
where it stayed until discovered 


“*Touch.” 


6. ee seme =i. dd 


|drinking pleasures. Anyone who! 
|appreciates wines or beer knows, 


is meant by the term 
Connoisseurs of finer 
beverages appreciate the standards 
of conformity—batch after batch 
—which assures them that the) 
quality they originally preferred is | 
perpetuated. 


what 


115 


the pun) tried to make the con- 
sumer aware of the problems in 
producing a beer which will give 
him more enjoyment, time after 
time. There is definitely a differ- 
ence in “touch” between bever- 
ages, just as we have nuances in 
color, depth, bouquet, vitality, 
etce.; and any so-called critic of 


today. Your order of June 11 was 
included in the mail misplaced, 
and we are sorry the insertion was 
missed. ; 


I have no interest in Pabst beer. | advertisirig who is not aware of 
Never even drank any. In fact, I/ this should smoke less and brush 
work for the firm which imports his teeth more. 

Heineken’s Holland beer. A pre-| Jn vino veritas 


t---- 


VOTE J0PP eb a 
= ma 
————) ear | SHERMAN 
te | Vows LIBERAL 
para SON Maen as ve ior reopens’ 


NOT SO UNIQUE—The ad at left was prepared for the Cooperative 

Commonwealth Federation (AA, July 23), and two days later the 

ad at right was used by the CCF’s Liberal opponents. Background 

of the Saskatchewan situation is told in the accompanying letter 
from the CCF’s agency. 


‘What About Ethics?’ 
Canadian Adman Asks 


Gentlemen: We _ regret that 
through a most unfortunate hap- 


The October insertion will ap- 
pear as ordered. 
ANGELA M. CRAWLEY, 
St. Anthony Messenger, Chi- 
cago. 
* + 2 


A ‘Rival’ Beer Salesman 
Comes to Defense of Pabst 

To the Editor: Much of the crit- 
icism leveled against Pabst Blue 
Ribbon beer in Aug. 20 Creative 
Man’s Corner is unwarranted and 
picayune. This critic is obviously a 
person who has never been ex- 
posed to the nuances of taste, bou- 
quet or depth in his dining and 


mium beer depends upon a fol-. 
lowing of faithful consumers who) 
are aware that the few pennies) 


JOHN D. RIcH, 
Sales & Promotion Manager, 
Van Munching Imports Inc., 


extra paid for a finer beer give 
them greater taste satisfaction | 
than ordinary brews. Most beers) 
claim finer ingredients, better ag-| Ginsburg, Jacobi to NBC Unit 
ing, better blending and vatting California Nationa! Productions, 
know-how, consistent taste, finer); New York, an NBC subsidiary, has 
flavor, etc., etc. If, however, these,| named Norman S. Ginsburg and 
claims do not result in a more ap-/| Frederick Jacobi manager of ad- 
pealing “touch”—something that/vertising and promotion and man- 
the consumer can “feel” and ap-|ager of publicity, respectively. 
preciate—then the added costs of | They held these titles with NBC 
production are wasted. I think that! Television Films, which is now one 
Pabst has more effectively and of four divisions of California Na- 
with admirable good taste (excuse ‘tional. 


New York. 


To the Editor: Your issue of 
July 23, Page 81, carried two shoe 
ads. Here is some background in- 
formation about the ads which we} 
feel may be of interest to your 
readers. 

The original ad was conceived 
and executed by a team including 
members of the James Lovick & 
Co. staff, T. L. Hill, A. B. Hodg-| 
son, Jack Boitson and myself, plus | 
Russ Brown, provincial secretary | 
of the Cooperative Commonwealth | 
Federation, who approved the idea. | 

Frankly, we thought we had/' 
created a unique ad, as such an ad | 
had never been used in a Sas-| 
katchewan campaign before, and | 
to our knowledge, in no other Ca-| 
nadian or U. S. campaign. We are 
subject to correction and will 
gladly take a low bow in the di- 
rection of the original idea man, if | 
he exists. 

The pertinent point about the. 
two shoe ads is that the same 
shoes and layout were used in! 
both ads. What about “advertising | 
ethics”? Whether a political cam-| 
paign is involved or not has no| 
bearing on the issue. To those con-| 
cerned with ethics in advertising, | 
does this type of purloining of art 
create a serious precedent? 

As is evident, our agency cre- 
ated an idea and produced it. Our 
ad ran in 89 weeklies, four dailies 
and one farm weekly. The opposi- | 
tion agency was only able to hit 
one daily with its purloined ad, in| 
which our shoes were merely re-| 
versed. Whether we labored to 
produce a “better mousetrap” or a_ 
unique shoes ad we do think there 
must be some protection for such 
work. If one agency can use prop- 
erty which is not theirs and fla- 
grantly use it 45 hours after ap- 
prehending it, then the advertising | 
agency business is in for some hec-' 
tic times in the future. 

ADVERTISING AGE has in the past 
championed ethical conduct in the 
advertising profession. | 

We would be greatly interested 
in hearing or reading of the reac- 
tion of advertising men to this 
question. 


j 
| 
| 


Georce R. BOTHWELL, | 
Bothwell-Hill Co. Regina, 
Sask., Canada 

© * & 
‘Over the Transom’ Is 
Set to a New Tune | 

To the Editor: Please add the 
attached letter from St. Anthony | 
Messenger to your complaints) 
about poor postal service. 

Every publication occasionally | 
refers to “over the transom” busi-| 
ness, but I’ll bet this is the first) 
time it was ever performed liter- | 
ally, and with such a reverse 


Rosert ARONSON, 


twist! | 
Parsons, Friedman & Central, 


Boston. 
The letter, addressed to the 


agency on Aug. 14, said: 


COLOR 


GENCY 
e O, 


The Salt Lake Intermountain Market 


... where wages exceed $760,000,000 
annually . . . does a retail business that is out 
of this world: $142 billion a year! 

Military payrolls alone exceed $140 million 
per year, with steel and copper adding 
another $70 million. You can stake your 
claim amidst these rich payrolls by ordering 
the combined power of Salt Lake’s 

two great metropolitan newspapers... 

the only media that does a complete 

selling job throughout the hundreds of 
home towns of this one big, unified market. 


Your protects are best in the 
Growing Wpsc! 


alt Lake Tribune 24V\2 DESERET NEWS wm 
The Walt £3 & e Ut x GAs Bult Lake Telegram (eveninc) i 


IN NEWSPAPER ADS ADDS EXTRA SALES 


Represented Notionally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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While the home builders are con-| which have followed more con- 
cerned about the setbacks they | servative dividend policies. 


have suffered, new data from the) e ° . 
Departments of Commerce and La-;| Campaign Watchdog: Top offi- 


This Week in Washington... 


| cials of both national political par- 


IN HAVERHILL, MASS Builders Hit Tight Money Policy 


IT’S THE GAZETTE 


rge McLaughlin, 

Manager 

of the CAZET E 

ves you these facts: 
—Retail Sales— 

ei 926,000 a new 
2—Food Sales— 

gia anew 


3—World Shoe 
ing center 


A trading zone lation of 
110. reached by the 
HAVERHIL!. GAZETTE. 
NEED WE SAY MORE’ 


Natanally Depresewand © 
WARD-GRIFFITH CO. 
The Waord-Gritfith Co-malMoins offices 


inv all principal advertising centers 


G. Mclaughlin | 
4—Western Electric Co. Mfg. Center. | 


By Stanley E. Cohen , they were fighting price controls 
Washington Editor |in the Truman administration, 
| Wasnincton, Sept. 6—Leaders builders pin their difficulties on 
of the housing industry are to the administration’s management 
caucus here within a few days— of the money market. Because of 
discussing a severe shortage of the tight money supply, lenders 
funds for VA and FHA mortgages. are able to get more than 3% on 
In a special letter to its mem- short term loans to finance com- 
bers, National Assn. of Home panies and nearly 4% from utility 
Builders says the situation is so| bonds. FHA and VA mortgages, at 
serious the whole boom in mass- 4% %, go begging. 
market housing may stop unless a) The home builders say lack of 
way is found to assure mortgages | coordinated planning by federal 
jon terms which ordinary wage | agencies prevents them from get- 
/earners can afford. |ting their share of the available 
' With housing starts already off, credit supply. They charge, “The 


|18% this year, the association says administration has shown lack of | 


| the problem involves many indus-| understanding and appreciation of 
tries other than its own. Any cut-|the practical workings of the 


back in building, it warns, inevit- home mortgage market and the 


ably means cutbacks in home importance of housing to the econ- 
| furnishings, appliances and others omy.” 

| which depend on building. } 
| In phrases unmatched since| 


ONE EYE ON THE PALETTE... 


? 


Here’s How to Focus on Both 


Actually, there’s nothing new about this idea, but too 
often it is overlooked. 

It simply means getting out of the rut of thinking of 
one-color printing as black ink on white paper. 

Pleasing, colorful effects can be secured by printing 
with COLORED INK on COLORED PAPER. Picture, 
for example, turquoise stock like the background of this 
ad, printed with dark blue, green or red ink. 

Colored inks cost only a little more than black ink. 
Colored paper costs only a little more than white papers 
of the same grade. 


SWATCHES OF COLORED PAPERS FREE ON 
REQUEST. Actually, these are miniature sample 
books of six of our most popular grades. Write for 
them now. 


~<t- 

'’ 

¢ , 
Ge 


bor give a different perspective on 
the problems of the “money man- | ties, and heads of the three tv net- 
agers” in the face of a huge de-| works will be among the lead-off 


mand for loans. 
Despite the 18% dip in residen- 


* . . | 
Non-Residential Building Booms: 


| tial starts, value of all new con- 


struction put into place in August | 


reached a new monthly high of 
|nearly $4.3 billion, bringing the 
total outlay for eight months of 
/1956 to $28.4 billion. This is an 
jannual rate of $44.3 billion, com- 
| pared with $43 billion put in place 
|in 1955. 

| Analysts report the upsurge in 
| construction resulted from booms 
| in several categories—among them 
office and warehouse buildings, 
| private industrial plants, public 
utilities, schools, highways, sewer 
and water works and public serv- 
ice enterprises (mostly St. Law- 
| rence Seaway facilities). 

* ae ° 

| Savings and Loan Dividend Lid? 
| Assistant Postmaster General Al- 
|bert J. Robertson, who has been 
| appointed chairman of the Federal 
|Home Loan Bank Board, may be 
‘moving from the frying pan into 
the fire. 

At the Post Office Department, 
he was in the thick of battle over 
the fairness of existing postal rates. 
At Home Loan Bank Board he 
eventually may have to rule on a 
distasteful proposal which would 
put a ceiling on the dividend rate 
which federally insured savings 
‘and loans could offer. 

Partly because of aggressive ad- 
_vertising of attractive dividends 
| for savers, the savings and loan as- 
sociations subject to Home Loan 
Bank Board supervision have been 
‘luring an increasing percentage of 
individual savings accounts. Some 
fiscal experts think the board 
ought to put a ceiling on dividend 
| payments to dampen the competi- 
‘tion for funds and ease the pres- 


| 
| 


| sure for savings associations to in- 


vest in high return mortgages. 
As recently as 1950, when sav- 


‘ings and loan organizations first 
| began aggressive competition for 


new accounts, roughly 25% of in- 
dividual savings went to this type 
of institution. New figures just 
published show savings and loan 
organizations got more than 38% 
of the $7.1 billion saved by indi- 
viduals in the first half of 1956, 
mostly at the expense of mutual 


‘savings and commercial banks, 


| witnesses, when a Senate subcom- 
| mittee on privileges and elections 
|opens a new set of hearings next 
| week on the financing of election 
expenditures. 

The subcommittee, under Sen. 
Albert Gore (D., Tenn.), promises 
to be “fair and impartial” and 
says its chief purpose is to keep a 
sharp eye on campaign contribu- 
tions and expenditures. It also 
says it hopes to come up with 
legislative recommendations, look- 
ing toward improved laws on re- 
porting of campaign contributions, 
expenditures and practices. 


U.S. Steel Sets New 
‘Operation Snow!flake’ 

U.S. Steel Corp. has set Nov. 5 
as start of its seven-week annual 
Christmas promotion of major ap- 
pliances, “Operation Snowflake.” 
U.S. Steel again this year is dis- 
tributing a 12-page newspaper 
supplement, a complete editorial 
and promotional package, to news- 
papers across the country to aid 
them in building “Snowflake” sup- 
plements. 

Batten, Barton, Durstine & Os- 
born is handling “Snowflake.” 


Don Mills Opens Office 

Don Mills, formerly publicity 
director of KPIX-TV, San Fran- 
cisco, has resigned to establish 
his own office at 607 Market St. 
He will be succeeded at KPIX-TV 
by Al Baccari. Mr. Mills also has 
been with General Electric Co. 
and the Wall Street Journal. 


In CANADA 
31% of the sales made 
in retail stores are 
made to Families reading 


THE STAR WEEKLY 


ask for information 
Nationally Repreesstes oy 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains office 


in all principal advertising centers 


KCEN-tv Covers the ‘ 
WACO-TEMPLE 


CENTRAL 


4 
t 


833 #1. tower eMax. power,100 kw. 
Channel 6, VHF e Full Time 


’ Representatives: 
NATIONAL: George P. Hollingbery 

_. TEXAS: Clyde Melville Co. .” 
KCEN-TV 17S 3rd Temple Texas - ; 


OWNED AND OPERATED 


EXAS AREA MARKET 


Retail 
Sales 

over 
$775,000,000 
in 1955 
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BY BELL PUBLISHING CO 
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| direct, under the supervision of the ‘American Builder’ Names 2. ‘Drug Topics Red Book’ Out 


In @ locker room or in a turkish bath, 
some precious specimens are to be seen. 


Big, little, short, fat, tall ve: “ 


LA... 


~—vothe and says nice things a 
your judgment each time you wear it. 


and \, 


‘advertising director, Lee P. Hen- 


rich. 


Ad News Assn. Elects Officers | 
The Advertising News Assn., 
New York, organization of adver- | 
tising and marketing writers, has | 
reelected Robert B. McIntyre, ad- 
vertising news editor, Editor & 
Publisher, president. Other officers 
are Lawrence Bernard, associate 
editor, ADVERTISING AGE, vp; Ken 
Schwartz, associate editor, Tide, 
treasurer; Derna Shaughnessy, ed- 
itorial production manager, Adver- 
tising Agency, recording secretary, 
ros Seken ia caoeiventina STUART L. PATTON has been named |Co., Chicago, maker of a semi-au- 


Clark & Bobertz, Detroit, has |/°7™¢Tly promotion director of the| gicannearing register guides and 
been elected to membership in the | Brooklyn Eagle, joined Perry in) taster set-up time and will market 
American Assn. of Advertising| February, 1955, after the Eagle|the press under the name, Crown 


Agencies. 


American Builder, New York, 


More than 150,000 listings of 


» || has appointed William A. Roos and | drug store items are contained in 
oe | John W. Wyatt sales representa- | the 1957 edition of the “Drug Top- 
me |tives. Mr. Roos, formerly eastern ics Red Book,” which has been 

*|representative for Popular Me- distributed to “more than 61,000 
= | chanics, will cover New England, | retail druggists in the country. Of 
m=) |upstate New York and Long Is-|the items listed, 14,388 are new 
= | land. Mr. Wyatt, previously on the this year. 


™ |sales staff of Jewelers’ Circular- 
= | Keystone, will cover northern New 
Jersey, Brooklyn and Manhattan. 


Crown Mig. Buys Quick Press 


ufacturer of Crown Jet Dryer 
presses, has acquired Quick Press 


suspended operations. Jewel. 


NORTH CAROLINA 


_|New Bern is the buying center >7f 
Crown Mfg. Co., St. Louis, man Craven County’s— 


$65,740,000 
effective buying income. 


The Sun-Journal, New Bern's onl 
publisher of All Florida, newspa- tomatic silk screen printing press. /newspaper will cooperate in build. 


REQUEST MORE FACTS—ADVERTISE IN KEW BERN 


secretary. - 
per supplement published by Per- rae pens Piao 30 — PresS, ing sales for you. 

. ry Newspapers, Ocala. Mr. Patton,|#@@N&8 Such relinements as mi- 

Clark & Bobertz Joins 4A‘s crometer registration adjustments, 


Nationally Represented by 


WARD-GRIFFITH CO> 
The Ward- Griffith Co: mointains S oftice 


in all prineipal advertising centers 


Roger Det 


company 


Makers ond Hochants 
ft Tine Chethes for‘ Gentlemen sunee 1874 
in Mew Yor 
400 HTH AVENUE AT 49TH ST 


470 TH AVENUE AT 41ST ST 
258 BROADWAY AT WARREN ST 


1m Boston 
TREMONT AND BROMPFIELD STS 


Ee fa 


EDITORIALIZED—This one-third page, 
second in the magazine series, will 
run in Time, Sept. 26. 


Rogers Peet Uses 
‘Time,’ Dailies in 
Men’s Wear Drive 


New York, Sept. 4—The new 
Rogers Peet Co. campaign in Time, 
announced last week (AA, Sept. 
3), is being backed by a newspa- 
per program starting today, which 
will mean increased linage for the 
retail clothier. 

Beginning this week, large-space 
insertions are slated to run in the 
New York Herald Tribune and 
New York Times. Smaller institu- 
tional-style ads will run in the 
Christian Science Monitor and 
Wall Street Journal. 

The Time campaign, reportedly 
the first run in the magazine by a 
retail clothier since the war, con- 
sists of four one-third pages run- 
ning through the Nov. 12 issue. 
Editorial-style ads, they feature 
drawings by Osborn. 

Already one of the city’s largest 
quality clothing advertisers, the 
company has set its new magazine 
and newspaper budget at close 
to $215,000 for the fall and nearly 
$300,000 for the first six months of 
57. The company also has made 
some changes in its logo in connec- 
tion with the new campaign. 


® All employes of Rogers Peet 
were notified of the Time promo- 
tion through envelope stuffers 
placed in their pay envelopes. The 
stuffers contained a note from the 
president, Philips R. Turnbull, 
giving the insertion schedule. 
Rogers Peet advertising is placed 


LYNCHBURG 


VIRGINIA 
An Industrial Copies, AV Key 


THE LYNCHBURG NE NEWS & ADVANCE 
1. Effective buying income 
$73,373,000. 
2. ity of market m8 110. 
i tion 53,880. 
8. City zone one popula ion 58,8 


4. Lynchburg conuet be yer from 


the outside. 
ADVERTISE IM LYNCHBURG 
GET OUR MARKET FOLDER 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


Survey 


It has been said that no publication ever released the results of a survey it did not 
win. This may be true or not. What really matters is that, time and again, surveys 
do reveal two things: they prove the vital necessity for using business papers to 
reach the key figures of an industry—they prove that worth-while business papers 


are read regularly and attentively from cover to cover. 


Chilton 


COMPANY : 


SO 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist + The Iron Age « Hardware Age + Spectator « Hardware World 
Jewelers’ Circular-Keystone + Automotive Industries « Gas + Distribution Age + Optical Journal and Review of Optometry 
Motor Age + Boot and Shoe Recorder « Commercial Car Journal » Butane-Propane News « Electronic Industries » Book Division 
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PEORIA 


$708 Million Market 
JOURNAL STAR 
Covers All Peoria! 


Testing? 


Te 


Ask 
Burgoyne, 
Summers, 
or 
0. C. SUMMERS 
See Nat'l Adv. Mer. 


WARD-GRIFFITH CO. 


Ads, Agency Creates 


By James V. O’Gara | 
BrRooKLYN Navy Yarp, Sept. 4—' 
ter market it’s MacManus, John & 
Adams. Not ordinary, run-of-the- 
pullman porters, mind you; but 
poseur porters. 

It all started when MacManus 
launched an advertising campaign 
for Hartmann luggage with color 
|pages in magazines showing Hart- 
|/mann’s wares being lugged by 
| polychrome porters. 
| The first, an impressive job that 
|turned up in Life last October, 
|showed an Indian Sikh impassive 

under a pink-red turban and some 
|beige baggage. He was a Sikh, 
| too. Not easy to find, either. Mac- 
Manus stumbled on him in the 


Unable to Find Real Porters for Hartmann | 


If anybody has a piece of the por-| 


Brooklyn Navy Yard. 


‘Authentic’ Facsimiles 


you are, but a clerk in a women’s | 
store in Michigan. | 
|= Now, in November, and again! 
|in December, The New Yorker 
| will show a florid French porteur | 
“hefting a Hartmann with ease and | 
| grace. But he isn’t French, and he | 
isn’t a porteur either—nor even a) 
plain porter. 

Actually, he’s a Ukrainian 
named Harry Littoff. He was as- 
sistant photographer on the job 
till he stepped under the spots to 
test the lighting; everybody sighed 
and shouted, “He’s the one! he’s 
the one!” (Don’t forget, you read 
it here.) 

When they saw Harry standing 
there in the soft glare of the lights, 
the agency immediately stopped, 


The Ward-Griffith Co: maintains offices 


j 
in all principal advertising centers 


prowling around theatrical and| 
photographic agencies and De-) 
troit’s International Institute. They 
called off the search in the Brook- 


| An insertion in The New Yorker 
last spring featured a dark-skinned 
beauty with the Hartmann on her 
head. She’s no more a porter than 


ee ee 
... Throughout the city of TULSA 
BUILDING JOBS ? 


industrial and residential building 
| 
IN PROGRESS 


is still going strong... 
AT$75 MILLION 


going 

Construction Figure 
Doesn't Include Road, 
Residential Projects 


a maintenant ...c’est le moment pour HARTMANN! 


NOEL EN PARIS! tm any language te any part of the world, 
Chrwtmas 8 an Occasion that demands only the best. This is the time 
jor Hartmane work! s hurt laggage 

The exqueste Harunaan Contour Caray an? har untemee. speaks 2 une 
versal language. tt o an caurety new oomrept in lograge deny 
clasucally feminme. roomier, lighter. hecurtaush appointed [made 
expreals tar those whe set the trends m txhuen vet runt mee cesar ely 
travel with practicality and conventence 


Joveux Noel! Merry Chrntmas? However you say &. poe sey 1 baer 
with Merwnann leggage \C Amcticn’s Geese stones. 

* Desege patent pending 
HARTMANN LUGGAGE COMPANY + RACINE WHOONUN 


fi handcrafted luggage since 1877 


| AUTHENTIC IMITATION—This ‘French’ porter will be used in Hartmann 
] | ads in the Nov. 3 and Dec. 1 issues of The New Yorker. MacManus, 
John & Adams is the agency. 


Let ENCOMPARABLD HARTMANN CARAVAN CORD 

sr I Wectem! 
ey9 PE" Miewkeeet 8  Coneneti Came B95 Chater 
Harmann pieces price! frews $D M4 to $TMe Pres glue touee 


NPE ON CTEREN COLD OF 


‘lyn Navy Yard, too. Harry we, 
their Frenchman. 

Tovarich Littoff’s livery is well ROCKY & QUNT 
washed. “We wanted to make sure \ 
every detail was perfect,” said | Bysiness ls Better Than Ever. . . in 
'Fred Hatch, account executive on) NORTH CAROLINA 


lion worth of major non-resi- 
dential construction and heavy 
engineering projects is under 
way here or definitely pro- 
grammed for work within the 
next few weeks. 


Size of the figure surprised 
Some of the closest foll 
construction activity gy 


A whopping total of $75 mil- | 


4 


| 


Hartmann. “So we sent to France | 
| for an actual blue French porteur’s | 
| uniform. 
| “Then, to make it look properly | 
| worn, we had it washed hundreds 
of times.” 
| The man in the blue denim suit 

is carrying a Hartmann Caravan 

Coronet in citrin gold. It costs $75. 


Per Family Retail Sales........ $6192. 
Per Family Food Sales........ 1081. 
Per Family Drug Sales........ 156. 


One of the nine largest cities in the State. 
Se!l in this rich market through advertising 
in one medium offering complete coverage. 
FREE! New Grocery Route List 
available te manufacturers and distributors. 


THE TELEGRAM 
Evening and Sunday 
Nationally Represented by 


in Tulsa, 


|Other Hartmann pieces are priced 
from $29.50 to $750. That’s Amer- 
ican money, of course. The stuff} 
| with the well-washed green color. | 


especially since the amount does 
not include projects which have 
: been announced but which do 
not have definite starting dates. 
| Also eliminated is highway con- 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


— 
these jobs were in 

the total would be well —— 
$100 million, but the survey was 
aimed at determining the amount 
of work in progress or which def- 
initely will be under way in the 


Tuleo te tending the way tn GSichome See emm 
tinuing growth. With $75 millions for industrial 
building, plus another $25 million for residential 
construction, there is a lot of money ready to be 
spent in the Tulsa morket crea. You will miss this 
buying power IF you don’t include The Oil Capitol 
Newspepers on your 1956-1957 schedules. NO 
OTHER NEWSPAPERS COVER THIS BILLION | 
DOLLAR MARKET. 


wi 


cost approximately 


You get more impact for less money 
with SCOTCHLITE 


REFLECTIVE SHEETING 


Yes, you can put real punch into your advertising with highway 
signs of SCOTCHLITE Reflective Sheeting—proved by surveys to give 
one of the lowest cost-per-thousand of any medium baa can buy! 
Signs of SCOTCHLITE Reflective Sheeting give your product the appe- 
tite appeal—the brilliant fu//-color impact that reaches the customer's 
mind and stays there! For a free demonstration on how you can put 
more sock in your advertising _ m—write Minnesota Mining & 
Mfg. Co., Dept. AA- 100 St. Paul 6, Minn. 


“SCOTCHUTE” Reflective Sheeting is a registerad trademark of Minnesota Mining & Mfg. Co. 


THE BRANHAM 
IN THE U.S.A. 


REPRESENTED NATIONALLY BY @ 
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‘True’ Panel Picks 
Sports Items as Top 
Christmas Gifts 


NEw York, Sept. 4—Despite the | 
vacation season and hot weather, | 


700 out of 2,400 panel members| Corp., will be jointly owned, on 


have replied to True’s Christmas 
gift questionnaire. The December 
issue of True will again contain a 


| 


j 
j 
| 
| 


suggested gift section giving prom-| nym industry but these plans are 


inence to items selected by panel | 
members in 12 major categories. | 

Panel members were also asked 
which three items they would most 
like to receive for Christmas. Re- 
spondents ranked sports items 
first, photographic equipment sec- 
ond and do-it-yourself equipment 
third. These were followed by ap- 
parel and sports wear in fourth) 
place, and hi-fi equipment in 
fifth. 

Christmas gifts for women were 
rated in the following order by 
men respondents: (1) Apparel and 
accessories, (2) jewelry and re- 
lated items, (3) home furnishings, | 
(4) appliances and (5) cosmetics | 
and toiletries. 

The rating by women respon-| 
dents was as follows: (1) Apparel | 
and accessories, (2) home furnish- | 
ings, (3) jewelry and related 
items, (4) appliances and (5) 
cosmetics and toiletries. 


® In the 12 major men’s categories, 
the first five selections in each in 
order of preference were as fol- 
lows: 

Apparel and accessories: Shirts, 
raincoat, gift certificate, gloves, 
belt. 

Sport and leisure wear: Sport 
jacket, slacks, loafers, sport shirt, 
sweater. 

Travel and toilet accessories: 
Luggage, electric shaver, travel 
clock, traveling kit, gift certificate. 

Jewelry and related items: Wal- 
let, wrist watch, cuff links, pen 
and pencil set, watch band (fancy). 

Hunting equipment: Revolver 
(pistol), rifle, shotgun, telescope 
sight, hunting jacket. 

Fishing equipment: Fishing reel, 
boots and waders, fishing rod, 
tackle box, gift certificate. 

Other sports items: Outboard 
motor, binoculars, golf clubs, bow 
and arrow set, field glasses. 

Do-it-yourself equipment: Port-_ 
able electric tools, stationary pow- 
er tools, power mower, hand tool 
set, paint sprayer. 

Alcoholic beverages: Bourbon, 
Scotch, Canadian, blended whisky, 
vodka. 

Smoking accessories: Carton of 
cigarets, table lighter, box of cig- 
ars, pocket lighter, pipe. 

Photographic equipment: Movic 
camera, special lenses, movie pro- | 
jector, still projector, candid cam- | 
era. 
Miscellaneous: Hi-fi equipment, 
portable radio, portable tv set, 
barbecue grill, records. 

The complete survey will be 
published in True’s Christmas is-| 
sue, which will be on sale at news- 
stands in mid-November. 


Mohr Associates Adds Scott 

Otto Scott, formerly with Inter- 
state Industrial Reporting Service, | 
has been appointed director of. 
public relations of Mohr Associ- 
ates, New York. 


SALISBURY 
NORTH CAROLINA 

MARKET 

MEDIUM 

Cost 

Sell the heart of the rich and prosper- 

ous Carolina market through its only 

newspaper—THE SALISBURY POST. 

Nationally Represented by 

WARD-GRIFFITH CO. 


The Word-Gritfitn.Co maintains offices 


1c princine dvert 


| 
| 
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Olin Mathieson, Revere Form |On ; | sion. | educational institutions. 
Aluminum Producing ee e-Third of U. s. | In addition to 140 newspaper- | A list of 86 “multiple owners” 
WASHINGTON, Sept. 4—Roughly | TV Stations Owned by owned stations, FCC listed nine accounted for 213 or roughly half 
has joined with Revere Copper & | /owned by publishers of magazines of al! tv stations, Aside from the 
Brass Inc. to form a $231,000,000 Dailies, FCC Reports _and weekly newspapers. networks, which own a total of 
company to produce 180,000 tons | | The commission reported 15 16 stations, the biggest multiple 
of primary aluminum a year. The | WASHINGTON, Sept. 4—Roughly | owned by electronics manufactur- owners are stores, with seven; the 
company, Olin Revere Metals|* third of the U.S. tv stations are ers (in addition to RCA and Co- Church of Jesus Christ of Latter 
| newspaper-owned, according to a/lumbia), 47 by theatrical interests Day Saints, with four; RKO Tele- 
: | tabulation drawn up for the House | (including the five ABC-owned radio, four; Crosley, four; Mere- 
a 50-50 basis. : . ° ‘ adlO, 5 y; ; 
Olin announced last January it small business committee by the stations) and 23, both commercial dith Publishing Co., four, and 
was planning to enter the alumi- Federal Communications Commis-| and non-commercial, owned by Westinghouse, four. 
superseded by this step. Capacity THIS IS TOM EVANS — (Another W-G Salesman) 
production at a site near Claring- Thomas M. “Tom” Evans is another of our salesmen who is company trained. Tom 
a te ie ees ee savanced othe situs of Junior Salesman. ‘Ton made fopid progress" He’ soon 
; s é api aT SS. H« 
until late 1958. Long-term con- took over a regular assignment. Tom is a popular, serious sninded. diligent salesman 
tracts have been signed for Olin whe, like any of our salesmen, is competent and ambitious to be Pp get, better 
and Revere to buy the entire pro- oan “tel tet dbeention —y hunmpateiet. advertising gets imm jiate action—a 
duction of the plant. Please note individual advertisements of our newspapers throughout this issve. 
Paadnben 59 Reet Past WARD-GRIFFITH CO 
The “1957 TV Trade-In Blue a 
Book” will be published the first DAILY NEWSPAPER REPRESENTATIVES 
week in September by National Ry ~ emai pean Im NeCAGO 
Appliance Trade-In-Guide Co., General Motors, Bullding Seer gissicaua he sect Tr nity 3-6365 DETROIT 
2132 Fordem Ave., Madison, Wis. Pulton National Bank Building .............2.: oi ATLANTA 


Single copies are $5 from the pub- 
lisher. 


318 Addison Building 
Russ Building 

Philade'phia National Bank Building 
U. S. National Bank Building ....... 


SRP aS edd mcesevsscdncnecoss SAN FRANCESCO 
PHILADELPHIA 
PORTLAND 


seeeeeese Capitol 8-3033 


“Come, come, Thorndyke... nothing’s too good for you since you got up in that 
media meeting and reminded us that things have changed in Cincinnati.”’* 


PP . meetae ste ee J oe pees a 


“THE RUNAWAY NO. 1 DAILY NEWSPA 
CINCINNATI ENQUIRER. No. 


time recora high)...No. 
No. 


PER IN CINCINNATI IS NOW THE 
1 in City Zone Circulation {all- 
1 in Retail 
1 in just about you-name-it 

Total Display, Automotive). 


Display linage (ditto). 
(including Total Advertising, 


Solid Cincinnati reads the CINCINNATI ENQUIRER © Represented by Moloney, Regan &. Schmitt, Inc. 
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CBS Promotes Goldsmith | 
Donald Goldsmith has been) 
named manager of the Chicago of- | 


smith was a Chicago account ex- 
ecutive with CBS Film. 


fice of CBS Television Film Sales, Seranne & Gaden Moves 


replacing William Perkinson, re- 


Seranne & Gaden, New York, 


cently named manager of the | food publicist, consultant and pho- 
syndicator’s Los Angeles office. | tographer, has moved to larger of- 
Before his appointment Mr. Gold-/fices at 36 Central Park South. 


‘Business Week 


| Advertising Agency. 


Faulkner Gets New Post 

Benton H. Faulkner, who joined | 
in February as 
merchandising manager, has been | 
appointed assistant promotion 
manager. He was previously a 
copywriter for Pacific National | 


E] 


Newswee 


ei Workman’s Statistical Library Card File provides you 
MEDIA REPORTS 
for only the cost of machine tabulating | 


@ 72 National Magazines 
e All A.B.C. Newspapers and 


supplements 


e Sales Management "Survey of 


Buying Power” 


| 
| 


(By special arrangement with Sales Management) 


Over 250,000 IBM cards available in one library to 


assist you in preparation of any type of media report 


For only the cost of machine tabulating. we can prepare | 
statistical reports of individual or combined circulations 

by territories. branches. or divisions. Circulation data 
and coverage figures are printed as finished reports on 
our latest IBM tabulators Call for complete details. 


HAPPY SURPRISE—That’s Robert E. Lusk, president of Benton & 


Bowles, New York, being pinned 
Philip Morris, while Ray Jones, 


by Donald Jacobs, salesman for 
vp in charge of sales for Philip 


Morris, looks on. The lapel pin is a flip-top job, “What’s New— 
New Parliament!” B&B is the agency for Parliament. 


Scott Paper Sets 
Tint Towel Campaign 


Cuester, Pa., Sept. 5—Scott Pa- 
per Co. has started a national ad- 
vertising drive for its new pink 
and yellow towels, using color 
pages in Sunday supplements. 

The colored paper towels were 
put in national distribution a few 
weeks ago after market testing in 
Cincinnati and Detroit. Scott chose 
pink and yellow to go with the 
already established white towels 
because of research indicating a 
strong buyer preference for those 
hues. 

In addition to the independent. 
and Metro Group _ supplement 


|schedule, the manufacturer will | 


/use r.o.p. ads in newspapers in 12 


WORKMAN SERVICE, INC. 
320 N. Dearborn St., Chicago 10 WhHitehall 4-6255 


Minneapolis, FEderal 2-8512 ¢ Los Angeles, TRinity 9883 
New York, ORegon 4-5966 


cities. 

Television and radio will join 
the media lineup in mid-Septem- 
ber. Animated and live action com- 
mercials will be used to promote 
the colored towels. They will get 
part of Scott’s time on “Father | 
Knows Best” (NBC-TV) and on) 
Arthur Godfrey’s morning simul- 


cast (CBS). J. Walter Thompson 


Co. is the agency. 


AB-PT, Western Union Buy 
Interest in Wind Tunnel 

American Broadcasting-Para- 
mount Theaters Inc. and Western 
Union Telegraph Co., New York, 
have purchased 25% interest each 
in Wind Tunnel Instrument Co., 
Newton, Mass., an aeronautical 
engineering and instrument manu- 
facturing company. 

As a result of AB-PT’s and WU’s 
investments, Wind Tunnel will 
launch a program of expansion 
particularly in the fields of guided 
missiles and jet and rocket en- 
gines. 


Spangler Named A.M. 

A. C. Spangler, assistant vp of 
the National Office Management 
Assn., Philadelphia, has been 
named advertising manager of Of- 
fice Executive, the association's of- 
ficial publication. 


‘Automotive Service’ to ABP 

Automotive Service Digest, Chi- 
cago, monthly publication of Na- 
tional Market Reports Inc., has 
been elected a member of Asso- 
ciated Business Publications, New 
York. 


SELLS! 


PUBLISHED BY CAPPER 


les Offices: New York, Cleveland, Chicago, Topeka, Los Angeles and San Fra 
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Mogul's Thespian 
VP Takes Time Out 
for Broadway Role 


New York, Sept. 4—From the 
Ronzoni macaroni account to a 
lead in a Broadway play—that’s 
the story of Rino Negri, vp of Emil 
Mogul Co. 

Mr. Negri has been at Mogul for 
the past 11 years, as an account 
supervisor and as head of the 
agency’s foreign language depart- 
ment. 


® Now he is taking a leave of ab- 
sence to play the male lead in 
“The Best House in Naples,” an 


| 
| 


Rino Negri 
Italian play opening on Broadway | 
Nov. 8. The play has been adapted | 
by F. Hugh Herbert. 

Prior to becoming an adman, Mr. 
Negri headed his own theatrical 
group, producing plays in Italian. 
He also has played roles with a 
number of theatrical companies 
(AA, Aug. 16, ’54). 

While at Mogul, he produced, 
directed and acted in a half-hour 
radio program, “Ronzoni Theater | 
of the Air,” broadcast weekly | 
over stations in New York, 
Pennsylvania, Massachusetts, Con-— 
necticut and Rhode Island. 

Ronzoni macaroni advertising 


‘has been notable for its use of 


Italian fi, Minny aga sono buoni | 
means ...Ronzoni is so good.” 


Father and Daughter Teams 
Will Promote Heirloom Sterling 
’ Oneida Ltd., Oneida, N.Y., will | 
break a new campaign for its 
Heirloom sterling in September, | 
featuring “famous fathers with | 
their lovely daughters.” First of 
the twosomes will be Ezio Pinza, 
basso, and his daughter, Clelia. 
Headline of the ad reads: “It’s a 
father’s privilege to give his. 
daughter her sterling silver.” } 
Scheduled to break in Septem- 
ber editions, the ads will run in) 
American Home, Better Homes & 
Gardens, Glamour, House Beauti- | 
ful, Ladies’ Home Journal, Living | 
for Young Homemakers, Modern 
Bride and The New York Times 
Magazine. Oneida reports later ads 
will feature authors, statesmen, 
government officials, scientists and 


ters. J. Walter Thompson Co. is 
handling the campaign. 


TORONTO, Canna 


Total Population and 52%: 


TORONTO DAILY STAR 


—400,000 circulation (largest in 
Canada) 

—80% coverage of Toronto 

—50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Namonally Represented 57 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


sing centers 


rnc po! advert 


Plan ‘Road Show Daily’ 
for Chicago Conventions 

A daily newspaper, Road Show 
Daily, will be published from Jan. 
26 to Feb. 1 by Contractors & En- 
gineers, in connection with the 
Chicago conventions of both the 
Associated Equipment Dealers and 
the American Road Builders Assn. 
7,500 copies of each issue will be 
distributed at hotels and at the 
International Amphitheater, ac- 
cording to publisher D. V. Butten- 
heim. 

Advertising will be available 
on a cycle basis, with copy to run 
Jan. 26, 29 and 31, or Jan. 28, 30 
and Feb. 1; or an advertiser may 
buy both cycles for full daily cov- 
erage. 


Revised ‘Fact Finder’ Issued 


The Electric Companies Public 


|Information Program, New York, 


has issued a new and completely 


lrevised edition of the industry 
| “Fact Finder.” The 168-page hand- | 


| book covers the industry’s history, 
current developments and future 


BANNERS BOW—Cordtz Co., San Diego, will introduce banner posting 

in that market, effective Jan. 1. The posting, above the conven- 

tional board, consists of a series of illuminated plastic-faced boxes 
installed on key illuminated poster locations. 


| plans, government and cooperative | Copies are available at $5 a copy 
projects, national power policy, | from the ECPIP, 2 W. 45th St. 
and a region-by-region review.| New York. 


121 


Florida's Year "Round Resort 
Covered By 
DAYTONA BEACH NEWS-JOURNAL 
1. Daytona Beach is an unusual 
test market; its thousands of 
visitors come from all over the 


‘i seasons 

now rival its Winters in tourist 
pularity. 

2. Over $132,000 effective buy- 


ing in 
3. Retail S sb 1955, Metropolitan 
4 Agua 

ta total market index of 123. 
advertising 17,169,628 


renented 
Clarence seed aa 
lorida, in Florida 
Nationaliy Represented by 


WARD-GRIFFITH co. 
The Ward- Grithith-Coneechpvgine dttices 


n all principal’odvertis 


ing cenhecs 


FISHING 


FOR SALES IN THE TWIN CITIES? 


You've got to drop your bait on both 


banks of the Mississippi! 


— 


ae 


When the 446,300 people in the St. Paul 
“half” of the nation’s 13th market dig down 
for more than $563 million a year in retail 
sales, you’ve got a market that’s a whopper! 

But if you’re angling for a big catch of 


those St. Paul 
bait on the St. 


slices right through the Twin Cities market. 
St. Paul’s shoppers spend their dollars right 


How does YOUR product rate? 


For a comprehensive study of the brand 
buying habits of the 
pos who make the St. Paul Dispatch. 

ioneer Press their buying guide, get 
your copy of the new 1956 St. Paul 
Consume: 


r Analysis Survey. For your 


preferences an 


copy, contact your Ridder-Johns repre- 
sentative or write, usin; 
to Consumer 


EZ 


FA FATHER OF WATERS . 


DIVIDER OF MARKETS! 
ee ee 


, DISPATCH 


Wy 


— 


AAAS 


sales, be sure to drop your 
Paul banks of the river that 


« Ree Fig a BAS oe 


on their own side of the Mississippi, and this 
market is saturated by ONLY ONE NEWS- 
PAPER . . . the St. Paul Dispatch-Pioneer 
Press. None other—NOT ONE—can offer 
more than just a sprinkling of coverage! 

So to lure the limit of sales in every nook 
and’ cranny of the free-spending St. Paul 
market, depend on the Dispatch-Pioneer Press, 
to cast your bait in the right direction . . . 


right to the people who do their buying here! 


hg om 
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Reiooerm NEWSPAPER 
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© NEW YORK - CHICAGO - DETROIT 
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ST. PAUL - MINNEAPOLIS 
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Sutherlen Succeeds Jones 
as Oldsmobile Sales Head 

V. H. Sutherlen has been named 
general sales manager of the Olds- 
mobile division of General Motors 
Corp., Detroit, succeeding G. R. 
(Rocket) Jones, who is retiring 
after 30 years with General Mo- 
tors. Mr. Sutherlen, who joined 


PUT COLOR 


One color and black, two colors 
and black and full R O P color 


Accepted by the 


ELIZABETH DAILY JOURNAL 


ELIZABETH, NEW JERSEY. 
Write fer éetais of contact 


WA RD-GRIF FITH CO. 
The Ward?Griffith Co. maintains offices 


on ‘ < . * 
inal! principal advertising centers 


Oldsmobile in 1936, most recently 
has been assistant sales manager 
in charge of the western states. 
Mr. Jones, known for his fiery 
talks at Oldsmobile dealer meet- 
ings, joined the company as a 
district representative for Oakland 
Motor Car Co. in San Francisco. 


Old Town Gets Paper License 

Old Town Corp., New York, 
| distributor of office equipment, 
| has obtained the American license 
| for the manufacture and distribu- 
| tion of a new process treated paper 
| originated by Molineus & Co., Dus- 
| seldorf, Germany. The new paper 
‘is said to render clear, multi- 
| colored copies without use of in- 
| serted carbon sheets. 
| 


‘Farm & Ranch’ Names Rep 

Farm & Ranch, Nashville, has 
appointed McDonald-Thompson its 
| advertising representative in the 
11 western states. McDonald- 
Thompson has offices in Los An- 
geles, San Francisco, Seattle and 
Denver. 


SELLING DRUG PRODUCTS? 


Your market is 


46 MILL 


in Flint and 


Michigan’s 2nd 


Selling toothpaste ... or soap... 


ION DOLLARS 
the Saginaw Valley 


Top stars sell top brands over 
WNEM.-TV. Sponsors know the 
power of the Golden Valley's 
most significant station. 


richest market 


or perfume? Whatever 


your product, here’s a big-spending market . . . 


e Annual Retail Sales 


e Effective Buying Income 
@ Average income per City Family 


$1,365,757,000 
$1,683,023,000 
$6,413.75 


it’s a market second only to Detroit in Michigan. And the way 
to reach it best is with WNEM-TV—the only station completely 
covering all 274,067 sets. ARB and PULSE surveys say so. 


Contact Headiey-Reed or Michigan Spot Sales 


WNEM- 


TV 


A Couily STATION 


serving Flint, Saginaw, Bay City, Midland 


Radio Stations 


WPON — Pontiac, Michigan 
WABJ — Adrian, Michigan 


leydet 


TASTE-TESTERS—The wary-looking group here is en- 
gaged in a “blind” test of California wines com- 
pared to their foreign counterparts. According to 
the sponsor, the California Premium Wines Policy 
Committee, results showed California sherry, sau- 
terne and burgundy better than imports, the cham- 
pagnes tied. The tasters are William Broom, Ridder 


Rosenbaum 


Roper, survey 


Publications; Lloyd Lapham, United Press; Elmo 


analyst; Martin Hayden, North 


American Newspaper Alliance; Joseph Dear, Dear 
Publications; Frank Leydet, San Francisco Chron- 
icle; Jack Rosenbaum, San Francisco News; Aline 
Mosby, United Press; Paul Speegle, San Francisco 
Call-Bulletin, and Rennie Taylor, Associated Press. 


‘Muzak Suit Charges 
Tel-A Tune With 


Unfair Competition 


TRENTON, N.J., Sept. 4—Muzak 
Corp. has filed suit in U.S. district 
court against Tel-A Tune Music 
Systems, charging unfair competi- 
tion. 

The actiéh accuses the rival 
background music service of sell- 
ing special radio receivers de- 
signed to pick up the Muzak pro- 
gram service broadcast by WBFM, 


New York. Quality Market, food 


retailer in Westfield, N.J., also is’ 


named in the suit for having per- 
formed tunes owned and copy- 
righted by Muzak without pay- 
ment of royalties. 

Muzak, which feeds its back- 
ground music service to various 
public places by leased lines and 
fm broadcasts, alleges that Tel-A 
Tune’s receivers eliminated ads 
and other material from the 
WBFM broadcasts and provided 
the New Jersey market with back- 
ground music. Muzak said that 
this, in effect, gives Tel-A Tune 


customers the Muzak service. 

Muzak asks that the unfair com- 
petition be stopped, that any prof- 
its from same be turned over to 
Muzak and that the court assign 
damages for unauthorized use of 
its service. 


Jones Leaves ‘Coronet’ 


Paul P. Jones, advertising man- 
ager of Coronet, New York, for 
the last five years, has resigned. 
Mr. Jones, who has been with the 
magazine 10 years, plans to move 
to California. His successor at 
Coronet will be named later. 


IN MISSISSIPPI 


a 
Finat IN CIRCULATION — AND WITH 


THE LOWEST MILLINE RATE. 


A 
Fixat IN COVERING OVER 2'2 TIMES 


MORE OF THE MISSISSIPP! MARKET 
THAN ANY OTHER PUBLICATION. 


id 
Fixnat IN PROVEN SALES POWER WITH 


FAMILIES THAT HAVE MOST 


BUYING POWER. 


“ABC REPORT Sept. 30, 1955 
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Pasco Publisher Files Suit Against Rival 
Publisher; Says Latter Issued Double Bills 


SeatTLe, Sept. 4—Scott Pub-|the parent organization of C. C. 
lishing Co., Pasco, publisher of the} Anderson. 
daily Tri-City Herald, has charged| After adding these three defend-| 
the rival Columbia Basin News| ants, Scott charged that Anderson | 
with issuing double bills for some | advertised in 1949 and early 1950 
merchants on cooperative adver-| exclusively in the Richland Vil- 
tising. | lager, a weekly, at 60¢ a column 

The charge came in an amended inch. When the Villager, of which 
complaint filed in federal district, Swain was a director, ceased pub- 
court in Scott’s civil suit for $1,- | lication, Columbia Basin Publish- 
083,000 in treble damages that was| ing bought it and agreed to pro-) 
brought last October against Co-| vide Anderson complete coverage | 
lumbia Basin Publishers Inc.;|in Richland, a city of 20,000, 
Howard Parish and James M.| through the News, at the same 60¢ | 
Bryce as officers and directors of rate for Anderson. 
Columbia Basin Publishers; the) In January, 1952, Scott charges, | 
International Typographical Un-/ the complete coverage in Richland | 
ion, and various officers of ITU, was shifted to the Columbia Basin | 
including Woodruff Randolph,| Shopper, published by Columbia | 
president. Scott charges a con-| Basin Publishing, for a wider area, | 
spiracy to create a monopoly by| and agreement was made that) 


| free advertising space in the Shop- 
| per and his unreasonably low rate 


chants in Richland, although con- 
cealing from them the fact of his 


in the News.” 
8 In publishing the News and the 


Shopper, Scott asserts, Columbia 
Basin Publishing “entered into a 


amount in the five years starting 
in 1950, that were listed in the 
original complaint. 


‘His’ Clothing to Be 
Promoted Nationally 

Honesdale Mfg. Co., maker of 
slacks, shorts and jackets for men 


practice with certain local mer-, 


chants in the Tri-City area of is- 
suing double bills” for cooperative 
advertising. “Two bills or invoices 
were given by the News to the 
merchant for the same advertise- 
ment. One bill is at the merchant’s 
local contract rate and the other 
bill is at a substantially higher rate 
which is the local open rate or the 
national rate, as the merchant may 


request .. . The double billing by | 


the News is contrary to accepted 
and customer practices ... and 
is contrary to law.” 

Scott also added in its amended 


and boys under the brand name of 
| His, will enter the ranks of nation- 
‘al advertisers next January. 
| Honesdale, a division of Henry I. 
|Siegel Co., plans a year-round 
consumer campaign. 

The campaign will be built 
| around the slogan, “Don’t envy His 
|—wear them.” Leber & Katz, New 
York, is the agency. 


Alcoa Promotes Nails 


launched a full-scale consumer ad- 
vertising and promotion program 
|for its line of non-rusting, non- 


driving the Tri-City Herald out of Anderson ads in the News would complaint the amount of “lost| staining aluminum nails and fast- 


business. 


| be run free in the Shopper for five profit” for the year 1955, caused|eners. Ads in Better Homes & 


In amending its complaint Scott years. Mr. Swain, the charge re-| by the “unlawful acts and conduct”! Gardens and business publications 
also provided more detailed charg- lates, “aggressively promoted the|of the defendants. This amount) will be used, plus commercials on 


es as to the sums ITU, through) use of the Shopper among mer- 


was given as $155,000, the largest 


|\“The Alcoa Hour.” 


Aluminum Co. of America has | 


Big Stores Get Bigger. 

Red & White Check Shows 

| Average sales gains of 13.3% 
| were reported by Red & White 
|Corp. food stores for the first six 
months of 1956 compared to the 
same period in 1955. In sorting the 
stores by yearly volume, Red & 
Whité found that in the over-$1,- 
| 000,000 group, the average increase 
|was 20%, while in the under- 
'$250,000 group, the average in- 
'crease was 7.6%. 

In the profit picture, nowever, 
the smaller-stores out-scored the 
large ones. Average net profit for 
the over-$1,000,000 group was 
2.6%; for the under-$250,000 
|group, the average net profit was 
(4.5%. 


The most convenient and the quickest way to 
produce smart printed promotions is to use 
the Clipper Scissors-Tip way. Free sample 
copy, yours to use, no obligation. Address... 


MULTI-AD SERVICES, INC. 
| Box W908 Peoria, illinois 


© SC/SSORS-TIP_ART® 


Unitypo Inc., has put into the Co-| 
lumbia Basin News, and said that) ee 
the total of loans received by the, 
News from Unitypo now exceeds 
$750,000, made over a period of! 
years starting in 1950. At the time, 
Scott filed its original complaint 
in November, the amount of the) 
loans was placed at more than) 
$500,000 (AA, Nov. 7, ’55). 
Some of the amendments grew 
out of testimony at depositions 
taken in the tri-cities of Richland, 
Kennewick and Pasco, and at Seat- 
tle, where Mr. Parish and some of 
the original stockholders live. 


eee 


s The defendants filed broad de- 
nials of the original charges and 
asked for a jury trial. The de- 
fendants have not yet had time to 
file their answers to the amended 
complaint. 

Scott charges now that “Parish, 
Bryce and Columbia Basin Pub-— 
lishers Inc. have agreed to and. 
have provided a very high union 
wage scale for union employes of | 
the News which the Herald could 
not match, lacking the capital 
available to the News through its 
financing by and agreement with 
the ITU and Unitypo Inc.” 

The ITU struck the Tri-City 
Herald in 1950, and that strike 
continues to the present. Pickets 
at the Herald provided a labor 
pool for the News, Scott charges. 

Details of how loans were ad- 
vanced by ITU were presented in| 
the amended complaint and in ear- 
lier pleadings. Scott earlier had 
summarized and quoted testimony 
by Mr. Parish at a deposition in 
which this arrangement for ob-| 
taining loans was reported: 

| 
@ Mr. Parish and Mr. Bryce as| 
officers signed a note in the) 
amount desired, usually $20,000, 
and mailed the note without an 
accompanying financial statement 
or covering letter to ITU head- 
quarters at Indianapolis. 

The check for the amount of the 
note was then mailed to Mr. Par- 
ish at Seattle, who deposited it 
in a special account there in the 
name of Columbia Basin Publish- 
ers Inc. From this account Mr. 
Parish then drew checks payable 
to the Columbia Basin Publishers 
at Pasco bank offices. The account 
was exclusively for this purpose, 
it was alleged. 

Nothing has been repaid on the 
loans and no interest has been 
paid except by execution of prom- 
issory notes, Scott alleged. All 
stock of Columbia Basin Publish- 
ing was put up as security early 
in the loans, Scott asserted. 


today.” 


= Scott’s amended complaint add- 
ed three defendants: C. C. Ander-. 
son Co., Richland, Wash.,* opera- 
tor of the largest department store 
in the Tri-Cities; M. G. Swain, its 
manager, and Allied Stores Corp., 


“Swift are the wings of modern aviation. Swifter 
still is the pace that propels its technology. Know- 
how in this industry of flight,” says Mr. Douglas, 
“is an ever-changing blueprint of tomorrow's needs 


“The Business Press is our technical reference 
for present production and future progress. It is im- 
perative reading for those who are bringing world 
leadership to America through jet propulsion, 
guided missiles and the like.” 

“We need Business Publications. We read the 
Business Press. We believe in Specialized Business 
Magazines. Their integrity, accuracy and instruc- 
tional ability do much to lengthen and strengthen 
the wingspread of American aviation.” 


“The Business Press is our technical reference 
for present production and future progress” 


says DONALD W. DOUGLAS, Chairman and President, DOUGLAS AIRCRAFT CO., Santa Monica, Cal. 


You will find that top men like Mr. Douglas, in 
every industry use business publications as a prime 
source of information about their own industry and 
their markets. Write for list of NBP publications — 
see how you can pin-point your market through the 


use of these technical, scientific, 


industrial, mer- 


chandising and marketing magazines. 


NATIONAL BUSINESS PUBLICATIONS, INC. 


1413 K Street, N. W., Washington 5, D.C. + STerling 3-7535 
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Crowell-Collier Sees Radio-TV for its acquisition of Consolidated 


Deal Near Completion 


Crowell-Collier Publishing Co.,/ Which operates four radio stations 
New York, has announced com- | and three tv stations in the Mid- 


pletion of financial arrangements West. Filing for FCC approval of 


.  SSigns and Belts 
*: and Traffic Lights . : 


Bandages and things!’ 


Amazing, the thousands of articles 
bought for American communities by 


POLICEMEN 
and EMPLOYEES 


Weapons, radio systems, safety devices, 
clothing, vehicles, parking meters, finger- 
print units, crime lab apparatus! YOU can 
sell MORE through the pin-pointed pages 
of this ry specialized magazine. 
CALL THE POLICE for sales-expansion ! 


e.5 c OP Pp - & Associates 
12755 Broadway -New Yark 36, NV 
BRyont 9.7550 ° 


Radio & Television Broadcasters, 


‘the sale “will proceed as expedi- 
tiously as possible.” 

| Paul Smith, president of Crow- 
|ell-Collier, has indicated the sale 
involves about $16,000,000. Con- 
solidated’s properties are WTCN | 
and WTCN-TV, Minneapolis;| 
WFBM and WFBM-TV, Indi- 
anapolis; WOOD and WOOD- 
TV, Grand Rapids, and WFDF, 
Flint, Mich. 


Alan Bell Co. Bows 

Alan Bell, formerly with Steve 
| Hannagan Associates and the Rob- 
inson-Hannagan division of Hill & | 
Knowlton, has formed Alan W. |} 
|Bell Co. at 437 Fifth Ave, New) 
York, to handle public relations for 
|the retailing, manufacturing, real | 
jestate and travel fields. Joining | 
|the company as vp is Edward M. 
Stanton, formerly assistant city 
editor of Women’s Wear Daily. 


Official Gets ‘Inside Russia’ 

Official Films, New York, has 
acquired the syndication rights to 
“Camera Inside Russia,” a 90-min- 
ute documentary by lecturer My- 
ron Zobel. The film was originally 
|financed by KTTV, Los Angeles, | 
from which Official Films ac- | 
| quired the tv distribution rights. 


what makes 


/ 
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EK | Man the Barricades, Admen! 
s New York, Sept. 4—Prof. Perry 
word. ei in : Miller, of Harvard, a noted au- 

P the lost ij - |\thority on the cultural history of 
Its ; America, had a proposal last week: 

Close off Madison Ave. from 42nd 

St. to 57th St. for the next 10 

| years. 

Prof. Miller told a conference 

on science, philosophy and reli- 
gion that the advertising industry 
is contributing to a “supine con- 
formism” which he said “is fairly 
_|prevalent among American stu- 
dents.” 

The professor also said that as 
a purveyor of ideas, particularly 
through television, Madison Ave. 
is helping to produce among youth 
“an appalling intellectual lazi- 
ness.” 

Prof. Miller also had harsh 
words for schools of education and 
teachers’ colleges. He said they 
“robbed education of its vitality” 
and should be abolished. 


UNDERLINED—A “powered” auto added an exclamation point to this 
Shell poster in Canada. 


New Mail Handling 


Star-Kist Adds Coast TV 
Supplementing its regular ad- 

| vertising schedule in newspapers 

}and in national magazines, Star- 


Equipment Is Listed 
by Summerfield \Kist Foods Inc. will sponsor a 
variety of Pacific Coast and inter- 


WasHINGTON, Sept. 5—In a re-| mountain network tv programs in 
port on efforts to modernize the/eight key markets starting this 
Post Office Department’s mail| fall. The Star-Kist tuna promotion 
handling equipment, Postmaster on tv debuts on “Fabulous Fea- 
General Arthur Summerfield said | tures,” KPIX-TV, San Francisco, 
today that in the past three years Sept. 9. Other programs will be 
roughly half the department's fleet | added later. Honig-Cooper Co. is 
of 25,000 vehicles has been re- | the agency. 


placed with new standardized ve- | 
Martin Expands Services; 


the executive committee; L. W. 
Rousch, formerly vp in charge of 
the Louisville office, to exec vp 
in charge of both the Louisville 
and Nashville offices; Margaret 
Day, one of the agency’s founders 
and merchandising director in 
Chicago, to vp in charge of mer- 
chandising and research; M. Dick- 
inson Bransford, with the agency 
18 months, to manager of the 
Nashville office, and Robert Mol- 
dafsky, who joined Martin six 
months ago, to office manager in 
St. Louis. 
| New appointments include John 
|S. Meck, until recently president 
ment operated seven types of| Martin Co. Advertising, Chica-|of Scott Radio Laboratories, vp 
trucks, many of them custom built 8° has expanded its client serv- in charge of technical services; 
and with chassis too heavy and | ices in several areas. Among new /| Mrs. Dorothy Staley, creative di- 
rector of the Nashville office, and 


expensive for mail carrying pur- | Promotions are William Wider, 
Frank Cawyer, to the Dallas of- 
fice staff. 


hicles which are less expensive to 


buy and maintain. 
Se the past, he said, the depart” | Makes Eight Appointments 


poses. The four new standard mod-| ftom vp in charge of the St. Louis 
els feature larger bodies on smaller °ffice to exec vp and member of 


Mo Dealer Says NOL” 


maintenance and providing maxi- 
To THE NEW BROWN & WILLIAMSON 


mum maneuverability on city 
: K = 


streets. 
Rs 


hand drive, making them especial- 
ly useful for curbside pickup of 
mail. 


® In an additional effort to im- 
prove its equipment, he reported, 
the department currently is buy- 
ing 5,743 new trucks, 1,500 new 
motor scooters, 2,000 or more bi- 
cycles and 6,000 golf-caddy letter 
carrier carts. In addition, 200 post 
offices, stations and branches will 
get new counter facilities this 
year, while 22,500 new mail boxes, 
many with “snorkel chutes” for 
curbside mailing, are to be deliv- 


Many of the vehicles have right 


PRODUCED BY | ; 


‘MEYERCORD 


“Show me a good sport and I'll show 
you a good spender!” 

Columbus fills this bill . . . Columbus 
is a leading sports mecca . . . and WBNS-TV, 
Columbus’ leading station, fills the bill for 
sports coverage. 

Columbus is national headquarters for 
both Minor League Baseball and the Trot- 
ting Association. It is home to the Inter- 
national League Jet Baseball team... a 
group sponsored by the faith and money of 
Columbus businessmen . . . it is the site of 
the famous Ohio State University Stadium 

. where’ 80,000 fans cheer their winning 
team .. . and the new St. John’s Arena for 
indoor sports . . . for racing enthusiasts there's 
Beulah Park and Hilliards Harness Track 
... for golfers, their own clubs or the beauti- 
ful new Arthur Raymond Memorial course . . . 

For WBNS-TV viewers, there is com- 
plete coverage of their favorite sports . . . 
... for ADVERTISERS .. . there is a 
guaranteed audience of 500,400 TV families 

. and the assurance that WBNS-TV is 
rated the number 1 station in this market of 


sports loving spenders 


WEBNS-TV 
COVERAGE FACTS 


TOTAL POPULATION 
1,872,900 
TOTAL FAMILIES 
556,000 
TOTAL TV HOMES 
500,400 
46% averoge shore 
of audience in this 3 

station market. 
1S out of 15 Top 
Once-a-week shows. 
8 ovt of 10 Top Muiti- 
weekly shows. 


(Source: Columbus 
Telepuise July, 1956) 


columbus, ohio 


sles Offue 44 N High 8 


ered next spring. 

Mr. Summerfield said a program 
also is under way to replace the 
old-fashioned barred stamp win- 
dow with new counters. 


Full Meal for 10¢ Sparks | 
National Tea Opening 

In the opening salvo of what. 
may become a full-scale battle, a} 
National Tea Co. store in Wheaton, | 
Ill, scored a clear victory over) 
its competitor. Both supermarkets | 
opened at about the same time, on | 
the same street, with parking lots | 
adjoining each other and with. 
buildings built of the brick and. 
stone in the same color. 

Something had to be done to dis- 
tinguish the National Tea store | 
from its competitor, opined its | 
merchandising manager, Val Bau- | 
man. He came up with a gimmick. 
For the opening week, in a circus 
tent outside the front door, a full 
meal for 10¢ was served. The meal 
consisted of a hot dog in a bun, 
with “fixin’s,” a bag of potato 
chips, a bottle of Coca-Cola and 
a package of ice cream. 


Peter Ripps Joins Zlowe 
Peter Ripps, formerly associate 
director of merchandising of Foote, 


Cone & Belding, has joined Zlowe 
Co., New York, as merchandising 
| director, a new post. 


=u 


on 
.05#o weonwesoar arreRrno 


Let’s face it . . . lots of good point-of-sale material gets the cold 
shoulder from dealers because there simply isn’t room for every 
sign and display that comes along. Brown and Williamson licked 
this problem handily with their new Meyercord-produced Decal 
Window Sign that cleverly adds a valuable utility feature to a 
colorful and effective advertising message. Their new Kool 
Cigarette “store hours” Decal Sign . . . which is designed to 
meet any variables of store hours or days closed . . . is finding 
a wide and welcome reception from retailers everywhere. Kools 
naturally chose Meyercord to make their Decal Signs. If your 
firm uses sales building point-of-purchase material, be sure to 
get the full facts about Meyercord “idea” Decal Signs. Write us. 


MEYERCORD ADvisor Manual-—FREE 
This full color brochure is packed with invaluable ideas for 
making your point-of-sale program more resultful. Your copy 
is FREE. . . please ask for it on your company letterhead. 


THE MEYERCORD CO. 
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Daytime TV Is 
Buyer's Market 
for Advertisers 


By Maurine Christopher 


New York, Sept. 7—An adver- 
tiser who is shopping for daytime 
network television can be pretty 
choosy. 

Unlike nighttime, where tardy 
shoppers on CBS-TV and NBC- 
TV are apt to feel like the woman 
who arrived late at a remnant 
sale, daytime offers sponsors a 
wide range of time and talent 
availabilities. 

NBC can fit latecomers who 


don’t conflict with present spon- | 


sors into any show on the Mon- 
day-through-Friday schedule ex- 
cept “Queen for a Day.” This 
sequel to the veteran radio series 
is all sold out. 

ABC still has room for more 
backers on daytime’s highest rat- 


ing series, “Mickey Mouse Club.” | 


The first 15 minutes of this chil- 
dren’s show has been turned over 
to the stations for co-op sale. 

CBS has fewer openings than 
the other networks. Columbia’s 
lineup of soap operas, audience 
participation and _ personality 
shows continues to get strong sup- 
port from advertisers. However, 
the new “Our Miss Brooks” re- 
run series is wide open, and at 
press time there was a little time 
to be had on such big name shows 
as Arthur Godfrey’s and Garry 
Moore's. 


® All three networks have wide 
open weekend blocks into which 
they would be happy to fit new 
customers. Sunday afternoon 
schedules, in particular, are very 
much up in the air at this point, 


ABC Goes Slow 


ABC continues to go slow on 
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Juice Co., Brillo and Alberto-| 
Culver Co. | po 


“Ding Dong School,” “Matinee 
Theater,” “Modern Romances” and 
|the re-run comedy strip com-| 
‘prised of “I Married Joan,” “It’s | 
a Great Life,” etc., have lots of | 
space for participants. | 

| 


® An advertiser can obtain a spot) 
on any show on this network’s | 
| Saturday morning schedule, which 
| kicks off with “Howdy Doody” at 
(10 a.m., EDT. Swift & Co. has 
bought “Uncle Johnny Coons” for 
alternate weeks, but the off-week 
is open. 

| Football will keep the cash reg- 
|isters humming Saturday after- 
|noons. Eight national and five re- 
| gional games make up this season’s 
| National Collegiate Athletic Assn. 
| schedule. 

| The national contests will be 
| presented by Sunbeam Corp., Bris- 
| tol-Myers, U. S. Rubber Co. and 
|Zenith Radio Corp. This series 
|starts Sept. 22. 

The kick-off will be preceded by | 
|a@ warm-up show sponsored by 
'Dow Chemical Co. All-State In-| 
surance Co. will air the football | 
| scoreboard following the games. 
The five regional contests will | 
|be sponsored in the East by Sun- | 
beam, U. S. Rubber, Liggett &| 
Myers and Minneapolis-Honeywell 
Regulator Co. 

In the Big Ten and Pacific 
Coast districts, the sponsors will 
be Sunbeam, Liggett & Myers, 
American Machine & Foundry Co. 
and a co-op sponsor lined up lo- 
cally. 


® Principal “new” face on the 
|Sunday afternoon scene will be 
that of Ray Bolger, who will at- 
tempt his tv “comeback” in an 
hour show to be seen on alternate 
weeks at 4 p.m., EST. Helene Cur- 
tis Industries will co-sponsor, with 
a teammate still to be signed. 
“Wide, Wide World” will be 
|back for 20 telecasts with the 
| backing of various members of the 
General Motors family. Returning 
GM divisions are A. C. Spark Plug 


daytime service. The network sigMs ang United Motors Service. Ad- 
on at 3 p.m., EDT, on working gitional divisions getting a com- 
days, with “Afternoon Film Festi-| mercial break on this live 90- 
val,” featuring Donald Woods a5 minute program include Delco- 
host. Tentative plans call for the Remy, Harrison Radiator, Saginaw 
sign-on to be moved back an hour | steering Gear, Hyatt Bearings and 
in January. a Oe |New Departure. 
The big daytime gun is Mickey | 

Mouse, who was sold out on the Veterans on CBS 

CBS still has not hit on the 


network last season. The higher 
price tag on “Mickey Mouse Club,” 
combined with a long-term con-| Magic sales formula for the 7 to 
tract requirement, has slowed sales 9 4.m., EDT, spot, but the net- 
a bit for the 1956-57 run. As a| Work is doing considerably better 
result, as mentioned earlier, the | With its latest combination, “Good 
first quarter-hour segment has Morning, with Will Rogers, and 
been turned over to affiliates for “Captain Kangaroo.” 
co-op sales to local or national | But the business picture between 
advertisers. |the hours of 10 and 5 Monday- 
through-Friday is pleasant enough 
® American is completely dark on to delight any controller. Only 
Saturdays until 7:30 p.m., EDT,| Wide open space is 2 to 2:30. Sat- 
except for two Red Goose kiddie urday morning offers a range of 
spectacular dates. Sunday sign-on availabilities and the same is true 
time is 4 p.m., EDT. Only spon- for the afternoon. 


sored show set for this afternoon is| Columbia will counter NBC’s 


“Medical Horizons,” 
Pharmaceutical Products has 
moved from its former Monday 
night spot. The station lineup has 
been greatly augmented. 


NBC's ‘Today’ 

“Today” gets NBC off on a solid 
foot with sponsors. The first hour 
of the wake-up show is almost 
completely sold out for fall, and 
business for the second hour looks 
better than ever. On the other 
hand, the network’s other well- 
publicized participating series, 
“Home,” is not doing so well with 
advertisers. 

Next to the solidly backed 
“Queen for a Day,” and “Today,” 
Tennessee Ernie Ford is most pop- 
ular with sponsors. “NBC Band- 
stand” and “Tic Tac Dough” have 
no commercials. Another relative 
newcomer, “It Could Be You,” 
is serving as a vehicle for Ameri- 
can Home Products, General 
Foods, Lehn & Fink, Welch Grape 


which Ciba) 


collegiate performers with pro- 
fessional footballers. These games 
will be broadcast regionally start- 
ing Sept. 30. Most are scheduled 
on Sunday afternoons, but a few 
will be seen Saturday afternoons. 

Advertisers already signed for 
this sports special include Ameri- 
can Oil Co., Atlantic Refining Co., 
P. Ballantine & Sons, Marlboro 
cigarets, Falstaff Brewing Corp., 
Standard Oil Co. (Indiana), Speed- 
way Petroleum, Goebel Brewing 
Co., San Francisco Brewing Corp. 
for Burgermeister, and General 
Tire & Rubber Co. 


= “See It Now” is expected to be 
aired once a month on Sundays at 
5 p.m. Shulton Inc. has signed as 
co-sponsor. The rest of Sunday 
afternoon is up for grabs. 

All in all, the daytime situation 
at the three networks is the sort 
that should delight advertisers 
who prefer to do their media 
shopping in a buyer’s market. 
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EMBARRASSING METAMORPHOSIS—These are the two ads publishers to “unauthorized” use of a model’s pho- 


involved in the lawsuit by Ma 


challenging the right of advertisers, agencies and 


Fresh Complaint 
Revives Suit by 
“Model-in-Bed’ 


(Continued from Page 1) 
profession is that a model must 
retain “complete control over the 
commercial uses of all pictures of 
herself.” 

The basis of the suit is the $200 
sale of a picture by Marboro Book 
Shops to Springs Mills. Mrs. Rus- 
sell posed for the picture, which 
was originally used by Marboro 
to promote its book club. In the 
photograph, she is shown in bed 
with a male model. Both are read- 
ing books. 


® Mrs. Russell claims Marboro 
had no right to sell this picture to 
Springs Mills. It was done, she 
charges, without her knowledge 
and in violation of an oral agree- 
ment among herself, photographer 
Richard Avedon and Marboro. 

Springs Mills retouched the pic- 
ture and used it in an ad which 
ran in the Ladies’ Home. Journal, 
Look and Promenade. Mrs. Rus- 
sell alleges that this ad had strong 
implications of obscenity, portray- 
ing her as “a female waiting to be 
used by a stranger who was whet- 
ting his sexual appetite” with the 
book he was reading. 

In the new complaint, Springs 
Mills is identified as a company 
which has been engaged since 1948 
“in extensive national advertising 
of bedsheets as an article of sex.” 
This advertising, the complaint 
states, is “deemed by the advertis- 
ing and related professions to be 
offensive and in bad taste.” 

Mrs. Russell also points out that 
Springs Mills has in the past vain- 
ly tried to obtain the services of 
herself and Mr. Avedon, who is 
a leading fashion photographer. 


@ She declares that to accept a 
modeling job from the bedsheet 
manufacturer “would ruin her 
professional standing and earning 
power, and cause her to be 
shunned by her family, her friends, 
the model agency through which 
her professional engagements are 
arranged and the community in 
which she lives and works.” 
Marboro and Springs Mills con- 
tend that Mrs. Russell forfeited all 
control over commercial use of the 
picture by signing the standard 
model release form. This form 
gives the advertiser “unrestricted 


ry Jane Russell 
release. 


use” of the picture “for advertis- 
ing purposes or purposes of trade.” 


signed was incomplete. Further- 
more, she challenges the legality 
of the form itself. She points out 
that she signs 750 of these forms 
each year and in each case it is 
clearly understood that she is pos- 
ing for a specific client and a spe- 
cific purpose, particularized to her 
in advance. 


s There are 16 separate causes of 
action in the new complaint. 
Claimed damages total more than 


Mrs. Russell claims the form she | 


tograph and the validity of the standard model 


$4,000,000. Defendants, in addition 
to Marboro and Springs Mills, in- 
clude Friend-Reiss Advertising, 
Marboro’s agency; C. L. Miller Co., 
Springs Mills’ agency, and the 
Ladies’ Home Journal, Look and 
Promenade. 

A plaintiff with Mrs. Russell is 
Edward T. Russell, her husband, 
an account executive at Doyle 
Dane Bernbach Inc., who claims 
use of the picture impaired his 
“comfort and happiness in her so- 
ciety.” 

The defendants have until Sept. 
20 to answer. 


(Continued from Page 1) 
portance of catalog and _ local 
advertising in promoting Sears’ 
brands by pointing out that the 
company invested $37,500,000 last 
year in emphasizing seven brand 
names. 

Sears invested $13,500,000 in 
advertising for Harmony House 
household furnishings; $7,000,000 
for Kenmore appliances; $3,000,000 
for Coldspot appliances; $6,000,000 
tor Allstate items; $3,000,000 for 
Silvertone radio and tv sets; 
$3,000,000 for Pilgrim line of men’s 
furnishings, and $2,000,000 for 
Honeysuckle children’s clothes, he 
said. 

“The aim of Sears local retail 
advertising is quite simply to build 
traffic in our stores,” Mr. Houser 
said. He said the company invested 


THOMAS H. KNORR has been named 
managing director of the State 
Street Council, Chicago, effective 
Oct. 1. Mr. Knorr formerly was 
executive representative in the 
midwestern area for American 
Magazine and Crowell-Collier 


Need to Pre-Sell Its Brands Led 
Sears into National Ads: Houser 


$58,500,000 in last 
year. 

(This figure was more than $6,- 
000,000 higher than the $52,227,500 
reported by Sears three months 
ago [AA, June 4]. When ques- 
tioned by AA about this, a Sears 
spokesman said that Mr. Houser 
had included in the $58,500,000 
figure the salaries of company ad- 
vertising personnel, plus other ad- 
vertising department costs.) 


advertising 


@ Sears has adopted the plan of 
building strings of stores sur- 
rounding a city in order to get the 
most complete results from daily 
newspapers in that city, Mr. Hous- 
er said. 

“The stores are all of uniform 
size, carrying uniform lines of 
merchandise, each geared to its 
particular sector, but collectively 
giving the volume and coverage 
for efficient use of newspaper 
white space,” Mr. Houser said. 


Oldsmobile Names Carlson 
to Top Ad Post; Boosts 3 More 
The Oldsmobile division of 
General Motors Corp., Detroit, in 
a realignment of its sales depart- 
ment, has appointed Lester F. 
Carlson, formerly general mer- 
chandising manager, director of 
advertising. B. Newton Barber, as- 
sistant sales manager of Oldsmo- 
bile since 1952, was advanced to 
general merchandising manager. 
Oldsmobiie also has named 
George J. Clemeson assistant sales 
manager in charge of the eastern. 
U. S. and S. F. Mehring assistant 
sales manager in charge of the 
western U. S. Mr. Clemeson for- 
merly was southeastern regional 
sales manager; Mr. Mehring was 


Publishing Co. 


midwestern regional manager. 
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House Unit Will 
Probe ‘Bowels’ 
of TV Industry 


(Continued from Page 2) 
committee has supoenaed all files 
relating to relationships of film 
producers and networks. 


® In addition, there is said to be a 
deadlock with the networks over 
subpoenas requiring the networks 
to submit copies of all talent con- 
tracts. The networks reportedly 


Attention! 
MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your peri- 
edical publication, either sheet- 
fed multicolor letterpress, offset 
or web-fed offset. Ample paper 
supplies available. 

For detailed information, write 
M.F.A. Publishing Department, 
200 South 7th, Columbia, Mo. 


are threatening to resist the sub- 
poenas, pending a court ruling. 


The four tv film executives who | 


are to appear Thursday are Ralph 
M. Cohn, vp and general manager, 
Screen Gems; John L. Sinn, pres- 
ident, Ziv Television Programs; 
Harold M. Hackett, president, Of- 
ficial Films, and Michael M. Iller- 
man, exec vp, Television Programs 
of America. 

The four have been subpoenaed 
individually. As a group they met 
secretly with the special network 
study group of the Federal Com- 
munications Commission last 
spring and reportedly supported 
the attacks which Richard Moore 
of KTTV, Los Angeles, has been 
making on network option time 
and “must buy” policies (AA, 
April 2 et seq.). 


s While they were invited to ap- 
pear before the Senate committee 
on interstate and foreign com- 
merce, which has also conducted 
an extensive tv network investi- 
gation, they were unwilling to 
appear voluntarily. The committee 
failed to issue subpoenas requiring 
them to appear. 

When he appears Friday, anti- 
trust chief Hansen may be ques- 
tioned on the progress of network 
investigations which the Depart- 


ment of Justice has been conduct- 
ing since early this year. 

It will be Mr. Hansen’s first ap- 
pearance as a witness before a 


congressional committee since 


taking over the direction of the 
anti-trust division from Stanley 
N. Barnes in July. 

While FBI agents have been ac- 
tive in investigating many seg- 
ments of the tv industry in recent 
months, there has been no public 
discussion of their objective since 
February, when former anti-trust 
chief Barnes told the Senate inter- 
state commerce committee that his 
division is concerned about charges 
that networks try to force sponsors 
to buy network-owned programs 
in order to clear time. 

He also mentioned concern over 
“block booking” of feature films, 
in violation of the principles estab- 
lished in the film industry anti- 
trust cases. 

Several weeks ago the depart- 
ment was reported to be present- 
ing evidence relating to the NBC- 
Westinghouse station swap to a 
federal grand jury in Philadelphia. 

Lack of further information on 
the NBC-Westinghouse matter has 
prompted some speculation that 
issues involved in that investiga- 
tion are regarded as part of a 
broader case. 
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Gentle Reminder No. l 


FEFEEEEE ESTEE 


CONFUCIUS iz): 


“BBDOer who buy competitive product 
get pay check from wrong agency.” 


W££22£222422242322343228328% 


WHIMSY?—Batten, Barton, Durstine & Osborn, New York, says that 
this “gentle reminder” is the first of a number of such cards which 
will be inserted in agency pay envelopes. Fred Manchee, exec vp, 
discounted a theory that the cards represent a 

a “whimsical” approach to the subject. 


7 
: 
Ms 
3 
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“threat,” but rather 


(Continued from Page 3) 
294,765 tons, or 6.7%, higher than 
in the comparable period of ’55. 

American Newspaper Publishers | 
Assn., while reporting a 3.7% in-| 
crease in consumption of news- 
print during the first seven months | 
by 525 reporting newspapers, es- 
timates over-all U.S. consumption 


TEMPO, incorporated, for twenty years a recognized leader | 
‘their current production. Canada 


in design and creative advertising and sales promotion 


announces the change of its name to: 


Wentzel, Wainwright, Poister & Poore 


A fully accredited and fully staffed advertising agency 


251 East Grand Avenue, Chicago 11, lilinois 
DElaware 7-3934 


/of newsprint for the period was | 
| 141,641 tons less than during the 
first seven months of ’55. 


Another important factor is the | 


rapid expansion of production fa- 
cilities by the mills this year. 
Abitibi Power & Paper Co. and 


'Canadian International Paper Co. 


expect to add 30,000 tons each to 


Paper Co. and Consolidated Paper 
Co. expect to add 35,000 tons each. 


|'Powell River Co. will increase its 


over-all production by 90,000 tons 

and St. Lawrence Corp. will add 

| 40,000 tons to its capacity. 
Projects now under way are ex- 


'pected to increase newsprint pro- 


| 


Incorporated 


duction another 365,000 tons in 
1957 and another 450,000 tons in 
1958. 


s Still another factor is the in- 
creased importation of newsprint 
during the first six months of '56 
(latest available figures), com- 
pared with the first half of '55. 
This year 138,020 tons of newsprint 
came into the U.S. during the first 
half, compared with 57,542 tons in 
the same period of ’55, an increase 
of 80,478 tons. The three major 
point-of-origin countries are Fin- 
land (64,338 tons), Austria (27,-'| 


Off-Again, On-Again Newsprint Shortage 
Appears to Be No Threat—at the Moment 


slackened, except for small ton- 
nages. Austrian and Scandinavian 
‘newsprint is quoted at $185 to $200 
'a ton for delivery within 45 to 60 
|days. Spot U.S. and Canadian 
‘newsprint is obtainable at about 
$185 within 30 days in minimum 
lots of 200 tons. Current base con- 
‘tract prices of most U..S. and Ca- 
|nadian mills average $131 a ton. 

| In the light of what has been 
|happening in the newsprint mar- 
ket, with premium prices being 
paid for spot sales, exports of U.S. 
|newsprint during the first six 
| months of ’56 fell to 72,356 tons 
|compared with exports of 116,245 
{tons in the first six months of ’55, 
'which made 43,889 more tons 
lavailable to American users. 


s A majority of newsprint dealers 
and brokers in the local market do 
not believe a serious newsprint 
shortage is likely this year-end. A 
respectable minority, however, be- 
lieve that any substantial increase 
in advertising linage is likely to 
create a temporary pinch for some 
newspapers, especially those that 
do not have adequate contract 
commitments. Most of the large 
metropolitan newspapers appar- 
ently have covered their needs. 

Mill representatives do not an- 
ticipate higher prices this fall 
unless unforseen contingencies 
should develop. 


Ellicott Joins Georgia Pacific 
Harold C. Ellicott has resigned 

as director of advertising and 

public relations of M & M Wood 


550 tons) and West Germany (10,-| Working Co., Portland, to become 


596 tons). 
Spot demand for newsprint in| 
the so-called gray market has’ 


_ advertising manager for specialty 
products of Georgia Pacific Corp., 
Portland, Ore. 


Represented by KATZ AGENCY 


MEREDITH Xadee aud TVheison STATIONS 
affiliated with Better Homes and Gardens and Successful Farming magazines 


—— 


Inc. 


JOHN BLAIR & CO. 


BLAIR TV. INC. 
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Studebaker Plans ’ 


Appeal in Aiming at 1.5% of Market 


(Continued from Page 3) 
counting on selling 6,500,000 cars 
in 1957, Mr. Churchill said, this 
will mean Studebaker will have to 


the company has set for 1957. 

(Studebaker output through 
Aug. 25 of this year amounted to 
53,755 units, compared to 82,939 in 
the corresponding 1955 period.) 

Mr. Churchill told newspaper 
men Studebaker will be aiming at 
a “selective market.” He defined 
this market as composed of buyers 
who “prefer not to buy a car iden- 
tical with 1,000,000 other cars pro- 
duced in any given year.” 

The S-P president became some- 


what bitter in discussing the past | 


two selling years, which were lean | 
ones for his company. Without} 
naming names, he accused other | 
manufacturers of indulging in a 
sales race which resulted in the| 


disastrous consequence of record- consistent 
high inventories in dealers’ hands | market.” 


this year. 


= Mr. 
“high-pressure techniques” which 


he said had been used to sell cars. |—in the 1960s. 


| Studebaker-Packard is looking for- | 
Churchill deplored the | 


Advertising Age, September 10, 1956 


The 1957 Studebaker line, which 

on-Mass uyer i be unveiled in mid-October, 
does not differ greatly from this 

| year’s lineup, except that there will 
| be fewer models and less trim and 
color combination options. Mr. 
se < |Churchill implied that they will 
Actually, he added, “sold” is the | carry higher prices. “Steel has gone 
wrong word to describe how deal- up,” he said, in response to a ques- 
ers disposed of cars. He charged tion on the price schedule. The 


that dealers were forced to dispose | s+ trod 
sell 100,000 cars. This is the target aes ae Ne SS 


of cars at uneconomic prices to| month earlier this year 
meet unreasonable factory quotas. : 
Mr. Churchill denied _ that a 
Studebaker-Packard dealers have pbb rast P ae Pe ould ae 
been a party to any of these she- mam — wee adh a aie 
nanigans. He said S-P dealers al- cnaun™ ee "Cenc aaa. "i 
ways have operated on a profitable though a did nat @abetete pats 
basis, even during the past two this point 
nonin pred gaa was suf- A company spokesman later told 
“T believe we have seen the last ADVERTISING AcE that the emphasis 
of the chaotic conditions which Pery ber ewe pon a wsctnd 
prevailed in the automobile market id Ch — a rE vr 
for the past two years,” Mr. | . et . gegen ae 4. 
Churchill added. “I believe the les- | °S—@!! in the medium-price fie 
Advertising will stress crafts- 


son learned from these last two . . 
years will not soon be forgotten. nev cing one yt ng = re 
The industry simply made an all- |more distinctive automobile. The 
‘out test and found that in this! spokesman declined to ate 
|jcountry we do not yet have or the Packard pro BX saa 
eee Same! In response to another question, 
Mr. Churchill said, however, that | a ‘saumate a ry Fone A nagno 
now represents 27% of Stude- 
| baker’s business. 

He declined to reveal any in- 
|formation about the Packard line, 


ward to 8,000,000-car years—and | 
| perhaps even a 10,000,000-car year 


except to say that there will be 


mo LION (One. Introduction is set for next 
= ~ LCHRYSLER ‘$85 we | January. 
Stamping | As for advertising plans, Mr. 
TORS Churchill only commented that 
sane ics there will be “aggressive new- 
' Eve model advertising campaigns tai- 
QUAKER OATS |lored to dealer requirements.” 
AKRON 
METROPOLITAN AMERICAN HARD |® Pointing out that 50% of new- 
/ hey have 
ING CAPI RUBBER |car buyers buy the make they 
Was WORLD AREA been driving, Mr. Churchill noted 
: (Summit County) *MOHAWK ‘that there are 1,500,000 Stude- 
“ENTERPRISE MFG}EQ} aan bakers and 650,000 Packards on 
ycood ‘the road today. 
*B. F. GOODRICH RAL | The S-P president said the com- 
t — pany will be able to reach a profit- 
*ALSCO *GOODYEAR able position by next year because 
. H. & AIRCRAFT of some intensive cost-cutting 
MENEIL MACH. Si = AKRON . . plans already in the works. These 
* ONE *« SAALFIEL include consolidation of all Stude- 
— * PUBLISHING ; 
x gee baker and Packard production and 
“FIRESTONE STEEL *ROBINSON CLAY sales operations in South Bend. 
ae PRODUCTS Automotive assembly operations 
*SEIBERLING : | in Los Angeles and Detroit will be 
=<} DIAMOND MATCH | discontinued. Packard’s parts and 


*WEATHER-SEAL 


MBIA-SOUTHERN 
om CHEMICAL 


GREAT NAMES 


Make a Great Market —Covered by 
ONE Great Newspaper 


THE HUB 

OF AKRON’S FAST GROWING 
ONE BILLION EIGHTY 
MILLION DOLLAR MARKET 


The biggest one-newspaper city 
in the United States. 98% cover- 


age of the Akron Metropolitan 
Area. 85.5% coverage of the 
Akron Retail Trading Area. 


at! 
AKRON BEACON J JOURNAL 


STORY, BROOKS & FINLEY, Representatives 
JOHN S. KNIGHT, Publisher 


accessories division will be moved 
from Utica, Mich., to South Bend. 
Truck manufacturing will be con- 
solidated in one plant. Plant pro- 
duction and materials handling 
will be modernized. 

Consolidation of Packard and 
Studebaker production in South 
Bend will begin with the 1957 
model runs. 

In addition, S-P plans to get as 
many of its dealers as possible on 
a dual basis, offering both Pack- 
ards and Studebakers. Mr. Church- 
ill said there are now 2,100 Stude- 
baker and 1,400 Packard dealers. 
He reported that 40% are on a 
dual basis. He boasted that “only 
150 dealers left us during our re- 
cent financial difficulties.” 


* Indicotes Moin 
Plant and Offices 


® The management agreement re- 
cently worked out with Curtiss- 
Wright Corp. has given S-P $35,- 
000,000 in working capital. In 
return, Curtiss-Wright obtained 
leases on two S-P plants and ac- 
quired an S-P subsidiary (Aero- 
physics Development Corp.) on the 
West Coast and options to buy 5,- 
000,000 S-P shares at $5 a share. 

Mr. Churchill said today that 
part of S-P’s long-range develop- 
ment plans is product diversifica- 
tion. This could be carried out in 
S-P plants not now in use. He did 


Akron, Ohio's most concen- 
trated area of great industrial 
names, requires only ONE 
great newspaper to put your 
product across in this compact, 
free-spending market. You get 
complete coverage without 
wasteful duplication because 
EVERYBODY reads the Bea- 
con Journal. An outstanding 
value at one low rate evening 
and Sunday, with ROP color 
available in all issues. 


mobile production must stand on 
its own feet—paying its own way. 


Booklet Gives How-To 
for Retail Merchandising 

A new 48-page booklet gives, in 
capsule form, how-to advice cover- 
ing sales promotion as it applies 
to the marketing problems of re- 


not elaborate on these plans, how- | 
ever, and he emphasized that auto- | 


127 


tailers, particularly those who rent, advertising manager of the news- 
floor finishing equipment. The | paper for 13 years, has been named 
booklet, “A Tested Retailing Plan | retail advertising manager. 
for Making $1,000 Extra Net Prof-| 
it Year After Year,” has been) 
published by American Floor Sur-| 
facing Machine Co., Toledo, and 
deals specifically with rental floor 
sanders, polishers and floor fin- | 
ishes made by the company. 
Much of the advice, however, is | 
adaptable in a wide variety of re- 
tailing situations. It includes sug- | 
gestions on salesmanship, and on | clients. Approximately 100,000 
direct mail, telephone directory, | clippings sent out per month, from 
newspaper, radio and tv advertis- business, farm and consumer pub- 
ing. The booklet will be used this ications. An invaluable service to 
fall by students in a course in ad-| ad managers, agencies, publicity 
vertising techniques offered at the and public relations men, research- 
University of Toledo. ers and others. Write for free . 


| booklet No. 55, “Magazine Clippings 
‘Knickerbocker News’ Boosts 2 Aid Business.” 

Heary W. Stock has been ad-| ng MELEASE nny PLACEMENT 
vanced to advertising director of PUBLICITY $15.00 | PUBLICITY $2.00 
the Knickerbocker News, Albany, 

N. Y. He has been advertising 
manager of the newspaper since 
1937. George C. Frank, assistant 


BACON gets CLIPPINGS 


@ Make sure you get all published 
items about your or your client’s 
business each month. Bacon’s 
Clipping Bureau regularly clips over 
3,240 publications for over 1,000 


CHECKER on appreval| HANDBOOK en appreval 
BACON'S CLIPPING BUREAU: 


343 S Dearborn St, Chicago 4, Illinois 


new digplay dimensions 


get seljing action... 
at Co Yinter- Card cost! 


i ... bring to life the saleable features of 
| every product you promote. No cardboard 
| mounting is needed—grecter economy! No limitation 
on design—infinite new shapes! No moving parts 
1 —sets up in seconds anywhere! 
\ Display specialists at Chicago Show 
\ are ready now, to create a 


\ sales-stimulating Squee-zel for you! 


A EXCLUSIVE WITH 


| 


CHICAGO SHOW PRINTING COMPANY + 2640 N. Kildare Ave. + Chicege 39 
U. 8. Patent Nos. 2555086 and 2654970, other patents granted and pending. Trademark Sques-sol Reg»tered 
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Leading Advertisers 6-Month List 
Shows Trend to New Peak in 1956 


(Continued from Page 1) 


pattern of growth and 


clear 
change: 


e Total expenditures of the 100 
leaders in general and farm maga- 
zines this year were $149,341,165; 
last year they were $129,263,801. 
The gain is more than $20,000,000 
—about 15%. 


e Total expenditures of the 100 
leaders in network television for 
the first six months of this year 
were $198,954,071; last year they 
were $166,672,111. The increase is 
$32,281,960—more than 29%. 


e Total expenditures of the 100 
leaders in newspaper supplements 
for the first six months of this year 
were $30,063,860. Last year they 
were $25,859,772. The increase is 
more than 16%. 


® It is interesting also,to note the 
changes in the proportion of the 
100 top leaders represented in each 
of the media measured. Here are 
the comparative figures: 


Number of 100 Leading Advertisers 
Using Each Medium 


1956 1955 


General magazines 
Farm magazines 
Newspaper sections .... 
Network television 


For the second year in a row, 
General Motors Corp. claimed the 
top spot, with a record six-month 
expenditure in these three media 
of $31,209,638. Last year the com- 
pany spent $26,948,227. 

For the second year also, it took 
advertising spending of more than 
$1,000,000 to get on the select list 
of 160. Olin Mathieson Chemical 
Corp., which spent $1,025,123 in 
measured media to earn the No. 
100 spot in 1955, was bumped off 
the list this year by Schick Inc., 
which spent $1,083,225 in the first 
six months of this year. 


® Many of the leaders stepped up 
their expenditures from small in- 
creases to sizable ones, but nearly 
as many—in the first 50, for exam- 
ple—decreased. Only 29 of the first 
50 showed gains, while 21 regis- 
tered less spending. 

Of the top ten advertisers, 


ent for the first six months of 1956, 
were Philco; Florida Citrus Com- 


mission; Dow Chemical; Great At- 
lantic & Pacific Tea Co.; Admiral | 
Corp; William Wrigley Jr. Co.; 
Pabst Brewing; Maytag; Hallmark 
Cards; Mutual Benefit Health & 
Accident Assn.; Safeway Stores; 
Pittsburgh Plate Glass: W. A.) 
Sheaffer Pen and Olin Mathieson | 
Chemical. | 


Who'll Get Esty’s 
Colgate Business? 
Madison Ave. Asks 


(Continued from Page 1) 
to brand this as a “loser’s esti-| 
mate,” adding that more accurate 
figures would be 25% and $15,000,-. 
o0e. 


It was believed that the account 
loss was triggered by the disap- 
pointing performance of Fab, big-| 
gest piece of Colgate in the Esty 
shop. Fab’s sales have been moving 
down, as has its share of market. It 
is reported that C-P was prepared | 
to move Fab to another agency and 
that, in subsequent arguments 
about whether or not the account 
should be moved, the agency dra- 
matically threw in its hand on the 
rest of the products. 

Fab, while it is in third position | 
in the detergent field, is now be- 
lieved to hold less than 10% of the 
|market, and this share of market 
'was not satisfactory to the client. 


| 
| 


| 
® At any rate, Madison Ave. didn’t | 
expect Esty to be long without a 
soap account, since its defense! 
tactics for Colgate brands had been 
admired by marketing men. 

Esty came into the Colgate pic- | 
ture about ten years ago, started 
with Super Suds and Vel, then got 
Fab, and fairly recently was given | 
Brisk, Colgate’s entry in the anti-/| 
enzyme dentifrice race. Brisk has| 
done only fairly well and has been 
largely overshadowed by the com- 
bined gains of Procter & Gamble’s | 
Gleem and Crest. 

Along with the present circle of 
|Colgate agencies, trade sources 
|rated a number of other agencies 
‘as possibilities—McCann-Erickson 
(where Colgate’s former ad boss, | 


| Robert Healy, is exec vp); Ruth- 


eight that were in this group last|rauff & Ryan (lots of Lever ex- 


year repeated their performance in 
1956. General Motors and Procter 
& Gamble still rank as No. 1 and 
2. Chrysler moved into third place 
from fifth last year. Colgate- 
Palmolive held its own in fourth 
place. General Foods traded places 
with Chrysler and took over the 
fifth spot, while General Electric 
bumped Gillette out of the sixth 
position. 

Ford moved from tenth place to 
seventh, and the eighth position 
went to a newcomer to the top ten, 
American Home Products. Amer- 
ican Tobacco slipped down to ninth 
place from eighth and General 
Mills ranked tenth. 


s There were 15 companies that 
appeared on the list of 100 leaders 
for the first half of last year which 
do not appear on the list this year. 
This compares to 20 newcomers 
who appeared on the list in 1955. 

New names added to the list 
this year are Pharmaceuticals Inc. 
(reported last year as Serutan); 
Monsanto Chemical; Mennen; Wes- 
son Oil & Snowdrift; American 
Radiator & Standard Sanitary; 
Kimberly-Clark (reported last year 
as International Cellucotton); 
Chesebrough-Pond’s (reported last 
year as Pond’s Extract); Sunbeam; 
Whirlpool-Seeger; Ralston Purina; 
New York Life Insurance; Sweets 
Co. of America; Norwich Pharma- 
cal; Pan American World Airways; 
Atlantis Sales Corp. and Schick. 

On the list for 1955, but not pres- 


perience, but not recently) and 
|Norman, Craig & Kummel. 


| 
| Starts Drug Sales Service 
| A new company, the Companion 


| Selling Institute, has been formed 
| with offices at 110 E. 42nd St., 
| New York. The organization plans 
| to market to druggists a selling 
|service which includes listings of 
|related products for display pur- 
|poses and sales tips to encourage 
related item selling by druggists 
and clerks. At the same time, the 
company offers to manufacturers 
of over-the-counter drug products 
and sundries “advertising space” | 
in its listings and sales tips. Head 
of the company is Jerome Meyer, | 
who is also eastern representative | 
for several] trade journals in the 
druggist field. | 
Cogswell Opens ‘Digest’ Office 

David W. Cogswell has resigned | 
from the San Francisco office of | 
The Saturday Evening Post to open | 
a new office in San Francisco for | 
Reader’s Digest. The new Digest) 
advertising office will serve north- | 
ern California and the Northwest. | 


Riegel to ‘Philadelphia News’ 
William E. Riegel has joined the 
promotion department of the Phila- 
delphia Daily News. He formerly 
was director of research, market- 


SMTi says vvetee cs erndiorcstanesssdned 


ing and promotion of The New 
Yorker and was an account ex- 
ecutive with Biow Co. 
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100 Leading National Advertisers 


January-June, 1956 


ai in M Sunday M 


(Ranking by 1956 Advertising Exp 


Sections and Network Television. All Statistics are from P.1.B. Reports.) 


Total 


runday Network 


COMPANY 


Expenditure General 


Television 


Total Sections 


$31,209,638 
27,297,369 
15,685,500 
14,608,139 
14,322,625 
11,590,589 
11,377,249 
9,361,636 
8,753,873 
8,156,378 
8,135,299 
7,880,913 


$16,854,352 
5,515,229 
4,814,348 
1,916,566 
4,547,397 
6,360,241 
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809,063 
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629.589 
1,061,105 


Last year expenditures for Kimberly-Clark were listed under International 
were listed under Pond’s Extract; those for Sperry-Rand were listed under Remington 
ticals Inc. were listed under Serutan. 


SIX-MONTH LINEUP—Table by Leading National Ad- 
vertisers Inc., compiled from Publishers Informa- 
tion Bureau reports, show the top 100 companies in 
advertising expenditures for the first six months of 
1956. The figures are based on expenditures in gen- 
eral and farm magazines, certain newspaper sections 


Cellucotton; 


$17,764,650 | $2,862,575 | $10,582,413 


2.916.814 
1,260,493 
3,163,491 


2,050,185 
1,356,902 
2,138,118 
1,215,999 
1,181,562 
1,333,749 

976.519 

904,434 

850,876 
1,886,021 
2,059,987 
1,404 354 


884 304 
1,852,485 


653,022 
1,176,407 


expenditures for Chesebrough-Pond’s 
Rand; and expenditures for Pharmaceu- 


measured by PIB, and network television. They do 
not include expenditures in newspapers, outdoor 
advertising, network radio and various other types 
of advertising media, for which similar figures are 
not available. An analysis of the figures, comparing 
them with last year’s totals, starts on Page 1. 


cost $1.25 per roll of 1,000, and can | 


Offers ‘Vote’ Labels | 
+ aii | be pasted on a variety of objects. 


Allen Hollander Co., New York, | 
label manufacturer, as its part in 
the 1956 non-partisan “register Car Production Hits 
and vote” campaign, has prepared 4,000,000 for Eighth Year 
red, white and blue gummed labels! When the first of the ’57 models 
bearing the message, “See you at rolled off the assembly lines, car 
the polls.” The labels are sold at | production for the calendar year 


hit the 4,000,000-unit mark—the 
eighth time in automotive history 
that such an output level has been 
attained in a single year, according 
to “Ward’s Automotive Reports.” 

At the same time last year, how- 
ever, new car production had hit 
5,475,486. 
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New York, Sept. 6—One year 
after swearing off fair trade, West- 
inghouse Corp. today announced 
continued abstention from such 
“artificial restraints.” 

And the big reason Westinghouse 
is not tempted to resume fair 
trading of its electric housewares 
is this: Sales are up 34% so far 
this year, despite a 156-day strike 
that tied up production until 
March 21, according to S. J. Steph- 
enson, manager of the portable 
appliances division. 

“We feel, after a fair trial, our 
policies have proven successful and 
we do not intend returning to fair 
trade,” he told a press conference 
today. “We have no desire to 
quarrel with the proponents of fair 
trade. We simply feel that under 
existing conditions the artificial 
restraints of fair trade do not work 
for us.” 

Mr. Stephenson said that actual- 
ly Westinghouse had not been 
thinking much about fair trade in 
the past few months, but that per- 
sistent inquiries from reporters on 
this, the first anniversary of the 
company’s abandonment of fair 
trade, had occasioned the press 
conference. 


® Commenting further on the 
company’s sales increases, he said 
that almost all of the 34% increase 
had been achieved since April 1, 
since production was limited dur- 
ing the first two and a half months 
of 1956. “In fact,” he said, “in some 
of the last few months our sales 
have actually doubled over those 
of the corresponding months of 
1955.” 

He attributed these increases not 
only to the new policy of free trade 
but also to the “strongest and most 
aggressive merchandising plans in 
our history.” These include greatly 
increased advertising programs for 
consumer and trade, special offers 
to make it attractive for consumers 
to buy (such as $5 trade-ins for 
toasters) and selling incentive for 
distributors and salesmen. 

This year’s advertising budget 
will probably exceed last year’s by 
“around 25%,” one company 
spokesman told AA. However, the 
1956 ad budget will be concen- 
trated in the last eight and a half 
months of the year because of the 
strike. 

One big aim of this year’s cam- 
paign is the coordination of na- 
tional and local efforts, Mr. Steph- 
enson pointed out, adding that 
“this is one thing we have never 
done very much.” One method of 
obtaining this is the co-operative 
plan under which Westinghouse 
picks up the check if a dealer runs 
an ad tying in with the company’s 
national promotion. 


® These ads quote prices based on 
a 35% dealer mark-up—and West- 
inghouse will not pay for cut-price 
advertising, he also pointed out. 

Some reporters present tended 
to interpret this as one-handed 
backing of fair trade, but Mr. 
Stephenson explained that “West- 
inghouse will do everything in its 
power to build and upgrade the 
line, but will not participate in 
any way in practices that tend to 
destroy the position of both West- 
inghouse and its dealers.” 

In reviewing the past year of 
nomfair trading, Mr. Stephenson 
admitted the switch of policy “was 
mot easy.” In some markets, “par- 
ticilarly “where fair trade was 
strongly imbedded in the market- 
ling:philosophy of leading retailers, 
we found it difficult to get our 
share..of business. Obviously we 
aré. working assiduously in such 
areas. ta strengthen our position 
with’ dl] good retailers,” he said. 

' Some dealers stopped buying, 
‘others put Westinghouse products 
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Sales Are Up 34%, So Westinghouse 
Reaffirms Stand Against Fair Trade 


under the counter on a “wait-and- 
see” basis, still others maintained 
that this was the end of Westing- 
house as a key factor in electric 
housewares. 

And many of the dealers who 
applauded the ditching of fair 
trade were interested solely in 
cut-price advertising, he recalled. 

Nevertheless, volume 
soared steadily until the strike, 
which provided “something of a 
breather” for many of the pes- 
simistic dealers, he said. 


s “The thinking dealer emerged 
with the recognition that all of the 
good intentions and rigorous polic- 
ing in the world cannot avert one 
obvious point: No iine is so well 
protected or policed that any con- 
sumer who really shops around 
enough cannot buy all products of 
that line at less than fair trade 
prices. 

“Consequently, in late January, 
when we began to get some pro- 
duction and we analyzed orders 
and reports from the field, it be- 
came apparent that going off fair 
trade didn’t put us out of business. 

“Most of the loyal dealers re- 
turned because Westinghouse is 
actively advertised and merchan- | 
dised. 

“There has been a clear realiza- 
tion that our present policy of fair 
margins as opposed to fair trade 
is healthier for all, and particularly 
for the small businessman. Such 
dealers have learned to ask, ‘What 
good is fair trade if the consumer 
can buy for less anyway?’ and,| 
‘What good is fair trade when, in 
some cases, it dictates restrictive, 
small margins that favor volumes 
I cannot hope to achieve?’ ” Mr. 
Stephenson concluded. 


Eastern’s Ads Are 
Rapped by Delta in 
Complaint to CAB 


WasHIncToN, Sept. 6—The use of 
glowing superlatives in airline ad- 
vertising has shaped up into a 
battle between Delta Air Lines and 
Eastern Air Lines. And the battle 
has landed in the lap of the Civil 
Aeronautics Board. 

Delta charged in a complaint 
filed today against Eastern that the 
line uses “unfair and deceptive ad- 
vertising practices and _ unfair 
methods of competition.” This is 
but one of the rounds that both 
lines have fought during the last 
six months accusing each other of 
overstating its case. 

Delta has requested that the 
CAB order Eastern to discontinue 
using “non-factual superlatives.” 
Delta objects to some June and 
July advertising on the part of 
Eastern claiming “lowest sched- 
uled fares” and “fastest service.” 

Earlier in the year, Eastern was 
miffed with certain of Delta’s 
phraseology in its ads and made a 
similar request to the CAB. 

Fletcher D. Richards Inc. is 
Eastern’s agency; Delta’s account is 
handled by Burke Dowling Adams. 


Ferber Corp. Doubles Ad 
Budget for Vu-Riter Pen 

Ferber Corp., Englewood, N. J., 
launched its fall advertising cam- 
paign for the Ferber Vu-Riter pen 
this week with a budget twice 
that of last year. Two-color quar- 
ter-pages are slated for Life, bkw 
quarter-pages for The Saturday 
Evening Post, and two-color one- 
fifth pages in Parade. 

Copy claims that the 25¢ pen 
“writes rings around pens costing 
dollars more.” It also stresses that 
the pen “costs less than an or- 
dinary refill” and “won’t skip, 
leak or clog.” Emil Mogul Co., 


Last Minute News Flashes 


Lee, Disney Hats to Anderson & Cairns 


New York, Sept. 7—Frank H. Lee Co., Danbury, Conn., maker of | 


Lee and Disney hats for men, has appointed Anderson & Cairns to han- 
dle its advertising, sales promotion and public relations accounts, ef- 
fective immediately. Ruthrauff & Ryan formerly handled the advertis- 
ing and sales promotion; and Ruder & Finn had the pr. 


Dolcin Accepts FTC Decree on Co-op Ad Practices 


WASHINGTON, Sept. 


7—A Federal Trade Commission complaint | 
against co-op advertising practices of Dolcin Corp. (AA, June 25) | 
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| Suddenly DOVE makes 
soap old-fashioned! 


New bath and toilet bar 
creams your skin 
while you bathe. 


| 

| DOVE w one quarter ciesnsor 
| cream, It leaves your akin 

soft and amouth —aithout 

the dry feeling cawsed by aeap 


culminated today in a consent order requiring Dolcin to eliminate | Some = ee te bens gaee SI 


any condition which is likely to cause the customer to refrain from | 


accepting promotional assistance from Dolcin’s competitors. The order | 2<2225-5" SS. pate 


is directed at a provision of Dolcin’s “X-Con” contract which spec- | 
ifies dealers are not to accept co-op from Dolcin competitors unless | | 
the competitor has made the same offer to all retailers in the area.| ~ 


Tilghman Packing Appoints Blaine-Thompson 


TILGHMAN, Mb., Sept. 7—Tilghman Packing Co. has named Blaine-| | 
Thompson Co., New York, to handle its advertising. The seafood proc- | ~ 
essing company is planning a greatly expanded newspaper campaign | 
this fall and in the Lenten season. 


Tilghman, at one time an account 


. whew 
~~ oe oe 


Dawe is good for your skin 


| 


nt eee anne 


of VanSant, Dugdale & Co., Baltimore, has handled its own adver- NO soap—Ogilvy, Benson & Mather 


tising for the past several years. 


Fred Gardner Co. Gets H-B Cough Drops 


Boston, Sept. 7—Fred Gardner Co., New York, has been named to. New 
handle advertising for “H-B” (Hospital Brand) cough drops, a product | 
of H-B Sales Co. division of C. A. Briggs Co., Brighton, Mass. Spot 
radio, tv, newspaper and subway advertising is planned in the New 
England and eastern areas where the products are sold. Chambers & 


Wiswell is the previous agency. 


Lever Tests Stripe Dentifrice; Other Late News 

e Lever Bros.’ new Stripe toothpaste—a dentifrice in a package striped 
like a peppermint stick—is being introduced via newspapers and out- 
door boards in San Diego and Peoria. J. Walter Thompson Co. is han- 


dling the product. 


e Vick Chemical Co. completed its agency shuffle this week. Batten, 
Barton, Durstine & Osborn, which has been assigned to television for 
Vick products, will now handle all advertising for Vick Medi-trating 


is using newspaper ads like this 
|to introduce Lever's Dove deter- 
|gent bar in midwestern markets, 
England and western New 

York state. 


Pat Weaver 
Resigns as NBC 
Board Chairman 


cough syrup, formerly handled by Morse International. Morse will now | 
handle all advertising, including tv, for Vick’s Vaporub, Vatronol,|rules made years ago for radio. 
cough drops, inhaler, Medi-Mist and new items. The company recently He stressed the importance of giv- 
shifted its Sofskin advertising from Morse to Ellington & Co., and the |ing creative forces freedom for 
present setup follows a review of agencies which included Carl S.| action in the new medium. 


Brown & Co., Ogilvy, Benson & Mather, C. J. LaRoche & Co., Geyer Ad- 
vertising, Compton Advertising, Ellington and BBDO. 


e Coca-Cola Bottling Co. of New York on Sept. 10 will launch four | 


weekly consumer limerick contests, with prizes of 
dios and a 1957 Chrysler car for the grand award. The four-week | 


400 transistor ra- | 


contest will be featured in 61 daily newspapers in New York, New | 
Jersey and Connecticut. Radio spots will be used on 12 stations and | 


tv spots on eight. Entry blanks in the form of bottle collars on all 
bottles delivered to retail stores, beginning Sept. 10, will carry the 
first four lines of the limerick. Marschalk & Pratt division of Mc- 


Cann-Erickson is the agency. 


e Cannon Mills, Kannapolis, N. C., has named N. W. Ayer & Son, 
Philadelphia, to handle advertising for its Cannon sheets. Ayer al-| 


ready is handling advertising for 


towels, stockings, bedspreads, terry yardage and dish towels. Young | 
& Rubicam has been handling the Cannon sheets account. 


e Theodore A. Serrill, who has been general manager of the Pennsyl- 
vania Newspaper Publishers Assn. since February, 1950, has been 
appointed executive director of the Washington Newspaper Publishers 
Assn., Washington, D.C., succeeding Peyton Evans, who retires Nov. 1. 


other Cannon products, including | 


New York, is the agency. 


Thomas Cochrane, 
Charter’N. Y. News’ 
Ad Salesman, Dies 


New York, Sept. 7—Thomas J. 
Cochrane, 66, who retired July 7 
as advertising director of the New 
York Daily News, died yesterday 
of a heart attack in Tomar, Portu- 
gal, where he was vacationing 
with his wife. 

Mr. Cochrane, who had been 
with the News 37 years, started his 
career as an office boy on the 
Chicago Tribune in 1909. During 
World War I, he saw service in 
Europe with the 33d Division. Fol- 
lowing the war, he returned to the 
Tribune as an advertising salesman 
for a time. 

On June 14, 1919, 12 days be- 
fore that newspaper’s first issue, 
he joined the New York News as 
the first fulltime member of its ad- 
vertising staff. During the daily’s 
first year, Mr. Cochrane was its 
only advertising representative. 
When he retired, the advertising 
staff numbered 200. 

In 1921, Mr. Cochrane was made 
local advertising manager. In 1946 
he was appointed advertising man- 
ager and in °51 advertising di- 
rector. He described the prime 
requisite for selling newspaper ad- 
vertising as patience. He said it 


had taken as long as four years 
to sell some of his biggest ac- 
counts. 


s At his retirement, he was chair- 
man of the New York Newspaper 
Advertising Managers Assn. He 
was a past president of the Amer- 
ican Newspaper Advertising Net- 
work. During World War II, he 
served as chief of intelligence for 
the second service command, with 
the rank of lieutenant colonel. 


EMMETT P. KAVANAUGH 

BALTIMORE, Sept. 6--Emmett P. 
Kavanaugh, 62, vp and secretary 
of A. S. Abell Co., publisher of 
the Baltimore Sun and Evening 
Sun, died yesterday in Union 
Memorial Hospital, following a 
heart attack. Mr. Kavanaugh had 
been with the Sunpapers on both 
the reportorial,and business staffs 
since 1920. 

After attending Calvert Hall 
College, he served in the Navy in 
World War I. On his release from 
the service, he became 4 reporter 
on the Sun. In 1927 he was trans- 
ferred to the circulation depart- 
ment, in charge of street sales. In 
1930 he was appointed circulation 
manager and in 1948 was made 
business manager. He had been 
elected secretary of the corpora- 
tion in 1939, and was named a vp 


(Continued from Page 1) 
that tv must not be bound by 


Mr. Weaver's new concepts in- 
cluded the “magazine plan” shows 
such as “Today,” “Home” and 
“Tonight,” with the broadcaster 
furnishing the editorial content 
into which commercials are in- 
serted magazine-style without ad- 
vertiser credit for show sponsor- 
ship. : 


® The flamboyant executive gave 
the word “spectacular” a new 
meaning. For most people it now 
means a flashy, big-name televi- 
sion production, rather than a 
sparkling Broadway sign. 

Mr. Weaver pushed hard to get 
his ideas across, despite opposition 
from some quarters—including 
advertisers, many of whom were 
cool toward his specs and the oth- 
er off-beat projects. 

Mr. Weaver’s exit after seven 
years as a key figure at NBC was 
the most dramatic note in a week 
marked by top management 
changes at the network. 

Coincident with the loss of its 
board chairman, NBC gained four 
new exec vps—Thomas A. Mc- 
Avity, Charles R. Denny, John M. 
Clifford and David C. Adams (AA, 
Sept. 3). This step, which was 
recommended following a micro- 
scopic study of NBC by Booz, Al- 
len & Hamilton, efficiency ex- 
perts, was approved by the board 
today as expected (AA, Sept. 3). 


s There are signs that still other 
executives are on their way out 
of the company. All the names 
fhentioned are in programming 
and sales. George H. Frey, vp for 
tv network sales, is moving to Sul- 
livan, Stauffer, Colwell & Bayles, 
and Richard A. Pinkham, a vp 
whose primary responsibility has 
been for participating shows such 
as “Today,” “Home” and “Tw- 
night,” may be reassigned in the 
company. A leading member of the 
Weaver group at NBC, he was in 
Europe and could not be reached 
for comment today. 

Frederick Wile Jr., who came to 
NBC with Mr. Weaver from Young 
& Rubicam in 1949, also may be 
affected by the management shifts. 
He now is vp in charge of: net- 


last March. 


work programming in Hollywood. 
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THE ADVERTISING MArnket Pict 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper 


& lower case 40 per 


line. Add two lines for box number. Copy deadline, Chicage office, Wednesday 


noon 5 days preceding publication date. Display classified takes 


takes card rate of 


$16.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 
ARTISTS 
We are looking for an experienced artist 
who has a longing to get away from the 
merry go round of Big City activities. One 
able to do crisp creative layout - produc- 
tion - and some illustration. Our offices 
are modern and air conditioned. We offer 
an opportunity to progress with an ag- 
gressive, hard-hitting advertising agency 
which is going places. 
Box 8821, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EDITORIAL—Well established monthly 
publication (electrical) has immediate 
opening for news editor with production, 
re-write and gente. oe capable 
of advancing to managing 
x 8903, ADVERTISING "AGE 
200 E. TMlinois St., Chicago 11, Illinois 


JOB — 


CREATIVE. TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 35-4424 
Bankers Bidg. Chicago 3. 
ARTISTS—One all-round; one beginner. 
Va. city of 100,000. Ideal living conditions. 

Give experience, age, salary range. 

Box 8901, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
LAYOUT ARTIST 

Capable of doing crisp, creative rough 
layouts. Must also be able to buy finished 
art understandingly. Call Mr. Al Collins, 
> M. Loeff Advertising, Inc., ANdover 


ASSISTANT AD MGR. 
Immediate opening with manufacturer of 
leading, nationally advertised product and 
service. Northwest Chicago suburb. Ex- 
ceptional opportunity for man under age 
30 with copy experience. Starting salary 
$5,000. Interviewing will be done by com- 
pany’s advertising agency. Call CEntral 
6-5026 for appointment. 


AGENCY 
WRITER 


$8,500 bracket 


Industrial and general experience; for| 

lively smaller medium-sized New ork 

agency. Please detail background com- 

pletely. (Our people know of this ad.) 
Box 8918, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


HELP WANTED 
MAGAZINE SPACE SALESMAN 
Excellent opportunity for top-notch — man 
| to sell growing shelter p 
tion. Advertising space sales experience 
essential. Age 28-35. Salary, expenses and 
bonus. Please supply complete informa- 
tion, age, experience, income needs, etc. 

Box 8919, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING AGENCY 
NEEDS TWO MEN 


An Assistant Account Supervisor, 
creative Art Director. If you have ack- 
nowledged ability, are creative and know 
marketing, you ought to talk with us 
about new satisfactions for you, a new 
and better life for your family. A 10 year 
success, this vigorous, young, modern, 
non-metropolitan agency is still growin 
into its opportunity in Wisconsin's secon 
largest market. One of our officers will 
be at the Drake Hotel in Chicago for in- 
terviews on Saturday and Mon . 
tember 15 and 17. Call REgent 43 for 
an appointment, or write: 

THE BRADY COMPANY 
ZUELKE BLDG., APPLETON, WISC. 


POSITIONS WANTED 


| ADVERTISING PRODUCTION MANAGER 
Age 37. 16 yrs. experience all phases of 
production, typography, lithography, let- 
terpress, rotogravure, catalog, direct mail, 
publications, etc. Traffic experience. $12,- 
000 minimum salary plus bonus and re- 
tirement plan. Prefer to relocate South 
or West. 
Box 8920 , ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

CREATIVE ART DIRECTOR P-O-P 
Plan to locate in Chicago area. Desire to) 
join P-O-P firm, or agency with P-O-P | 
dept. 9 years exp. Mostly litho, but work | 
with all materials. Have worked on nu- | 
merous top accounts in diverse commodi- 
ties, single units to compl. promotions. | 
At present in key pos. with leading East- 


x 
200 E. Mlinois St., Chicago 11, Illinois 


ACC'T EXEC (or ass't) 
Ready for added responsibility as ac- 
count exec or ass’t in agency or as ad) 

in dustry. 9 years experience 
Gana contact, service, planning, mer- | 
chandising, marketing, radio-tv produc-| 
tion, print, media selection and research. | 
Strong on service and merchandising. | 
Excellent coordinator with strong follow- | 
thru on details. Good background in ap-. 
pliances, ‘ood era rdgoods, 
women’s wear. 30, marr B.A 

x 8922, VERTISING ‘AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING EXECUTIVE 
If you want sound planning backed up 
with strong marketing, merchandising and 
promotion experience, I'm your man. “It's | 
SELL that makes registers ring.” Avail-| 
able Oct. Proven new business getter. 
Box 8924, 

480 Lexington Ave., New York 17, 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 


209 S. State St. Ha 17-1991 Chicago 


“LEADING NATIONAL POULTRY MAG- 
AZINE” needs aggressive advertising 
salesman with some selling experience to 
contact top personnel on national and 
regional accounts in Midwest. Must be 
capable of planning presentations and do- 
ing a constructive selling job. Travel es- 
sential. An unlimited challenging field. 
Only men willing to give unstintingly of 
time, energy, and imagination need apply. 
Write (do not phone or call) giving age, 
experience, and income requirements. 
| American Poultry Journal, ~a N. Wabash 
Avenue, Chicago 1, Illinois 

SALES PROMOTION 
Develop and carry out industrial sales 
promotional activities. One or two years 
| advertising or agency experience desir- 
able. Prefer college graduate. Southwest- 
|ern Michigan location. Send resume in- 
cluding salary requirements. Kawneer 
| Company, Niles, Mich. 


ART DIRECTORS 


Are you convinced that you must 
handcuff yourself to a train sched- 
ule in New York or Chicago if you 
want to make real money in ad- 
vertising agency copy or art? 

You could be wrong! 

You could join a dynamic Mid- 
western agency where many staf- 
fers drive to work in 15 minutes. 
Equally important, they express 
their talent in multi-million pack- 
age goods campaigns for one of 
the nation’s top 15 advertisers. 
They are paid accordingly. 

These agency people bring up 
their children in a wholesome out- 
door environment where fishing, 
boating, swimming, skiing and 
skating start in their own front 
yards. County contains 17 golf 
courses and 198 lakes. 


Tired Of The Commuters’ 


COPY WRITERS 
Treadmill? 


Do they give up their interests 
in theatre, music, art? Not at all! 
Broadway's best shows, with star 
casts, are staged here at reduced 
prices. Our city’s musical activi- 
ties include Metropolitan Opera 
et me Traveling shows 

ring the world’s painting master- 
pieces to our noted art museums. 

This agency's art directors, print 
and TV writers enjoy all the ad- 
vantages of Chicago and New 
York, plus outdoor sports and 
family life that larger cities can’t 
offer. 

We are planning to add two or 
three more outstandingly capable 
copy writers and art directors. Do 
not send samples. Just write in 
strictest confidence to Box 218, 
Advertising Af in. 200 E. Illinois 
St., Chicago 1 


INDUSTRIAL ACCOUNT EXECUTIVE 
Steel products, Chemicals, Oil, consumer | 
hard goods. Strong on promotion, dealer 
merchandising programs, public relations. 
Experience all media, aggressive, creative. 
Excellent background, references. 
Box 8923, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
MARKET RESEARCHER/MEDIA BUYER 
Industrial Space Buyer, Industrial Mar- 
keting Researcher, Consumer Marketing 
Researcher, with more than 4 years agen- 
cy experience. Now media and research 
‘manager of 4A agency. Graduate work in | 
statis 


Box 8928, ADVERTISING AGE | 


486 Lexington Ave., New York 17, N.Y. 
FOOD EDITOR 

Five years experience feature writing, | 

story development, business paper back- | 

ground seeks creative opportunity. | 
. ADVERTISING AGE | 


Box 8925, 

200 E. Illinois St., Chicago 11, Illinois 
HAVE CAMERA WILL TRAVEL—Editor 
with experience in science writing for 
layman, business paper editing, feature | 
and picture story writing seeks challenge. | 

Box 8926, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING MERCHANDISING MGR. 
Known for outstanding marketing pro- 
grams as Adv.-Sales Promotion gr.; 
Merchandising-Sales Training Mgr. 

leading consumer, justrial, ro 
mfrs. East, South, Midwest. P. Box 
3092, 4, Tl. 


Advertising Aye, September 10, 1956 


REPRESENTATIVES WANTED 


Wanted: Texas Representative 
Progressive-young specialized agricultuml | 
publication seeks Texas representation. | 
National rep. should be serving agricul- 
tural accounts now. Call or write: —_ 
tion Age, Box 447, Dodge City, Kansas. 
Part time Rep. needed for small monthly, 
me = in field, with limited but prof- 

table potential. All U.S. Open. Also spe- 
cial editions. Box 296, Los Altos, Cal. 


REPRESENTATIVES AVAILABLE 
PUBLISHERS ARE YOU ON THE 
ADVERTISER'S LIST FOR 19577 
I endeavor to get you listed, not just as- 
certain if you are listed. I maintain fully 
established office; not "just desk space 


Floorcraft Expands Promotion 

General Floorcraft Inc., maker 
of floor machines for home and 
industrial use, has expanded its 
consumer advertising program, 
scheduling four-color ads in Living 
for Young Homemakers and The 
Saturday Evening Post. This is the 
first time the company has used 
four-color ads. Posner-Zabin, New 
York, is the agency. 


with telephone service. Straight 
sion. You have everything to gain; noth- 
ing to lose. Central States area. 
Box 8927, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

Space Rep.-experienced-self-starter-exclu- 
sive or non-exclusive-Chicago area and 
Mid West. PO Box 3024, Chicago 3, Illi- 
nois. 


MISCELLANEOUS 
Sublease 
LA SALLE-WACKER BLDG. 
Desirable private office 
Twe or three people 
Use of reception area 
Tower Floor 
Call - Mr. Feeney 
State 2-5744 


A MESSAGE TO ADVERTISERS 

If you have need for advertising or re- 
lated manpower, and wish to separate 
“wishful thinkers’’ from qualified candi- 
dates, let me know your requirements. 
All inquiries expedited quickly and con- 
fidentially. Only capable people will be 
submitted. No obligation, of course 

GEORGE E. PYLKAS 

Executive Advertising Consultant 

WABASH AGENCY 

202 S. State 
WAbash 2-5020 


CHICAGO OFFICE SPACE 


Single offices and — from 200 sq 
ft. up to 1,000 sq. ft. available ‘a 
reasonable rentals. Ideal for art stu- 


Michigen Ave. 
CHINNOCK & SAMPSON, 111 W. 
Washington Bivd., CEntral 6-8534. 


ASST. ADV. MGR. 


Excellent opportunity for man between 25 
and 35 with industrial concern in Pitts- 
burgh doing $100,000,000 business a year. 
Must be able to create sparkling technica! 
copy. Position entails 50% time 
and 50% administration and ——- 
Please state salary expected and 

resume of education and . << 

222, Advertising Age, 200 E. Illinois st., 
Chicago 11, Dlinois. 


1 CAN REPRESENT YOU IN 


DENVER 


Folding cartons, 
poly-foil bags, signs, 
plastics, paper, food 
machinery, industrial spe- 
cialties. 


Write in full confidence 


BOX 217 Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 
ean si SRNR 


cello- 


TV — RADIO 
BUSINESS MANAGER 


Seeking better opportunity with agency or 
— Six yrs. heavy eee er 


Age 35. N.Y. area. Box 221, Advertising 
Ave., New York 17, N.Y. 


We are looking for several 


Our present staff is not large enough to take on 
the responsibility for the introduction of a new 
product (responsibility covering naming, pack- 
aging, consumer and market research, sales 
promotion, advertising plans and budgets). 


with some marketing experience—either on 
the client or agency side. However, since we 
are planning for the future, we will definitely 
consider inexperienced men who have demon- 


New Marketing Group 


FOR 


World Famous Manufacturers 


strated in college, Service, or in other positions 
that they can accept responsibility very rapidly. 
Applicants must be college graduates, under 
30, and draft exempt. Please give all details 
(including salary requirements) in your first 
letter. All replies will be handled in confidence, 


men, preferably 
and no contacts 


your permission. Address Box 219, Advertising 
Age, 200 E. Illinois St., Chicago 11, Illinois. 


will be made until we have 


CHICAGO OFFICE SPACE 


Completely 
air conditioned 
Receptionist 
Automatic elevator 


y Le P: 
2 LY, 


2 pm satgs Tene 


All I can do is create and illus- 
trate ads, booklets, etc., that sell 
other women like magic. 
20,000,000 women national follow- 
ing. CEntral 6-0628, Suite 1240, 30 
Washington St., | hag 2. 


The Midwest's 
eutstanding plocement 
service for Adv. - Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntrel 6-5670 - 


BIRCH 
* . 
Executive 


Placement 
Counselors 


AN OUTSTANDING OPPORTUNITY 
FOR A SUCCESSUL CATALOG 
SALESMAN 


One of the nation’s largest and 
most successful business paper 
publishers seeks an experienced 
catalog salesman to sell and 
later manage a long established 
and successful catalog serving 
one of the nation’s biggest in- 
dustries. 

Compensation is based on sub- 
stantial salary, expenses, and 
incentive plan. 
Headquarters is Chicago. Ex- 
tensive travel is involved at the 

rt. 


sta 

Write giving full details of ex- 
perience. Our Pa organiza- 
tion knows of this advertise- 
ment. lies will be held in 
strict confidence. 


Box No. 224 Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


“Our 45th Year” 
COPY, MAJOR AGENCY $15,000 
ASST. TO DIR. Indust. Adv. $9,000+ 
COPY-CONTACT, 
some feed exp. $10M 
MKT-RES. ANALYST, young $8,000 
ASST. ADV. MGR., Indust. to $8,500 


GLADER CORPORATION 
“The Agency's Agency” 
Don Harris, Dir. Adv. Div. 

110 S. Dearborn CE. 6-5353 Chicago 


RESEARCH DIRECTOR 


Chicago advertising agency with large 
national goods offers 
an exceptional opportunity to a t 
research director. Must be thoroughly ex- 
perienced in all phases consumer, 
trade and market research, copy testing. 
sa’es and media analysis. Please send 
complete resume. Our people know of 
this advertisement. 
BOX 225. ADVERTISING AGE 
Minots St.. Chicago 11, Mlinois 


The Chicago Offices of this 
National Advertising 
Agency Needs A 


VERSATILE 
ADVERTISING 
MAN 


We'll pay a good salary and offer 
exceptional opportunity for a 
competent copy man who is well 
experienced in radio, TV, print, | 
and merchandising. Write fully. | 
All replies confidential. Our em- 
ployees know of this ad. Box 215, } 
Advertising Age, 200 E. Illinois | 
St., Chicago 11, IIl. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 NM. LaGALLE, CHICAGO MLInNolrs 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


ASSISTANT 
ADVERTISING 
MANAGER 


(Pharmaceuticals) 


- +. @ Man ready NOW to fill 
the shoes of the present ad 
manager! 

REQUIREMENTS: (Please 
don’t apply unless you meet 
all three.) 

1. Pharmaceutical 
ence with ae aa oe 
a 2 proven record in either 


¥. Demenstvate evestive shiiiy. 
3. Not ever age 35. 
If you fit, there’s a REAL oppor- 
tunity for you with one of the 
oldest most respected pharmaceu- 
tical manufacturers in the indus- 
try. 
Send resume for interview ap- 
pointment to: 

Box 220 Age 
200 E. Illinois St., Chicago 11, Ill. 


ae Tay ak ree ee 
ree as —s wis bi vs eT ea 
Reage hee te 
ee aa 130 elt Smid 
2am ws, 2 e “ FAs, 
[ear i. . ae ee 
en 
te a oer 
ie ¥ a ie 
> dae 
‘ a is ® : 
Rat eee 
ee a ae 
ee ae a 
ee » ps) 
ag He f ae 
ase a 
ee a —_ = 
oe a 
Nyy . 
| ow P| ' 
i — ie ___ = 
: we ‘ 
i Pit re. —_ 
{cf ee 
ibe : | 
ey re | 
tae __} 
ee , —_—— 
ia — — 
{Spe — aes 
ai ne al oe. —— = ane 
Pe + — ___ rts 
ga ro — 
eae “ — 
a. 3 
Ae om 
1 
ae r — 
| a == ee, a | 
lea 3 ' === 
las : one ee 
1 a aoe a 
a siiasiliaaied cpr 
a i ee r 
Brak oF — — 
a Lire ; 
ee , weutale | 
dae i =; | 
pe ' 1| = 
aN) t i 
ae ' | 
oe, : 5 | 
/ ~ : . ag 
: bo 3 ' i | 
Th BS ' t 
be i i | 
a 4. 
jee : : = 
4 iP t A \ fy 
1g i i 4 K vA One Ent 
Seo Yj: ' Ai wi tr Fl 
Cea. a i Wy \ th oor 
ae 3 W ||. . y) 5 private of 
ea : Po | | - ‘ "| 
Ta $3 } 3 A Cea % 
a i (hd 
ace —= | i | esse & 
Beer a= 1 Goods Asseciat | 
ka 5 ‘hes ae — 
ae - pO 
a ai | 
. E . —_— tima 
a q ae 3 codes 
os | rere 
ae 
| eS | 
ae. 
ae | 
rh ae Sy 
ee 
a 
ae 
cay a po a 
Fae Eo 
oe ; 
a. | 
a | 
= | 
ee 
| | 
i 
| | 
Sie i ve 4 P 
ple 4 wtp -y 
a | AEE ee ae 
a of ‘ais an. 
i Se era 
ere is, 
is ae 


, disastrous. 


) preventing the emergence of mon- 
* opolies. It would also help in re- 
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REPEAT—U.S. Steel Corp. will launch its third annual Christmas pro- 
motion of major appliances—Operation Snowflake—Nov. 5. The 
campaign, which will run for seven weeks, includes ads like this 
one in over 300 newspapers, network tv and radio. In addition, U.S. 
Steel offers tie-in materials to local distributors and retailers. Bat- 
ten, Barton, Durstine & Osborn, New York, is the agency. 


India Law Would Make Dailies Hike 
Newsstand Price as Pages Are Added 


(Continued from Page 2) 
sonable revenue from advertise-| 
ments has the effect of distributing 
the burden more equitably be-| 
tween those who have money to 
spend and those who have not, 
while a high price would place the 
burden uniformly on all. 


® “The price fixed should there-| 
fore take advertisement revenue 
into consideration. If the price is 
fixed too high, it would have a 
doubly unwelcome effect on the 
fortunes of the press. Circulation 
would fall directly, and, as a con- 
sequence of such fall, advertise- 
ment revenue would also shrink. 
This would force papers to reduce 
the quality of their services and 
the cumulative effect may well be 


“The price-page schedule should 
prescribe not only the maximum 
number of pages that could be sold 
at a particular price, but also the 
minimum number that must be of- 
fered. The quantum of advertise- 
ment in a week’s issue should not 
exceed 40% of the total area, and 
we feel that this should be made 
part of the schedule which will 
thus prescribe (1) the maximum 
number of pages that could be sold 
for the price, (2) the minimum 
number of pages that must be of- 
fered for the price and (3) the 
minimum of news and editorial 
matter that each issue must con- 
tain.” 

Not yet prepared, the price-page 
schedule will be drawn up after a 
thorough discussion between the 
government and newspapers. 


s Dr. Keskar said the government 
felt that the measure was likely to 
help in creating fair competition 
among newspapers and also in 


laxing the stranglehold of big, 
powerful interests on newspapers 
and generally would tend to make 
the newspapers more independent, 
he indicated. 

The object of the bill, he ex- 
plained, is not to restrict the num- 
ber of pages a paper should pub- 
lish. It is not to be a restriction 
on either price or the number of 
pages. The object is to set a “re- 
lationship” between the price and 
the number of pages. 

The measure, according to Dr. 
Keskar’s clarification, does not 
preclude any newspaper from pub- 
lishing any number of pages it 
likes. The newspapers will have 
only to relate the number of pages 
to a particular price. They are 
free to decide what is in their in- 
terests, he stated. 

Replying to the criticism in the 


American press that the bill would 


interfere with freedom of the 
press, the information minister 


said he failed to see how a price- | 
page schedule could interfere with | 


freedom of the press. The most 
venomous criticism could be made 


in a four-page paper also, he. 


pointed out. 


® Citing the example of Great 


Britain, Dr. Keskar said the price-_ 


page schedule had been in exis- 
tence there 15 years. He added that 
freedom of the press had not been 
threatened. 


He indicated that the majority 
of Indian newspapers are in favor, 


of the schedule. 


The bill will be in force for five | 


years and will be given an exten- 
sion if it is successful, he ex- 
plained. 

There are 330 daily newspapers 
in India, with an aggregate circu- 
lation of 2,500,000. The total in- 
vestment in the daily press 
amounts to $15,000,000. Most of 
the newspapers are small, and 
even among the big ones there is 
not one with a circulation of 100,- 
000. 


® The top dailies in the country 
are the Times of India, Bombay; 
Hindustan Times, New Delhi; The 
Hindu, Madras, and The States- 
man and the Amrit Bazar Patrika, 
Calcutta. 

Indian journalists are among the 
poorest paid in the country, and 
to remedy the situation the gov- 
ernment has constituted a wage 
board to make recommendations. 

There is a perpetual shortage of 
newsprint. The Indian newspapers 
consume about 75,000 tons of 
newsprint annually, most of it im- 
ported from Canada and Sweden. 
A government license is necessary 
for the import of newsprint. 


Fadex Names Albert Frank 

Fadex Commercial Corp., dis- 
tributor of the BMW-Isetfa, a 
three-passenger automobile with 
an air cooled engine built in Ger- 
many, has appointed Albert Frank- 
Guenther Law, New York, to han- 
dle its advertising, sales promo- 
tion and dealer relations program. 
The BMW-Isetta, which has a top 
speed of 55 miles per hour and a 
fuel consumption of 60 miles per 
gal., will retail in the U. S. at $998 
near major ports of entry. 


Publishes ‘Television’ 
“Television Programming & Pro- 

duction,” by Richard Hubbell, has 

been released in its third edition 


by Rinehart & Co., New York. The! 


illustrated, indexed book contains 
272 pages and sells for $5.50. The 
original edition was published in 
1945. 


WGN-TV to Conform 
to NARTB TV Code, 
Effective Nov. 15 


| (Continued from Page 3) 
“we are now functioning very 
close to the code’s time standards 
for advertising copy for programs 
‘up to 30 minutes in length.” 


® The time schedule for conform- 
jing to the code will work as fol- 
|lows: As of Sept. 15, all advertis- 
jers on 30-minute programs will 
reduce continuity from six to 4% 
minutes and on 60-minute shows 
from 12 to nine minutes. By Nov. 
15, commercials on 30-minute pro- 
grams will be cut from 4% to three 
minutes and on one-hour shows 
from nine to six minutes. For fea- 
ture films under single sponsor- 
ship, total commercial.time for a 
typical 90-minute presentation will 
_be reduced from 18 to 14 minutes 
| by Sept. 15 and from 14 to 10% 


minutes by Nov. 15. , 

Mr. Quaal said WGN-TV has| 
eliminated all “pitch” shows and 
also cut all “screaming,” “finger 
pointing,” “hard sell” commer-| 
cials. | 

Mr. Quaal is a member of the 
television board of NARTB, serv- 
ing as chairman of two committees | 
and as a member of two others.| 
Prior to rejoining WGN, he was) 
with the Crosley broadcasting op-| 
erations. 


Bankers Assn. Provides 
Savings Promotion Kits 

Using the theme, “The bank is 
the saver’s best friend,” the Amer- | 
ican Bankers Assn., 12 E. 36th St., | 
New York, is attempting to unite 
banks in “a concerted drive to as- 
sert savings leadership in the com- 
munities.” The association has 
published a folder, describing and 
illustrating savings aids and pro- 
motional materials, on “Presenting | 
a New Program of Savings Promo- 
tion for Banks.” 


313, 


Population 


PROVIDENCE 


The ABC Providence area is now rated in 
the over-500,000 group, with a population of 
513,275—an increase of over 50,000 since the 


1950 census. 


second largest market. 


nal-Bulletin. 


185,000. 


This compact, isolated city-state region is 
one of America’s best test markets, and it’s 
dominated by The Providence Journal-Bulletin, 
the strongest selling force in New England’s 


Get your share of the $1,411,155,000 effec- 
tive buying income of the 833,000 people in this 
closely-knit, firmly-established market by using 
their favorite newspaper—The Providence Jour- 


Combined daily circulation, over 200,000— more than 
100% coverage of ABC Providence and over 80% in the 
ctiy-state market. Providence Sunday Journal, more than 


Statistics from ABC and Survey of Buying Power 1956 


PROVIDENCE 


Journal- 


Represented Nationally by Ward-Griffith Co., Inc. 
NEW YORK—BOSTON—-CHICAGO—DETROIT—SAN FRANCISCO 
PHILADELPHIA —ATLANTA—CHARLOTTE, N. C.--PORTLAND, ORE. 


273 


in ABC 


Bulletin 


leads in 
Baltimore 
Radio! 


Ist—104 times! 
2nd—42 times! 


Here is up-to-the minute proof of 
WCBM’s audience domination in 
the nation’s 6th largest market ... 
in competition with 9 stations! 
This outstanding, record is just 
further proof of what we've been 
saying all along... WCBM defi- 
witely offers the lowest cost per 
thousand in the big Baltimore 
area! Want more facts? Just call 
or write us direct or ask our 
representative. 


*Hooper, june 1956 
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